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Why Advertise on TYNZ+

Audience
TVNZ+ produced over 447million
streams in 2023 and reaches
1,347,000 Kiwis every week.

User experience

The user experience is world-class.
Low ad-load, full screen takeover

video, and free content is a benefit

to both viewers and advertisers.

Content

TVNZ+ is a trusted and brand safe
environment, with thousands of
professionally produced local and

international titles.

Sources:

Google Analytics; 15t January - 31t December 2023; Total streams.

Nielsen CMI; Q1 23 - Q4 23; AP 15+

Leaders in effectiveness
Industry experts and their research
prove that TVNZ+ is one of the
most effective advertising
platforms in market.

Data and targeting
There are an abundance of
targeting options available, with
more to come as we extend our
data capabilities.




TVNZ+ is Aotearoa’s largest BVYOD platform

Weekly Reach (000°’s): AP 15+
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Source: Nielsen CMI; Q2 22 - Q123, Q322 - Q2 23, Q4 22 - Q323 & Q1 23 - Q4 23; AP 15+



TVNZ+ produced 38.4million streams in
February 2024, a 29% increase YoY

TVNZ+ Weekly Streams - AP 13+
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Source: Google Analytics; AP 13+; WC 29th December 2019 - WC 25th February 2024; Total streams by week.
*COVID Lockdown: 15-17 Feb 2021. Lockdown 4: 18/8/2021 - 21/9/2021



Who is watching and how?

TVNZ+ Audience Age & Gender Breakdown Share of Streams
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Source: Google Analytics; AP 13+; 15t February 2023 - 31st January 2024; Average monthly reach by demographic; Average monthly share of streams by endpoint



Co-viewing research states that BYOD delivers
63% more impressions than what you pay for!

510/ BVOD delivers on average
S 1.63
of online video viewing -
occasions across all devices viewers per ad impression
are being viewed by more (that means 63% more
than one person eyeballs on your adl)

Co-viewing on a CTV delivers

2.02 71%

viewers per ad impression. of TVNZ+ streams are
24% higher than average delivered to a Connected TV
BVOD factor

Sources:
Kantar Research 2019 - Average across all measured video occasions,
Google Analytics; AP 13+; 15t February 2023 - 31t January 2024; Average monthly share of streams by endpoint



There are over 2,000 titles on TVNZ+.
The wide variety of international & local
content brings more viewers to TYNZ+




We are leaders in local content, commissioning
more than 200 local shows in the past two

years. Local content is a key point of
difference compared to global comg
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Source: TVNZ Showcase 2023



Sport has been a huge success for TVNZ+
since being introduced in July. Sport on
TVNZ+ has been streamed over 10 millio
times by 729,395 unique profile
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Premium content and a brand-safe
enwronment is at the heart of TVNZ+

o e G 4 ki — 3 " »\

TVNZ+ is a brand safe environment featuring professionally produced
content, while many other online video platforms are open and unfiltered.




User experience

TVNZ+ has a world leading user experience
which keeps audiences coming back for more

Ad breaks are no more
than 1 minute.

[ ]

TVNZ+ is free and
available across all
devices, with most
streams on CTV.

R

A wide variety of
content keeps our
audience coming back
for more.

A world class UX
ensures TVNZ+ can
complete with the big
global streamers.




User experience

Our user experience also has
advantages for advertisers

[ ]

Ad breaks are no more A world class UX TVNZ+ is free and
than 1 minute. ensures TVNZ+ can available across all

R

A wide variety of
content keeps our

complete with the big | devices, with most audience coming back
global streamers. _J streams on CTV. for more.
—
over
oV & um &

re ad d safe

tention ironment ) "
viewability



l User experience

thing.

| Connected TVs are bigger, richer |
kln digital experience and ads havef\—@——-’
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Leaders in effectiveness

Not only is TVNZ+ largest BYOD pl

Research also proves that i
effective online p



Leaders in effectiveness

Your ad needs at least 2.5 seconds of active
attention to have an impact. 85% of online
video ads fail to meet this threshold

The digital MA building challenge

When ads don’t meet the Attention-Memory Threshold of 2.5
seconds, it’s hard for MA to grow.

We know memory starts to
kick in 2.5 seconds. ion to Days in

Relationship between Active
Attention Seconds and Days in
Memory.

