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Is our biggest year yet....
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2026 is TVNZ+'s biggest year yet
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A New Platform, New Ad products
FIFA World Cup 2026™ + Pay TV

The new platform unlocks further creative
opportunity for advertisers with the launch

In April 2026 TVNZ+ launched a new of the featured belt with more to come.

platform, and with it exclusive FIFA World
Cup rights across all 104 games.




We are the number 1 local video platform

Weekly Reach (O0O’s): AP 15+
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Content that brings the nation together

TOGE THER

More than

9.3 miillion

average weekly streams

495 million

total streams

WE DELIVER THE SCALE AND STANDOU T
CONTENT THAT BRINGS THE NATION

INn the last 12 months, TVNZ+ generated...

Over

1.6 million

average weekly live streams
(+2% YoY)

86 million

total live streams
(+2% YoY)




Premium content remains front & centre of our business

9M Streams

66M Streams 21 Streams

(does not include Simulcast)

8.6M Streams 5.2M Streams 3.4M Streams 2.5M Streams 2.2M Streams

AP, Mar 25 - Mar 26



With plenty of fresh new content coming to TVNZ+
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NZ’s #1 platform for attention — and 7.5x more
effective than YouTube for ad recall

Research shows time spent on a media platform isn't the same as
time spent consuming advertising.

When it comes to attention, premium video™ outperforms YouTube
and social video (Facebook and Instagram) by a huge distance.

Building
Imin 12min

of ad attention on premium video
requires... Pre-roll and mid-roll in

long-form and short-form
content on premium
content sites.

—
31.57min

on YouTube

Unskipped pre-roll,
portions of skipped
video and mid-roll on
longer-form content.

5 hours

on social video

In-feed video fully viewed
and exposed video in feed.

tvnz + oo
D0
tvnz+ DD

Average number of exposures to deliver a message: Average number of exposures to deliver a message:

TVNZ+ =2 YouTube = 15

Not all time spent is equal
Your ads get more attention on BVOD

Not all impressions are equal
TVNZ+ is proven to take fewer exposures for a customer to recall
a message

tvnz+



Co-viewing launched in October 2025

Unlocking the invisible audience to measure true household impact

Audience opportunity

Previously digital video
measurement only captured
the logged-in profile, missing
additional viewers in the room
who were watching together.

With 72% of audience
watching on CTV, this was a
misrepresentation of audience
reach. The Co-Viewing Model
recognises everyone watching
content in a room and
measures them accordingly.

Qualified audiences

Developed with Milton Data
(who launched VoZ) and

validated by Kantar surveys.

» Streaming Data
(what's being watched)

* Household Data
(demographics)

* Survey Data
(patterns of co-viewing)

Unlocking viewers

Increased reach by up to
+129% depending on demo.

Advertisers can now activate
against all viewers in the room.

Unlocks better targeting, more
efficient campaigns, and
smarter media planning. And
it’s built to work alongside our
first-party data, so you get
poth precision and scale.

tvnz+



Co-viewing unlocks those harder to reach audiences &
makes them measurable

12% Logged In Profile
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Source: TVNZ+ Co-Viewing Model & Google Analytics YTD 2026



Activating everyone on the couch, & reaches audiences you didn’t
know you had

500,000 500,000 500,000
400,000 400,000 400,000
300,000 300,000 300,000
200,000 200,000 200,000
100,000 100,000 100,000 |
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Logged In Co-Viewing Logged In Co-Viewing Logged In Co-Viewing

Source: TVNZ+ Co-Viewing Model & Google Analytics YTD 2026
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Two key ways to currently trade TVNZ+

‘ Direct [ Programmatic [ Total TV

. Lp Almost all TVNZ inventory/formats can
All commercial TVNZ digital X
inventory/formats can be agcessed be bought programmatically through A focus for Q3 for TVNZ to moving
when booking directly with TVNZ. most Demand Side Platforms (DSPs). from programme based buying to

. audience based outcomes.
TVNZ teams manage the ' \:Vz'supgort dlffere?t %eal ty;?ces h N
implementation and delivery of your including Frogrammatic SUaeiiss S One unified platform, one set of

campaign. Unreserved Fixed Rate, and Private numbers, full transparency on
Marketplace deals with the goal of spend & performance.

making the trading process as easy as
possible for buyers.

All TVNZ digital advertising is measurable, offering advertisers Coming soon!
clarity & insight around ad performance

tvnz+



EXISTING FORMAT

Network Video

The easiest entry point to build brand awareness across
NZ’s largest reaching premium video platform, TVNZ+.

HOW IT WORKS

The TVNZ+ Network Buy optimises platform
reach across VOD, Simulcast and Live
Stream content delivering video assets
across every device type.

AVAILS & AUDIENCE

Network video helps create brand
awareness, recall and helps you tell your
brand story in a platform that demands

attention.