20

85% <2.5 seconds
130,000 ad views, 1150 brand

-’

00 10 15 20 25 -3.0 35 40 45 50 55 60 65 7.0 75 80 85 9.0 95 10.0

= Attention-Memory Threshold

(r=76,p=<.05)

Source: YouTube, FTVA Global 2023: Why TV is still at the heart of effectiveness.... with Peter Field, 20t December 2023



https://www.youtube.com/watch?v=BrBzwlN4keE&list=PL0wzsKy6Z_uaY40XV7slR3wcrRR8vvtVX&index=2&t=2s

OOOOOO

Leaders in effectiveness l

TVNZ+ ads get more active attention than
any other video platform in Aotearoa

Active Attention By Platform

I = Active Attention B = Active¥% to Ad Length

10
37.3%
35.2%
331%
8
276%

6 228%

49 20.0%
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OJORO)
‘_ﬂ-ua; Amplified
Intelligence

: Amplified Intelligence Source: OMD NZ Collection 2022, ITW & Intercept data



Leaders in effectiveness

Advertising on high attention platforms see
greater improvement in mental availability

N= Avg active Adjusted avg % of Avg # of
attention attention campaigns v. large
seconds seconds statingav. business

(Test (Campaign large impact effects
platform) level) on mental (INDEX vs
availability total attention
sample)

Lower-attention . ; 35% 76
platforms
(<50% of media

invested in high-
attention platforms)

Higher-attention
platforms

(>50% of media
invested in high-

attention platforms) S —
Difference +0.3 +3.5 .w
(High- vs low-

attention platforms)

Source: WARC, Attention and effectiveness: Why one makes a difference to the other, March 2023

Higher-attention media platforms
may come at a cost, but given their
greater effectiveness, you get what
you pay for.

Average attention on a test platform
show that the creative quality in
each group is roughly the sa |
Using high attention platf
what produced the in
mental availability an
larger business eff

tvnz+-



Leaders in effectiveness

You get what you pay for... Cheap CPMs
often don’t get enough attention to ha
real impact on your audienc

Today's currency does not reflect attention The cost of attention tells a different story

Attention CPM
Impression CPM average
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Source: YouTube, FTVA Global 2023: Why TV is still at the heart of effectiveness.... with Peter Field, 20t December 2023



https://www.youtube.com/watch?v=BrBzwlN4keE&list=PL0wzsKy6Z_uaY40XV7slR3wcrRR8vvtVX&index=2&t=2s

Leaders in effectiveness

Not all time spent is equal, your ads get
more attention on BYOD

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 ]
Tmin
[ ] L]
12min 31.57min 5 hours
of ad attention on premium video on YouTube on social video
req uires... Pre-roll and mid-roll in Unskipped pre-roll, In-feed video fully viewed
long-form and short-form portions of skipped and exposed video in feed.
content on premium video and mid-roll on
content sites. longer-form content.

*Combined BVYOD and short-form video.




Not all Impressions are equal

TVNZ+ is proven to take fewer exposures for customers to recall a message.”

tvnz -+
tvnz -+

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

TVNZ+ = 2 YouTube = ]

”n

*Ad Effect Study Series.




Data and targeting

Enhanced data capabilities provide you
with richer targeting options

Data Platform

We have significantly enhanced
our data platform, to deliver
greater market intelligence

straight to our fingertips.



Data and targeting

An Enhanced
data capability Q%% \é/
Wi" fi" the gap Data will be collected Ai?;liifgtr:riﬁzzi'se

for advertisers through behavioural and

contextual environments

across all TVNZ platforms
after the (TVNZ+ and 1 News)

to build sophisticated

d e a t h Of data segments from our Market-leading benefits when

Ist-party data. combined with TVNZ’s Ist-party

COOkie d a ta dat—match capability.




Data and targeting

Be re I eva nt ~ Align with viev.ver interests and behaViours.

Tell brand stories through sequential

tO yo u r creative delivery. :

Adyvertisers can target customers oA
/C UStOm e rS. thro gh d|verse targetlng optlcﬁs/; - . :
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Did they
pause the
- content?
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activate

DATA SOLUTIONS, INSIGHTS + ACTIVATION

TVNZ+ Activate is
our suite of data
and targeting
products

/
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Data and targeting
AUDIENCE AMPLIFIER

Make the most of our rich first party data by targeting audiences on
TVNZ+ beyond age and gender.

There are over 30 audience amplifiers to choose from, and we can
create bespoke amplifiers for you.

STORYTELLING
Take the viewer on a journey by instructing your ads to play ina
specific sequence. -

AUDIENCE MATCH
Leverage data that is unigue to your b
Find similar audiences, remarket t
different ads to prospecting v

AUDIENCE IQ
Reveal additional insi
TVNZ+ Activate a
This is not availa
viewing behavi

DATA CON
Our data
a wider r
platform
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Ways to buy TVNZ+ inventory

There are two ways you can buy TVNZ digital inventory for your digital campaign.

Direct Programmatic
| All commercial TVNZ digital Almost all TVNZ inventory/formats can be
mventory/fo.rmat.s can be. accessed when bought programmatically through most
booking directly with TVNZ. Demand Side Platforms (DSPs).

TVNZ teams manage the implementation and
delivery of your campaign.

We support different deal types including
Programmatic Guaranteed, Unreserved Fixed
Rate, and Private Marketplace deals with the
goal of making the trading process as easy as
possible for buyers.

All TVNZ digital advertising is measurable, offering advertisers «
measurement is available for direct and pro



TVNZ+ advertising solutions

a Y a
Standard ad units Interactive ad units Sponsorship TVNZ+ Activate
* TVNZ+ Network Buy e Expand Shows & Movies Audience Amplifiers
 Live Stream Ad Insertion  Overlay ' Sponsorship Storytelling
 Daily Video Reach Blast e Canvas TVNZ+ Collections Audience Match
» Ad on Pause « Quiz Audience IQ
* Video Select Data Connect
* Video Gallery
* Video Personalisation
* Dynamic Creative
\_




Standard ad units

TVNZ+ Network Buy

Available direct or programmatic

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

The TVNZ+ Network Buy optimis
reach across VOD and Live S



TVNZ+ Live Stream Ad Insertion (LSAI)

Available ONLY as a Network Buy across TV
live stream Inventory

tz+  Home  Mov how port  LiveT ogor! Onews @ Rrovbie  Q
@ The Grest britsh Rake ott B Live Stream Ad Insertion gives y

e worlds. It combines the can

G 1ts Cake Week and th latest batch of

e TV with the addressabilit

- N E Durations availabl
NF ROZE N | durations may be

% STREAMING NOW

ol - Targeting: Age

--------

_fi/ - = @ Benefits: N /

Available direct or programmatic



Standard ad units

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+
individual profiles across all content and all devices
for the day booked - delivering on average 175k
reach/impressions (not guaranteed).

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 is not guaranteed. Reach is deduplicated using TVNZ+ user login information. Due to how the TVNZ+ ad calls /R\ q \
Ava | Ia ble d | reCt b u y on | y are made your video may be delivered in pre or mid-roll, throughout the viewer's first stream. The TVNZ+ Daily Video Reach Blast 1 !/ 2 !/ D '/

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

CLOSE AR

when they pause their content for

Advertisers are using the
directly with TVNZ+ vi
creative messaging at

‘\LI‘J

2

Available direct or programmatic

Standard ad units

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

The Ad on Pause represents a unique opportuni
to present a relevant display message t



Standard ad units

Creative examples: Ad on Pause

A28 IFAST OM CRUISE

Press the button to
make sure your
smoke alarms work.

<\64;
Sewnh

GOOD ON

“ﬁi

ul POLICY: NZ'S LOWEST FOOD PRICES

; Illll% PURE
TEALAND

KFC

KEEP WATCHIQG
WE DEI.IVER. g

ANIMATES

While you're paw-sed DAL

® | keTcaoe, &
THEN ‘o]

g CATCH-UP.

at least 15%

+ Free Delivery

on every
repeat order. e WEINZ
THICK, RICH, TASTY




Available direct or programmatic
Connected TV only

TVNZ+ Interactive CTV

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 viewer
experience.

Best Used For: Brand & Product Awareness, Engagement, Tirr

ZRRNOTTS.
SALTED CARAMEL BROWNIE
Iom_!)a(sm. FLAVOUR

Irresistible chocolate
Extra milk brownie flavoured cream
Extra gooey

salted caramel centre

g —— —
, T
Quantum owv
o  Soresx © Neo QLED 8
Extreme briliance across the Greatness never ends, but evolves
SAMSUNG

AVIS PHOTOPROOFED

Better is inspecting your
rental cae ahead of time.