Pre-roll video & mid roll video available.
15, 30, 45 & 60 seconds durations (longer
durations available upon request).

Co-viewing, AP13+,
refined audiences

No minimum campaign lengths
or budget

All devices

MP4 or MOV.
1920x1080min. 16;9 ratio

BRAND AWARENESS « LOW-AD LOAD * NON-SKIPPABLE VIDEO « PREMIUM CONTENT « BRAND SAFE

15, 30, 45, 60sec

Direct, Programmatic

CPM traded

We can build this for youl!
Production from $2000



EXISTING FORMAT

VOD targeting

Build brand reach across premium VOD only inventory,
Reach viewers in an on demand experience, unlocking
further creative durations & opportunities.

FIFA
WORLD
3 CUP 2026:

FOOTBALL « 12 JUN 2026 - 20 JUL 2026
Unlock the FIFA World Cup 2026™ with a TVNZ+ Event Pass.

Go all in to unlock all 104 matches live plus highlights and replays on demand with a TVNZ+ Event
on TVNZ 1and TVNZ+.

(.

Top Picks

HOW IT WORKS L a— N
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The TVNZ+ Network Buy optimises platform

TASI}MAéTER

i

SE2
L

reach across VOD only delivering video
assets across every device type.

Co-viewing, AP13+,
refined audiences

AVAILS & AUDIENCE
No minimum campaign lengths

or budget
VOD only helps create brand awareness,

recall and helps you tell your brand story in
a platform that demands attention.

Pre-roll video & mid roll video available.
6, 10, 15, 30, 45 & 60 seconds durations
(longer durations available upon request).

All devices

MP4 or MOV.
1920x1080min. 16;9 ratio

BRAND AWARENESS « LOW-AD LOAD * NON-SKIPPABLE VIDEO « PREMIUM CONTENT « BRAND SAFE

B
[

6. 10, 15, 30, 45, 60sec

Direct, Programmatic

CPM traded

3
¢
o

We can build this for youl! \@

Production from $2000

AN



EXISTING FORMAT

200K avg
reach per
day!*

Daily Video Reach Blast il

The fastest way to hit every TVNZ+ viewer in one day.
Build Reach Quickly. Non-skippable video in a premium,
brand-safe streaming environment. i e

Starstruck

Wt m . ey

.

Trending

HOW IT WORKS

Your video ad is delivered to every active
TVNZ+ profile across all content and devices
for the day booked.

qoN .
PERFECT FOR _viewi + QR MP4or MOV. 19020x1080min. D
CoIBIRE)AEIRE > 16:9 ratio. 15 or 30secs

High reaching - 200k avg reach per day! + Campaign Launches Eocies o erE GE
Reaching audiences fast. Non-skippable + Pre sale opens

video in a low-ad-load environment, + Final '
push reminders W build this
remium brand-safe streaming environment. ' i ' Sy Ol i -
o g + Quick reach builds All devices Production from $2,000 \L

Direct only

HIGH REACHING ¢« NON-SKIPPABLE VIDEO INVENTORY ¢ LOW AD LOAD ¢ HIGH CO-VIEWING ENVIRONMENT



EXISTING FORMAT

Ad On Pause

The most premium digital billboard in your home.
Full screen, high impact, strong awareness & creative
opportunity to connect directly with audiences.

N+ SNAGK »

' Pic’s xVOBE"

CLOSE AR

*
*
*
*
*
*
*
*
*
*

When engaged TVNZ+ users pause their
content on CTV & Desktop a static digital ad
appears across the full screen. With 72% of
TVNZ+ viewing on CTV, your brand can own _
the biggest billboard in the home. Avg pause Static only, 1280x720, 150kbs
time 76secs

aBmn
- high Co-viewing, AP13+, refined audiences f
(D)
£

CTV, Desktop only

dwell!

AVAILS & AUDIENCE

Direct, Programmatic
AOP creates a unigue & creative

opportunity to connect your brand directly

to TVNZ’'s engaged audiences during high
attention break-moments on NZ's #1

\ platform for ad attention. /

Premium opportunity to drive campaign
impact for both broad reach & tailored
audience targeting. SOV max 2 advertisers
per pause.

NoO minimum durations

We can build this for youl! @
Production from $500 k

HIGH IMPACT ¢ FULL SCREEN COVERAGE * STRONG AWARENESS Link to specs



https://sales.tvnz.co.nz/assets/1-Files-Archive/Collateral/Collateral-Archive/Ad-Specs-/Digital-Ad-Specs-/Ad-On-Pause-/Specs-Sept-2021/AOP-Tech-Spec-Example.pdf

NEW FORMAT

AOP R h Blast ﬁ
The most premium digital billboard in your home.
Daily buyout with priority delivery across all CTV & Desktop
Ad On Pause opportunities.
CLGSE AD \ ,

Sponsored Content

= ——
l’ Sanitarium

The Health Food Company

SQUEEZE MORE
GOOD STUFF INTO
YOUR AD BREAK.

Glycaemic index (GI) value = 38

HOW IT WORKS

Your Ad on Pause asset is delivered to
every active TVNZ+ profile across all
content for the day booked.

High reaching - est 100k imps per day!

PERFECT FOR

An impactful opportunity to connect your Campaign launches
brand directly to TVNZ's engaged audiences Pre-sale opens
during high attention break-moments on Final push reminders
NZ's #1 platform for ad attentionl. Repurposing digital or outdoor creative

HIGH IMPACT ¢ FULL SCREEN COVERAGE * STRONG AWARENESS

2R

CTV, Desktop only

Static only, 1280x720, 150klbs
Co-viewing, AP13+, refined audiences
Direct only

One day buyout

We can build this for youl
Production from $500

Link to specs



https://sales.tvnz.co.nz/assets/1-Files-Archive/Collateral/Collateral-Archive/Ad-Specs-/Digital-Ad-Specs-/Ad-On-Pause-/Specs-Sept-2021/AOP-Tech-Spec-Example.pdf

NEW FORMAT

Retail bumper

Taking viewers from the couch to the cart.

A 6" retail bumper that’s short, sharp and impossible to miss,

driving standout recall through premium, high-scale
placements.

HOW IT WORKS

Your 6 bumper runs across TVNZ+ after the
Pre Roll position and immediately before the
show plays. You can target using any TVNZ+
targeting strategy. Shows with existing
sponsors are excluded from the buy.

SHOPPING FROM THE COUCH
Gives brands ownership of high-frequency + Half of NZ now shops online.
moments in peak morning or evening viewing, « Kiwis shop online 10x more often than
aligning your message with daily audience they walk in to a store.
habits. Short, sharp and impossible to miss, it . The #1reason Kiwis shop online is
drives fast familiarity and standout recall. e N e o,

HIGH IMPACT ¢ FULL SCREEN COVERAGE * STRONG AWARENESS

Visit Advertiser >

00:06

Co-yiewing. AP13+, Se
refined audiences

No minimum campaign lengths

Direct, Programmatic
or budget

All devices CPM traded
50% off 30” CPM

MP4 or MOV. We can build this for youl @
1920x1080min. 16;9 ratio Enquire about production \L

Sources: NZ Post Business 1Q (eCommerce Spotlight Q4 2024 & 2024 Annual Review),
dunnhumby NZ Consumer Pulse, Statista (May 2022 NZ survey)




EXISTING FORMAT

Social stream

Social Stream allows a brand to highlight their social video
content on to a VOD platform, breaking down the barriers for

creative.

HOW IT WORKS

Your social video adverts are repurposed in
to a branded frame. Social video runs as per
normal vertically, within a high impact
branded frame.

PRODUCTION

'fgiaiiiglggggsﬁgfzrch ?’?fg::?gfesnt We can easily adapt your existing social
Wi d . ) . ICIe assets for you, building a high impact
way to repurpose high-performing social = raridlas]
video content in a premium environment. ;

HIGH ATTENTION ¢ HIGH COMPLETION ¢« NON-SKIPPABLE VIDEO INVENTORY

All devices

Font, Logo, Product image,
CTA., Social video

Co-viewing, AP13+, refined audiences
Direct or programmatic
No minimum spends or duration

We can build this for you.
Production from $1,700

o @Eep DI




EXISTING FORMAT

Splash Screen

First brand touch point for viewers entering the platform.
Instant mass reach & creative brand integration leveraging
TVNZ+ premium positioned opening screen.

HOW IT WORKS

Your brand takes over the TVNZ+ platform
entering page, creating a cobranded login
experience. A 8” video asset runs across
CTV with optional audio & 3" asset across
mobile/tablet without sound.

INSTANT IMPACT

Given the cobranded nature of this format Instant impact for all audiences entering the
there are clear creative guidelines. TVNZ TVNZ+ platform - valued on a 1 week
Blacksand can support asset creation, with buyout.
all creative concepts subject to internal A huge est 2.5-3m weekly Impressions!
approval.

HIGH REACHING ¢ HIGH ATTENTION ¢ HIGH IMPACT « NON-SKIPPABLE

CTV, Mobile, Tablet

Font, Logo, Product image, CTA

Co-viewing / AP
Direct only
Booked for 1 week.

We build this for you.
Enquire about production

5 0]

A
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EXISTING FORMAT

Show Sponsorship

Sponsor an individual title to align your brand to it’'s content
and build affinity & connection with audiences.