INNOVO tvnz+


http://tv.innovid.com/demo/preview/placement/195teg/roku
http://tv.innovid.com/demo/preview/placement/17jrjd/roku
http://tv.innovid.com/demo/preview/composer/72acf57/firetv

Interactive ad units

TVNZ+ Interactive CTV formats

EXPAND

OVERLAY

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

FREE Sundae for
‘ first time users*

are tradermaks of Appl . regateed i the LS and cther courires. App store i  serice sk of Apple inc. Googe ly. and the Gocge Py 0go re
rademarks of Google nc

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 direct or programmatic
Connected TV only

{
‘i B[ Find out what your stuff’s
worth at state.co.nz/tally

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.

o“‘w'"“"'* to, Unbox this year's

CANVAS I

%6 hottest toys during
3
thewarehouse 4
o Meet our
coolest characters
2% Discover what's inside
I L ing your re

thewarehouse.co.nz remote

INNOVE




Interactive ad units

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

Proud sponsor of
Lap of Luxury

EXCLUSIVE TO CINEMAS

MARCH 31

Available direct or programmatic
Available on all device types

INNOVO tvnz+


https://innovid.box.com/s/kiwaumt97cdsj0hd19me7pk3jiuxdl8n
http://preview.innovid.com/project/player.html?e=analyticsprod2&u=http://studio2.innovid.com&h=1gne7t
https://innovid.box.com/s/g4nhx1ze6255xct1low6aqf03spdt0s8

Interactive ad units

TVNZ+ Interactive Quiz

Reach for your remote, it’'s time for a quiz! Play the game on your Connected TV and see
how many multichoice gquestions you can get right.

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

Best Used For: Brand Sentiment, Engagement

SURF LIFE SAVING

In a year, around how many New Zealand earthquakes are strong
enough to be felt by people?

50 t0 150

) ENT <) BROWSE OXK SELECT 22 ® 0 0 0 O

Available direct or programmatic |NNO\'[7 vz +

Connected TV only


https://tv.innovid.com/demo/preview/composer/0f1247d/firetv
https://tv.innovid.com/demo/preview/placement/1e9eaa/roku
http://tv.innovid.com/demo/preview/composer/ac15e00/samsung

Interactive ad units

TVNZ+ Video Select

Showcase your additional video content all within the CTV environment.

Viewer engages using their remote to deploy a full screen video gallery carousel they can
choose to engage with

Best Used For: Brand Awareness, Engagement, Video Plays

tvnz+

ALL THESE AND MORE.

Find N3

UltraThin. Ultra Light. Ultra Powerful.

0:30

USE REMOTE TO: Browse left/right through video content,
select to watch and back to exit and return to your content

Available direct or programmatic |NNO\[F vz +

Connected TV only


https://tv.innovid.com/demo/preview/placement/1cph42/roku
https://tv.innovid.com/demo/preview/placement/1c5lng/tvos

Interactive ad units

TVNZ+ Video Gallery

Put the viewer in control by presenting a multi video gallery for the viewer to engage with.
Housed within our Canvas execution, this makes interaction clear and easy to navigate.

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

~— ALL AMERICAN —

Take control
of your
business
with Xero

Start your 30 day
free trial at Xero.com

Available direct or programmatic |NNO\’Ir vz +

Desktop/laptop TV only


http://preview.innovid.com/project/player.html?h=1gn1c6&smartphone&tablet
http://preview.innovid.com/project/player.html?e=analyticsprod2&u=http://studio2.innovid.com&h=1gst5s
http://preview.innovid.com/project/player.html?e=analyticsprod2&u=http://studio2.innovid.com&h=1gs22d

TVNZ+ Video Personalisation

Personalise viewers’ video ad experience by putting users’ first names directly into your ao

TVNZ+ user name is used to dynamically populate into video assets, capturing atte
viewers

Best Used For: Brand Awareness, Grabbing Attentic

Camomile Street
100m

Available direct or programmatic
Available across all devices

INNOVO tvnz+


https://studio.innovid.com/dco-preview?dynamicVideo=1hk6i3
http://preview.innovid.com/project/player.html?e=analyticsprod2&u=http://studio2.innovid.com&h=1hcruj

Interactive ad units

TVNZ+ Dynamic Creative

Combining data & technology to help advertisers personalise their messaging.
Use weather, location, or time of day to highlight relevant offers or products.

Removing the need for multiple creatives & using dynamic data to deliver contextual
messaging.