Tove islona
COUPLES UP WITH ALL STARS

HOW IT WORKS ©2028 1TV Studios

Advertisers can sponsor any individual title
on TVNZ+. This is an effective option when All devices
the content aligns with your brand, or if you
are looking toacuo(;‘igiztew'th s di=s MP4 or MOV. 19020x1080min. 16:9, 155, 30s
’ AOP 1280x720pXx

POSITIVE BRAND IMPACT Co-viewing, AP13+, refined audiences

Direct only

A
S

B Eom I

Sponsorship assets can include Pre Roll Programme sponsorships can significantly
video and Ad On Pause, bought on a SOV. help build mental availability for brands by : ;
The only way to guarantee access to increasing and strengthening Opportunity pending
specific titles & their audiences. positive associations.

We can build this for you.
Enquire about production

5

B

HIGH IMPACT « BRAND AWARENESS ¢« BRAND SAFE * HIGH CO-VIEWING ENVIRONMENT



EXISTING FORMAT

Uninterrupted
Sponsorship

The added value exchange. Give your audiences the gift of yOUI' next episode is
an ad free experience, only once they’ve viewed yours. e
° Y ¢ Y uninterrupted.

Your brand gifts an entire episode or show
to viewers, without ads. One pre-roll
announces the experience -then nothing
interrupts the content.

All devices

MP4 or MOV. 19020x1080min. 16;9 ratio. 5s, 15s, 30secs

g D POSITIVE BRAND IMPACT Co-viewing, AP13+, refined audiences

1. Viewer opens TVNZ+ & selects episode

2. Branded pre-roll announces 4 Direct only
uninterrupted experience 68% of consumers view brands more

3. Full episode plays -no ad breaks favourably after an uninterrupted $50k minimum spend to unl.ock

4. Viewer associates brand positively with experience.

\ a better experience

We can build this for you.
2N y

Enquire about production

B EBo®

HIGH VISIBILITY « BRAND CONSIDERATION « BRAND SAFE « HIGH CO-VIEWING ENVIRONMENT

Source: Channel 4 Ad Experience Project




tvz+ Home Shows Movies News Sport Channels L ARE Passes Categories

Takeover e
Sponsorship

Celebrity Treasure Island TN
Own an entire show or shows on TVNZ+, your brand dominates e b
every ad placement, clear cut through, high impact, 100% SOV. ettt o b e

Who will take home $100K for their chosen charity? Ready? Timatal Made with the support of NZ On Alr.

proup sponsor Y\

P RESUME 52026 E2 + My usT <% SHARE

EPISODES

HOW IT WORKS [ seoanz026 v | St @lamt OOkt Yourmight

A brand buys out the viewing experience 43% unprompted brand recall and 26%
with pre-roll + short (max 10") mid-rolls creative recall from Takeover results.

throughout. Viewers see one brand only, New logo integration not included in

creating a low ad load experience. Brand previous platform capability - creates an Logo & Video assest.
logo integration on show page (new). additional touchpoint. Preroll 15 or 30secs & 10" mid roll.

All devices

Co-viewing, AP13+
AVAILABILITY

. Direct only
Available across most TVNZ+ content.
Requires internal stakeholder approval.
Concept and show selection must be

confirmed in advance. Can stack with a _ )
Sponsored Collection. We can build this for you.

Enquire about production

Best used for premium or high-profile
drama,. Estimated impressions provided at
booking with +10% variance. Minimum $50k

spend to unlock.

$50k minimum spend to unl.ock

HIGH VISIBILITY « BRAND RECALL « BRAND SAFE ¢ HIGH CO-VIEWING ENVIRONMENT




Sponsored

Collection

PROUD SPONSOR

! IRRESISTIBLE

FAMILY FAVES
-

MOVIE

Your brand (& now logo) lives on the TVNZ+ homepage inside -
a relevant collection of content. Pre-roll, Mid-roll & cobranded Sk
assets throughout ensure high brand visibility and SOV. tvnz +

WHY IT WORKS

Curate a branded group of shows, movies
or themes on TVNZ+ that aligns with your
campaign. Leverages TVNZ+ homepage &
content to build a seamless and positive
brand association.

ALIGNMENT IDEAS

'Feel-Good Favourites"
"Binge-Worthy Drama"
"Family Night In"
"Laugh Out Loud"

Brooklyn Nine-Nine
WEWEHARN] | Wvic  COMEDY + ACTION +7 SEASONS
here! Join the briliant but immature Jake z

colleagues a5 thay bust the bad guys of Brooklyn, in
comedy. Starring Andy Samberg,

D | Top Picks
S

. ;
gig

FEERn
TVNZ curates a bespoke content
selection aligned to your brand strategy
Collection featured on TVNZ+
homepage with dedicated positioning A
(& |Ogo Coming SOOﬂ) Croef\l/r:ee\:j\/lggagz‘fgs’ MP4 or MOV. 19OZOX1080mIﬂ
Sponsor branding across all pre-roll and 16;9 ratio. 15s, 30s
mid-roll video within the belt $50k minimum spend
Co-branded video promos drive further

o ock Direct only
association with the content © Ll

We can build this for you.

All devices Enquire about production

HIGH VISIBILITY « BRAND CONSIDERATION « BRAND SAFE « HIGH CO-VIEWING ENVIRONMENT



NEW FORMAT

Add on: Featured
belt image

Create further impact to your sponsored collection, utilising a
feature image as the backdrop to this belt on the TVNZ+
homepage ensuring high brand visibility.

WHY IT WORKS

Viewer opens TVNZ+ to watch their
favourite content.

User scrolls down through homepage
collections and will see sponsor collection
(usually Pos4).

Feature image is displayed behind the
collection, creating thematic
opportunities and brand relevance.

Additional build option on the existing
Sponsored collection opportunity. Elevates
the sponsorship further with dominant on

screen cut through on the TVNZ+ Homepage.
Ownership of Background image, subtitle
text, sponsor logo*

*approvals required by TVNZ+ content team

HIGH VISIBILITY » HIGH REACHING « HIGH IMPACT

Bodycam footage sparks outrage after UK Dame Jacinda Ardem shares her insights
police handauff dying student onlife in Australia

Enjoy uninterrupted viewing cowru

4 l.—viA

- KORU

s

vou
E&Rh, _:

59

Premium Drama

T,

ClLIPPED

All devices

4200px x 1400px
Logo

Co-viewing, AP13+

Direct only $15k add on cost

We can build this for you.
Enquire about production



EXISTING FORMAT

Sport

Kiwis are mad about sport, and TVNZ+ is committed to
bringing sport to screens, live and on demand. Reach
audiences several ways with sport across TVNZ+.

CONTEXTUAL

Buying audience impressions across video & Major sporting events will offer packs for
AOP targeting a specific event. ease of trade.

SPONSORSHIP

Reach an audience with a strong affinity to

sport any time of the year across all content.

Utilising our existing data led audiences. E.g
Sports Nuts

Reaching an engaged fan base within live
sport sponsorships. High share of voice and
impact opportunities.

HIGH REACHING « BRAND SAFE « HIGH CO-VIEWING ENVIRONMENT

4 -~ -

All devices

15, 30, 60s & AOP

Co-viewing, AP13+, refined audiences

Direct or programmatic

Minimum spends & durations




AS seen on TYNZ+

Brand new Feature Belt now launched

tvnz+-
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m + Home Shows Movies News Sport Channels My List Passes Categories

L Prepare for

L El Nifio, UN warns

: - : , ihd o f i =5 W B
Bodycam footage sparks outrage after UK Dame Jacinda Ardern shares her insights UN urges world to brace for extreme Watch: CCTV captures terrifying moment Flooding and evacuations as intense rain  Details emerge over undisclosed lobbying Tova O"Bri
police handcuff dying student on life in Australia weather as El Nifio looms woman falls down manhole batters top of the South Island document sent to PM staffer of major |

Enjoy uninterrupted viewing covumensor KORU

Premium Drama

ClLIPPED

L
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tvnz+ activate

TVNZ+ has data and a suite of data driven solutions for activation

in your campaigns

From rich behavioural targeting through to data partnerships with audience matching, there’s a solution for any

T

Audience Amplifier
Affinity Audiences

Data Connect
3rd party Data Partnership

brand!

Storytelling

Remarketing

S

Audience Match
Data Matching

Audience IQ
Audiences Insights

tvnz+




Targeting and Insights

TVNZ+ data solutions for audience activation & INnsights

Core Targeting

Cost efficient overlays
utilising TVNZ+ 1st party
data for age, demo, geo or
broad network.

Audience Amplifier

Profile and Household level
audiences created from
TVNZ+ 18t party data. This

includes targetable
segments based on viewing
behaviours across the
platform.

Leverage TVNZ geolocation capability to target areas of interest in New Zealand. Leverage
Census data to reach high income areas or Circana retail data to target areas based on retail

N N
Data Connect Storytelling
39 Party audiences from Sequential message
external data partnerships. targeting. this retargeting
Audlenpes 'OdUde product is used to prime
occupation, finance, ! ;
) viewers, drive awareness
automotive, and household qi ¢
segments. and increase engagemen
J J

Data Connect: Census & Circana

sales e.g., areas that index highly to pet food.

Tatauranga Aotearoa

Stats®@

(rircana.

N

Clean Room Solutions | Audience Match & Audience IQ

Brands can match 18t party data with TVNZ to get customer insights, activate their audiences on TVNZ+, and
to measure brand impact through online/offline attribution.. Solutions are enabled through TVNZ's AWS Clean

Room or Adobe Collaboration Platform.