Best Used For: Brand Awareness, Creative Management

_‘—_ =
SAVEUPTO
40% i
‘ g o (o] jeting ‘
: ~e ONSONY TVS (oroma N '
‘ = aK Muriwai
[~
= 4 o
s ¢ 3 KN

BEST SALESTARTS
BUYgy IN4DAYS

Available direct or programmatic

Available across all devices |NNO\’i'- m‘l'



Interactive ad units

Creative examples: Interactive CTV

Q4 7 - 1 \ g
s : ,, s REy = f Looks like DELIVERING THE
N T | e ' 4 aioresticlay - EXCLUSIVE DEALS
o ; ,. i ; [ I L T \ for gardening! ;zomm
LY | ‘\\ J ' T2 : GUESS WHO'S AT THE DOOR?
| B
™ I——
N CLICKTOORDER

CUTL LTI

UBER i KFC Zinger

-
Cancer Society
& Daffodil Day
Te Ra Daffodil

We’ve got the home for you. (u\

4
« Rall starts here
. F

Give
today

# sonoone

j .:m - - ;ag:secar:cer
e TWO HANDS BIG -
R Scan to find your perfect home. : oo s‘ﬁz:’. .
18] realestate co.n: — s . * Major
Real Estate Burger King

Click on any of the above images to view in action! INNOVIDO tvnz+


https://innovid.box.com/s/jvffqoqy9rhsnohnlal42fxslkpqldsl
https://innovid.box.com/s/hydvycopi32n95h4dy5c8wkfnt0ax4n9
https://innovid.box.com/s/zud0v6fxxve91auvjgsghgs8puo3033t
https://innovid.box.com/s/w1nj8kudy0lj26iv5yj3ielzkj3jxt8s
http://tv.innovid.com/demo/preview/composer/9be33b0/firetv
https://innovid.box.com/s/zlzmdssijjteqw07w2f9ewxvga6ochho
https://studio.innovid.com/dco-preview?dc=heEZ3g
https://innovid.box.com/s/0zyrubgc79q35r0gg2se1te5laeel3ro

Interactive ad units l

Examples: Interactive CTV campaigns

The all new RO b e = e PRt i
EQE SUV ‘ (A 4 £ ‘ WHAT'S THE POINTIN GOING
Find N3 o / ELECTRIC UNLESS IT FEELS
Uttra Thin. Ultra Light. Uttra Powerful. AMAZING? P
\

T ) 3
st ‘;\“*‘-"i'ﬂk e

THE ELECTRIFIED
RANGE BY LEXUS

o\scovsu MORE

Mercedes Farmers

Charge up

Wireless Charging
Has: loss charging s avallable for compatible = 4 Ay
AVAILABLE NOW ‘

OUR CLOSEST MODEL
TO THE GROUND.

From $47,900"

Meet our
coolest characters
ide

v N i .
o Whatever your ambition is, 2
(ﬁ{ - we can help you get there. %
Sem () smowse g i

Ford Fisher Funds The Wareh

Click on any of the above images to view in action!

INNOVO tvnz+


http://tv.innovid.com/demo/preview/composer/1a6c512/firetv
http://tv.innovid.com/demo/preview/composer/ad93da9/firetv
http://tv.innovid.com/demo/preview/composer/c06c224/firetv
http://tv.innovid.com/demo/preview/composer/cd49a4a/firetv
http://tv.innovid.com/demo/preview/composer/be2da54/firetv
http://tv.innovid.com/demo/preview/composer/c2886f8/firetv
http://tv.innovid.com/demo/preview/composer/e82a94f/firetv
https://tv.innovid.com/demo/preview/composer/8819904/firetv

Sponsorships l

Uninterrupted Sponsorships

Uninterrupted Sponsorships
enhance the viewing experience
and provides your brand with a
unique proposition that drives
premium cut through.

How does it work?

* The TVNZ + user goes to
watch their content.

A Pre-Roll runs outlining the
uninterrupted experience.

« The TVNZ+ user watches
content, but now without any
further mid-roll interruptions...

« The TVNZ+ user is served your

brand’s Ad on Pause when

they pause for a drinks break!

your next episode is

uninterrupted.




Sponsorships

Collections Sponsorships

N
TVNZ+ collection is a solution

where the advertiser sponsors a
group of titles that reflect their
brand and creative strategy.

Tip Top Supersoft were looking
to leverage moments that
connect with both parents and
their kids. They owned the family
movie night in through a
collection sponsorship which ran
across both TVNZ+ and TVNZ 2.

k

PROUD SPONSOR

IRRESISTIBLE
FAMILY FAVES
MOVIE




Sponsorships

Collections Sponsorships

N
TVNZ+ collection is a solution

where the advertiser sponsors a
group of titles that reflect their
brand and creative strategy.

In this example, we created a
bespoke collection of titles for
Bombay Sapphire and their ‘Stir
Creativity’ campaign. Content
that was creative and artsy
dialled up Bombay Sapphire’s
\association with creativity.




Sponsorships

TVNZ+ Title Sponsorships

COUPLES UP WITH

© 2023 ITV Studios

loveisland
ALL STARS

You can also sponsor any
individual title on TVNZ+. This is
an effective option when the

content aligns with your brand,
or if you are looking to connect
with the title’s audience.