. A

tvnz - activate



Core targeting

TVNZ 1t Party Audiences for Activation and Insights

Northland Wellington
75+ Auckland Nelson
65-74 Waikato Marlborough
55-64 Bay Of Plenty Tasman
45-54 Gisborne West Coast

All TVNZ+ content 35-44 Female Hawke’s Bay Canterbury

VOD 25-34 Male Taranaki Otago

Manawatu-

Whanganui Southland

Simulcast 18-24 Gender Diverse




Device

Geo/Mesh block

Live Sports + Many More

Interactive CTV

Sholl Retargeting
Category Likely to Pause
Genre Bingers

Audience Amplifier

TVNZ 1t Party Audiences for Activation and Insights

+ Many More

Sustainability

Travel

DlYers

Foodies

Couples

Households with
Kids

University
Students

Professionals

Rich Listers

+ Many More

Education

Work and
Income

Demographics

Population and
Dwellings

+ Custom Audiences Available on

Data Usage

&

Health

Request

Mesh Blocks

v

Pet Lovers

tvnz+ activate



Data Connect

3d Party Data Partner Audiences for Activation and Insights

Livin
in

Inte

tvnz+ activate



Data Connect: Census & Circana

Data Partner Audiences for Geographic Activation and Insights

Stats®@ ICircana

Tatauranga Aotearoa

\
SA2 Area Level Activation . .
Household Makeup Wine & Beer Drinkers
Economy Pet Products
RO, s S R Culture & Education Cosmetics
Environment Pharmaceuticals
Target areas based on household income,
education, household makeup, and retail ;
purchase data for greater audience relevance. Business Health Foods
J | _ . :
More Audiences Available More Audiences Available

tvnz+ activate



Activate Story Telling

TVNZ 1t Party Audiences for Re-targeted Activation

60sec video 30sec video

ml ‘ Inm
ws®® e, an
L] Ty ._-l

@ ..,
"y
'}
[

.'l--- . l‘.‘. "ueay, ‘ jmn®
Ad on Pause 15sec video

Retarget viewers across TVNZ+ by sequencing your ads across formats to build deeper brand connection through Story
telling. Reach is de-duplicated across all devices, ensuring your unigue audience is engaged with your different creative
messaging. Available across all formats, all video durations and Ad On Pause.

tvnz+ activate



Audience Match

Clean room solution; Brands can match Ist party data with TVNZ to get richer customer insights

TVNZ+ viewers
hashed emails.
2.IM active
viewers

3rd Party clean room

Secure. No Data Movement.

Advertisers Privacy Enhancing Rules.

customers
hashed emails

tvnz+ activate



oy

Prospecting

2.5M TVNZ+ Active Users

Exclude Current Customers

New Customers

Cost efficiency - less media

wastage and greater reach across

potential NEW customers.

Audience Match

Clean room solution; Unlock different strategic approaches of leveraging your 1PD to support desired business outcomes

Audience Expansion

Leverage Al to find viewers
similar to your customers -
analysing thousands of shows,
millions of profiles and
hundreds of millions of events
to create unigue audiences
specific to your brand.

+ Greater audience relevance
+ Future customer Predictor

*TVNZ profiles are ranked from highest
to lowest in their similarity to the seed
audience - so audience size can be
adjusted based on required scale and
relevance.

Greater audience relevance for
brand awareness and upper funnel
activity.

|

Remarketing

Remarket to current customers
with special offers - encourage
repeat purchase

Reach lapsed customers -
people who have not engaged
with your brand in the last 12
months

Personalized messaging -
leverage data to deliver
personalized messages for
greater relevance

—J

Generate loyalty, encourage repeat
purchase and personalize messages
using your own 18t party data.

Planning

Linear TV Planning - connect
offline and online buying
strategies

Sponsor shows that resonate
with your customers

Identify audiences of strength
and weakness to understand
brand equity across
demographics

Data led decision making and
planning across linear and digital.

tvnz+ activate




Audience Match made easier through Adobe Collaborate

Invite a collaborator @
Company name %

Together

First name #*
Melvin

Last name %
Hadi

Emall *
melvin@wearetogether.co.nz

Role *

' Advertiser

Advertiser
Agency
Data partner

Publisher

Available Now Coming Soon

Attribute Level
Insights +
Measurement

Invite Advertiser, Agency, and Data
partners to a single collaboration.

tvnz+



Audience IQ |

Clean room solution; Understand deeper Audience Insights from a 1st PD Audience

TVNZ+ viewers
hashed emails.
21M active
viewers

Advertisers
customers
hashed emails

Use this matched
audience to activate or
inform campaigns across
TVNZ.

Audience |Q: Deep dive into viewing behaviours of your
unigue Audience Match that can then be activated
across your TVNZ+ campaigns. Insights can be utilised
for richer campaign planning.

tvnz+ activate



Audience IQ

Clean room solution; Understand deeper Audience Insights from a Ist PD Audience Match

Affinity & Viewing behaviours m +

Active Audience

1]

Audience 1Q Report

19.608.340

Audience |Q Dashboard example; understand richer customer insights throughout planning phases for strategic campaign activation

Cint tvnz+-



Prospecting

New Customers

Audience IQ examples

Audience Expansion

Build relevant LAL

Supress existing customers,

ensure only targeting new
customers for app
download and product
purchase. Minimising
wastage and expanding
audience reach.
Track app downloads
through Conversion |Q to
understand outcomes.

Remarketing

Cross-sell products

Planning

Curated sponsorships

Understand audience size
of previous customers,
Build scale by creating a
LAL of the highest affinity
matches, target across
TVNZ+ network.
Minimising wastage and
ensuring mental
availability.

Cross sell existing optical
lens owners with
prescription sunglasses
offers.

Minimises wastage ensures
audience reached require
prescription and are
engaged and in market
audiences.

Understand the viewing
habits of product
purchasers, genre, device,
top shows.

Build curated sponsorship
collection of most loved
content for TVNZ+
homepage position but
prospect branded assets
across new customers only.




Audience IQ example in action

Audience expansion example and how this could be activated across TVNZ+ to understand outcomes

yout brand
example

Product purchase intender

Insights

Match data to understand
attributes of consumers
who have previously
bought your product

) S— ————
(
Match rate
| = 42%
[

|

: Track Conversions m l_
Activate on TVNZ+

Online & Offline
' | JOOK

Expanding audience

| Website visits
_—— I_ e S Reach

- Understand viewing behaviours
& attributes of matched

In store purchase

audience 5|/<
- Build LAL to increase scale of ;
high affinity targeting pool Request a quote Conversions

- Target audience across TVNZ+ i
- Sponsor branding across pre-roll

mid-roll & AOP of highest App downloads Conversion IQ
watched shows or genres Insights
N

- t

Any event where an email or device ID is used to track an
action can be used to measure TVNZ+ campaign impact.

Example metrics




Targeting overview

Brief us on your target audience/s and we’ll recommmend the best strategy to unlock them

Core Targeting Audience Amplifier Data Connect Story Telling Audience Match Audience IQ

Interest & behavioural Household makeup & Multiple messages to IPD rich audiences 1PD insights for

Broad reach : ; . :
audiences purchase behaviour communicate planning

Demographic & 3rd Party Data

Affinity Audiences Remarketing Data Matching Audience Insights

geographic Partnerships

Leverage data that is

Data partners who Take the viewer on a r?wr;ltqc:%?ntody;cgrbggaezdw?tﬁ Reveel eelehiens] nsielnis

Using TVNZ+ first party Using TVNZ+ first party p ) ) ) . 9 from an Audience Match,

! . provide audience journey by instructing TVNZ. ) .
data to target audiences data to target audiences ) . - ) . ) allowing you deep dive
targeting TVNZ+ can't do your ads to play in a Find similar audiences, ) ST .

based on age & gender beyond age & gender e N into viewing behaviours

so alone specific sequence remarket to existing

of your unigue audiences
customers or prospect

for new customers

tvnz+ activate tvnz +
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TVNZ+ measurement solutions

TVNZ+ has the platform planning &
campaign measurement tools to
support your campaign.

Helping brands understand the role in
effectiveness & business outcomes
TVNZ+ platform delivers.

Utilise these solutions to understand
campaign results and insightful
learnings to apply to future
opportunities.

tvnz -+

Core measurement
TVNZ+ dashboard

Cint

Brand Lift Study
_J _J

{eﬂ:@} Amplified
Intelllgence

Attention Measurement

( Y

tvnz -+

Conversion |Q
—

(

mime
L i n k analytics

Pixel-based solution that
tracks TVNZ+ ad
exposure to online visits
and actions at a
household level.

(tvnz'-

[ A/B Testing

Control

Exposed Group

NOJ

Uplift Difference

MEASURE

BRAND

MEASURE

ACTION

MEASURE

UPLIFT



Ad Spend

Impressions

CIPM

Reach

Streams

Gender
breakdown

TVNZ+ Dashboard

TVNZ+ Dashboard; campaign tracking & delivery

Device splits

Show delivery

Demographics

Campaign Performance Reporting @ Healthy

Line Item

tvnz+



Brand Lift

Beyond metrics; Measure the impact & effectiveness your TVNZ+ campaign had on customers perceptions.

Brand Message 2.1 M impressions
Awareness Ad Begdl Association minimum Zfzsllcﬂmpwgn D-gnol
Brand Brand Message All formats &
Consideration Favourability Awareness devices
Brand " 5 working days
Brand Attributes ;
Purchase Intent Recommendation prior to TX

Understand learnings & insights for future campaign use,
Partnering with Lucid to deliver Brand Lift studies for advertisers.