In a media first, Pizza Hut and
Love Island coupled up to create
local TVCs that were voiced by
the unmistakable lain Stirling-
the narrator of Love Island. TVNZ
produced 15 contextual TVCs
which tied into themes of the
show, played on the iconic lingo
of Love Island, and linked them
all back to Pizza Hut.
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TVNZ+ Activate
AUDIENCE AMPLIFIER

Make the most of our rich first party data by targeting audiences on
TVNZ+ beyond age and gender.

There are over 30 audience amplifiers to choose from, and we can
create bespoke amplifiers for you.

STORYTELLING
Take the viewer on a journey by instructing your ads to
specific sequence. :

AUDIENCE MATCH
Leverage data that is unigue to yo
Find similar audiences, remarke
different ads to prospecting \

AUDIENCE IQ

Reveal additional i
TVNZ+ Activat
This is not avai
viewing be



Audience Amplifiers @/ﬁ

What are Audience Amplifiers?

TVNZ+ Audience Amplifiers segment users into bespoke target groups based on their user
information and viewing behaviours. We can also create custom Audience Amplifiers for yo

Affinity
Audiences

Contextual
Audiences

Behavioural
Audiences

Category interes
audiences who he
affinity to a p

Genre

Viewing frequency

SE Viewing recenc
Content Rating 9 . Y
Geo Retargeting

. Ad Interactions e.g. AOP
Device

Greater relevance. More

tvnz+

activate



Home Improvement

and DIYers

Audience viewing criteria
Viewers who have shown an
affinity to DIY lifestyle content
on TVNZ+ over three months.

Available direct or programmatic
Available across all devices

Intrepid Travellers

Audience viewing criteria
Viewers who have shown an
affinity to travel content on
TVNZ+ over the last four
months.

Available direct or programmatic
Available across all devices

Foodies

Audience viewing criteria
Viewers who have shown an
affinity to food or cooking-
related shows on TVNZ+ over
the last three months.

Available direct or programmatic
Available across all devices

Audlence Amplifiers

activate

Audlence Amplifiers

activate

Audlence Amplifiers

activate

Audience Amplifiers @//‘

Audience Amplifie

Maori and Pasifika

Audience viewing criteria
Viewers who have shown an
affinity to Te Ao Maori content
on TVNZ+ over the last three
months

Available direct or programmatic
Available across all devices

Bingers

Audience viewing criteria
Viewers who have watched a
minimum of five episodes
from a range of TVNZ+
content in the last 14 days that
has high average streams per
user per week.

Available direct or programmatic
Available across all devices

News & Current
Affairs

Audience viewing criteria
Viewers who have shown an
affinity to News & Current
Affairs content over the last
three months

Available direct or programmatic
Available across all devices

Available direct or programmatic
Available across all devices

AHIKAROA

\4[,

3

\

Audlence Amplifiers

activate

Audlence Amplifiers

activate

activate

Sports Nuts Cricket

Audience viewing criteria
Viewers who have shown an
affinity to cricket-related
content on TVNZ+ over six
months.

Available direct or programmatic
Available across all devices

Heavy Mobile User

Audience viewing criteria
Viewers who have viewed any
content using mobile data on
TVNZ+ over the last three
months

Available direct or programmatic
Available across all devices

Gamers

Audience viewing criteria
Viewers who have shown an
affinity to gaming content or
viewed via gaming devices on
TVNZ+ over the last four
months.

Available direct or programmatic
Available across all devices

Audlence Amplifiers

At Home with Kids

Audience viewing criteria
Viewers who have watched
kids’ content or used a kid's
profile on TVNZ+ in the last 90
days

Available direct or programmatic
activate  Available across all devices

Sustainability

_— - Audience viewing criteria
BLACK ;i Viewers who have shown an
S affinity to sustainability or
natural world content on
TVNZ+ over the last three
months.

Available direct or programmatic
activate  Available across all devices

Audlence Amplifiers

activate

And much more!

We can build bespoke
audience amplifiers for

Audlence Amplifiers

activate

activate

tvnz+

activate



Audience Amplifiers @/‘l

Adventure Seekers

Audience viewing criteria
Viewers who have shown an
affinity to action or adventure
content on TVNZ+ over the
last three months

Available direct or programmatic tvnz 4=
Available across all devices activate



Audience Amplifiers @Tl

At Home with Kids

Audience viewing criteria
Viewers who have watched
kids’ content or used a kid’s
profile on TVNZ+ in the last 90
days

Available direct or programmatic
Available across all devices

activate



Audience Amplifiers @//‘

At Home with Older
Kids 13-17

Audience viewing criteria
Viewers who have an active
13-17 kid's profile on TVNZ+

el
E
L2y
0
7]

Available direct or programmatic m+
Available across all devices activate
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Bingers

Audience viewing criteria ‘-3
Viewers who have watched a AFTER
Mminimum of five episodes e
from a range of TVNZ+ THE PART
content in the last 14 days that

has high average streams per =
user per week. -

Available direct or programmatic tvnz-'-
Available across all devices activate



Audience Amplifiers @/‘I
Brit Buffs

Audience viewing criteria
Viewers who have shown an
affinity to UK content on
TVNZ+ over the last three
months.

Available direct or programmatic tvnz+
Available across all devices activate



Comedy Club

Audience viewing criteria
Viewers who have shown an
affinity to comedy content on
TVNZ+ over the last three
months.

Available direct or programmatic tvnz-'-
Available across all devices activate



Audience Amplifiers @//‘

Foodies

Audience viewing criteria
Viewers who have shown an
affinity to food or cooking-
related shows on TVNZ+ over
the last three months.

Available direct or programmatic tvnz-'-

Available across all devices activate
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Gamers

Audience viewing criteria
Viewers who have shown an
affinity to gaming content or
viewed via gaming devices on
TVNZ+ over the last four
months.

Available direct or programmatic
Available across all devices activate



Heavy Mobile User

Audience viewing criteria
Viewers who have viewed any
content using mobile data on
TVNZ+ over the last three
months

Available direct or programmatic
Available across all devices

tvnz+

Home

TV Shows Movies

JIVE) ToDAY + 10:30am - 6:30pm

BLACKCAPS v Australia

BLACKCAPS: 2nd Test, Day 1 - Hagley Oval,
Otautahi

P WATCH NOW

Top Picks

Movies -

\

tvnz+

activate
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Home Improvement
and DlYers

Audience viewing criteria / % [ 4 | w L ]
- & N ¥
Viewers who have shown an DI &\

affinity to DIY lifestyle content . —//; < | 1
on TVNZ+ over three months. { \\ VA /*L I\D

Available direct or programmatic tvnz-'-
Available across all devices activate
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Hunting

Audience viewing criteria
Viewers who have shown an
affinity to hunting or fishing
content on TVNZ+ over three
months.

Available direct or programmatic tvnz-'-
Available across all devices activate
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Intrepid Travellers

Audience viewing criteria
Viewers who have shown an
affinity to travel content on
TVNZ+ over the last four
months.

Available direct or programmatic
Available across all devices activate



Audience Amplifiers @/ﬁ

Audience viewing criteria
Viewers who have shown an
affinity to local content on
TVNZ+ over the last three
months.

s THE

B8 ¢ |

TAMAK! MAKAURAU « ACTEARGA

Available direct or programmatic tvnz-'-
Available across all devices activate



Love Islanders

Audience viewing criteria
Viewers who have shown an
affinity to Love Island content
on TVNZ+ over the last six
months.

Available direct or programmatic
Available across all devices

Audience Amplifiers @//‘

tvnz -+

activate
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Maori and Pasifika

Audience viewing criteria AH' KA ROA
Viewers who have shown an x‘@ \g
affinity to Te Ao Maori content

on TVNZ+ over the last three T
months

Available direct or programmatic tvnz-'-
Available across all devices activate



Motor Enthusiasts

Audience viewing criteria
Viewers who have shown an
affinity to automotive,
machines or transport content
on TVNZ+ over the last four
months.

Available direct or programmatic tvnz-'-
Available across all devices activate
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Movie Buffs

Huﬂf ﬁ\r ihe

, \N 1(19 rpegp] 3

Audience viewing criteria
Viewers who have shown an
affinity to movie content on
TVNZ+ over the last three
months.

IK

Available direct or programmatic tvnz-'-
Available across all devices activate



Audience Amplifiers @/ﬁ

Music Fans

Audience viewing criteria
Viewers who have shown an
affinity to music content on
TVNZ+ over the last three
months.

Available direct or programmatic
Available across all devices activate



Audience Amplifiers @//—

News & Current
Affairs

Audience viewing criteria
Viewers who have shown an
affinity to News & Current
Affairs content over the last
three months

Available direct or programmatic tvnz+
Available across all devices activate
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Pet Lovers

Audience viewing criteria
Viewers who have shown an
affinity to pet or animal
content over the last three
months

Available direct or programmatic
Available across all devices activate



Rich Listers

Audience viewing criteria
High household earners
INnferred through CMI. These
audiences are 35+ and index
highly to British and American
Drama, Sports, NCA and
Documentaries.