Cint vnz+



How does

Attention work?

Methodology

Attention is measured
using Amplified
Intelligence dataset
that combines real
time impression data &
human viewing data to
calculate attention
metrics.

Amplified
Intelligence

Amplified
Intelligence

Reporting

TVNZ will provide
reporting directly from
the dashboard provided
as an overall campaign
performance metric.

This can be broken out
by audience, creative or
device.

Attention

More than metrics; understand who paid further attention to your campaign and what drove this

Investment

Attention investment
is based on the media
spend of your
campaign at your
Premium Rates and
can be added to any
TVNZ+ video
campaign.

tvnz+

BEST PERFORMING ©

Understand learnings & insights for future campaign use,
Partnering with Amplified Intelligence to deliver Attention tracking for advertisers.

LOW PERFORMING ©

tvnz+



Link

Pixel-based attribution measurement

y y s e e
% =
> &> C
Ad Exposure Pixel Tracking Cross-Device Brand Campaign
Match Engagement Insights
Viewer watches Tracking pixel IP address links CTV, Viewer visits your Effectiveness, engagement
your video ad on TVNZ+ captures the interaction phone and tablet at a brand site or app on any and behaviour analytics.
on any device household level device

Measured across all devices using IP addresses as the identifier. If a viewer watches on CTV then takes an action on their phone, tablet
or desktop (within the same IP location), this is captured and measured.

- ~
mime tvnz -



Link

Pixel-based attribution measurement

Total Visitsc
Page/sit Avg imps to visit Visit TeSBEIES
timing % ( . A
Creat'w‘ Ad Spend Visits over time
Impressions Response rate % Min spenclEERs
for scale
Weekda 8 5 working days
da‘ CPM Cost per visit $ briomi

Understand exactly how TVNZ+ campaigns drive real audience action, giving you the attribution data to optimise new campaigns.

mime vzt T
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Audience Match

Audience match occurs
in the AWS clean room
to create desired target
audience - this can also
happen post campaign
instead.

Utilising Audience matched hashed emails TVNZ+ can match exposed users to email led actions taken during the campaign.

Conversion IQ

Audience Match attribution measurement

AN
D @b
<
Ad Exposure Brand engagement Campaign
Insights
Viewer is exposed to any Any event where an email is Effectiveness, engagement
ad format on TVNZ+ on used to track an action will and behaviour analytics.
any device be measured e.g online and Generated from TVNZ+ are
offline purchases, measured.
competition entries, app
downloads

Video & Ad on Pause, all devices.

tvnz+



Measurement overview

Campaign metrics Brand Lift Attention Link Conversion IQ
GAM measurement Panel Surveys LRI AEERIeL Online Traffic Tracking PP @eiSitien
Measurement measurement
) STOCIIEE & BrEie ACUYE & Pa53|ve Online Visits Post Conversions
Impressions Awareness Attention .
. . Exposure Sales Uplift
Reach Awareness Uplift Device . ) .
. ) Online Conversion A/B Testing
Freguency A/B Testing Duration S . Audience Insights
Product & Brand Recall Creative J g
No minimums 2.1 M impressions 4 weeks in market* $5k min campaign spend Minimum scale required

R ————

tvnz+-



Measurement overview

Targeting Firs:aI::rty Co-;:etv:ing Br:::l dl;ift Attention Conversion IO Link
e / v v v /
Geo Targeting v v v v v
dence el v v v / v
Story Telling (Retargeting) 4 v Vv Vv v
Sponsorships Vv v v v v
Data Connect - Data IQ N4 v v Vv
Data Connect - Circana v v Vv v v
Data Connect - Census \/ \/ \/ \/ \/
Audience Match V4 v v v v
Similar Audience v v v v v

**TVNZ will look to create household specific Audience Amplifiers in the future.
*Audience Match & Similar Audiences can be measured & activated against household audiences.
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blacksand
creative & production

We are TVNZ's creative and production team. We
love telling a good yarn and creating content that
New Zealanders love.

We bring brands to life. We tell their story. We sell
your story. You name it... creative, production,
digital, editing, graphic design and sound

design. We've got all the production facilities here
under one roof and access to some pretty sweet
talent.

We put our thinking caps on, roll up our sleeves and
get involved at any part of the process, no matter if
the job is massive or tiny.

blacksand.
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Links to more resources:

Terms & Conditions
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/

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

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

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

tvnz+



https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/advertising-terms-and-conditions/
https://sales.tvnz.co.nz/resources/ad-specs/
https://sales.tvnz.co.nz/resources/ad-specs/
https://sales.tvnz.co.nz/resources/ad-specs/
http://sales.tvnz.co.nz/
https://www.tvnz.co.nz/
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