Available direct or programmatic
Available across all devices

Audience Amplifiers @//‘

tvnz -+

activate




Audience Amplifiers @//—

Shorty Fans

Audience viewing criteria
Viewers who have watched
Shortland Street on TVNZ+
over the last three months.

Available direct or programmatic tvnz-'-
Available across all devices activate
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Sports Nuts

Audience viewing criteria
Viewers who have shown an
affinity to sports-related
content on TVNZ+ over six
months.

Available direct or programmatic tvnz-'-
Available across all devices activate



Audience Amplifiers @//—

Sports Nuts Cricket

Audience viewing criteria
Viewers who have shown an
affinity to cricket-related
content on TVNZ+ over six
months.

Available direct or programmatic tvnz-'-
Available across all devices activate
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Super Active

Audience viewing criteria
Viewers who are with high
probability of viewing on
TVNZ+ in the next two weeks.

Available direct or programmatic
Available across all devices

activate



Sustainability

KATE HUMBIE
Audience viewing criteria o F’
Viewers who have shown an LN een ,U e
affinity to sustainability or
natural world content on
TVNZ+ over the last three

months.

Available direct or programmatic tvnz-'-
Available across all devices activate
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Thinkers

Audience viewing criteria
Viewers who have shown an
affinity to documentary
content on TVNZ+ over the
last three months.

Available direct or programmatic
Available across all devices activate




Audience Amplifiers <"

US Drama Junkies

Audience viewing criteria
Viewers who have shown an
affinity to US drama content
on TVNZ+ over the last three
months.

JIY

el
oy ¥ ! 9
|

Available direct or programmatic vz 4=
Available across all devices activate



TVNZ+ Activate Storytelling

Connect and sequence your ads to build your brand through Storytelling.
Retarget viewers across TVNZ+ using video and Ad On Pause.

Reach is de-duplicated across all devices @I ||:|| i

O

60s Video

>

30/15s Video Ad on Pause

> | I

Available direct or programmatic tvnz+

Available across all devices

activate



Available direct or programmatic tvnz-'-
Available across all devices activate



Audience Match

Leverage data that is unique to your brands by matching with TVNZ. Find similar audiences,
remarket to existing customers or send different ads to prospecting vs existing customer

S~
\QD
\D
S~

Q

3rand

Client Data

Hashed email list

Reads data 7} Output
where it lives I | constraints

tvnz+
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Audience Match%f

Audience Match

Leverage industry leading technology for local campaigns.
Match first-party data using globally recognised cloud partners Adobe and Amazon.

e
2
........................

° i .= Companies = ( v, Media Publishers

Adobe Segment Match Amazon Web Ser

tvnz -+

activate



Audience Match\ag/

Why should you Audience Match?

Match 15t party data with
2.IM+ active users on
TVNZ+ to create audience
segments unigue to the
brand. These segments
can be overlaid on TVNZ+
deals to reach existing
customers.

TVNZ can generate
insights on the matched
segment including demo,
watching behaviour,
viewing interests and
other information to really
understand the customer.
All within our privacy
centric framework.

tvnz+

activate



Audience IQ

Audience IQ is the opportunity to better understand your customer's habits,
interests and behaviours across TVNZ+. Match your 15t party data through
Audience Match and get bespoke insights not available anywhere else.

Reach
scale of segment

Demographic
age and gender —
breakdown

Geographic
regional viewership B
breakdown

Top Shows
top shows broken down
across live and TVNZ+

tvnz+

activate



Audience IQ:
Customer insights like never before

Reach | audience size N Device | reach

.-~ 7 =B o endpoints
Demographic | age and gender L7
/7
/ -
Geography | Regional viewership w ,/
breakdown / /

Top shows | across VOD, Simulcast
and Live Event

Category index | compared to TVNZ+ \ N
viewers R
\ \
\ \\
Affinity index | compared to TVNZ+ 34 S
viewers M T~ -

~
N —— -

tvnz+
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Data Connect

Data Connect audiences are built
from 2" party data partnerships.
This allows you to target a wider

range of high-value audiences.

Households w/
No Children

Households w/
Children

Renters

Homeowners

Data Connect @@

Lower socio

Upper Socio

ECONOMIC
STATUS

tvnz+

activate







Links to more resources:

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

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

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

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



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