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About this report.

We spoke to 800 New Zealanders So, what is the most
with the goal of finding out more effective strategy to drive
about how Kiwis are interacting recall and what are the
with advertising. factors that drive these?

With audiences continuing to The following report is an analysis of
fragment and consumer attention the data and insights gathered from
fleeting, the aim of this research our research which consisted of a
was to understand what ‘effective’ study run by Kantar New Zealand
looks like in 2024 and into 2025 across a nationally representative
and how advertisers can maximise panel, combined with global data
their impact, creating memorable and industry knowledge.

campaigns and driving action.




Kiwi media usage.

A snapshot of weekly consumption for advertisers

©)

o Streamed free
online TV (e.g.
o TVNZ OnDemnand)

Used Facebook

71%

Read online news
(e.g. nzherald.co.nz, stuff.co.nz)

99%
549, =z

Go to chart Source: NZME Advertising Effectiveness Study 2024



Media inspires, connects and informs.

We've identified three consumer engagement segments based on media perceptions

Engagement

Go to chart

Media Engagement and Perception

100%
90%
80%
70% Online Paid TV
60% Online Shopping

50% Outdoor Media
40%
Online Games
30%
20%
10%

0% Inspired

Source: NZME Advertising Effectiveness Study 2024

Online Music

Free Online Tv

Facebook
Online News
Video Online Radio AM/FM
Free-to-Air TV
Instagram
Books
_ Radio Online Newspapers Podcasts

TikTok Magazines

Connected Informed

Perception NZME.
Tell]E



The four pillars of effectiveness.

Underpinned by trust

#1 Impact #2 Focus

Trust

Without trust consumers won't participate

The average Kiwi needs to be exposed to an ad of people watching TV are engaging with other with vour brand. It harder to create
5.9 times for it to have impact and become platforms making it the most distracted media. im a:/:t it's hard;ar Y5 detahantion. it harder
memorable. That’s not necessarily to drive action, Brands are fighting for attention, and we know boet J - e

. . . . ) to influence and your ROl will be impacted.
but recall. Depending on the demographic, this distracted consumers are harder to influence.
can extend to 7.8 times. Additionally, with so many sources of news

and information, brands can be directly or
indirectly impacted by the credibility, or lack
thereof, of the environments that their ads
appear in.

#3 I nfl Uence #4 I nveStment Recent studies show that when consumers

are exposed to indirect misinformation, their
mistrust in the source of misinformation

470 spills over and activates a mistrust mindset

0 q ) which impairs subsequent brands and

‘ products’ evaluations.”
of people are paying attention to those who are Campaigns using three channels drive a 33% ROI .
experts in their field. People and their opinions improvement.* Research clearly shows that campaigns Are you controlllng where and
matter to us. Our research shows campaigns deliver better ROl and are more effective when how consumers interact with
utilising influential individuals will yield a better investment is spread across various channels. your brand?
response from consumers.
. . : NZME.

Who's influential to your audience? Tel

Source: NZME Advertising Effectiveness Study 2024. *Analytic Partners ROI study. ~https://www.sciencedirect.com/science/article/pii/S2352250X23001616






The number of times the average Kiwi
needs to be exposed to an ad to make
it memorable.

0@ Marketers and Gen Z find ads

. more relevant and memorable

Average ad exposure by demographic with less exposure, possibly
because of their engagement
across multiple platforms.

Total 5.9
," Compared to older groups who
Marketer 53 N’ need more frequent exposure to
_________________________________ recall ads which could be due to
Gen Z 5 their engagement on fewer
platforms.
People 25-54 5.7
People 55-69 6.3
People 70+ 7.8

Source: NZME Advertising Effectiveness Study 2024



Frequency is the #1 driver for recall.

Consumers exposed to your ad more often are more likely to remember it

Memorable ad - why?

30%
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21%
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Relatable, clever, funny.

Creative that is relevant creates impact

r '

Relatable Funny

2400 Clever Motivating
21%

‘ Emotion matters and the creative matters. So, when we talk about the medium

and the message, we mustn't forget the message, it's as important as the media.”*

Jon Evans, Chief Customer Officer, System1

Source: NZME Advertising Effectiveness Study 2024. *https://www.mi-3.com.au/05-03-2024/half-impact-comes-creative-systeml-customer-chief-jon-evans-how-sell-emotional-ad

Sentimental



Consumer action.

Impactful ads drive 1in 4 Kiwis
to consider or make a purchase

% Consider
Chat about it
Purchase

‘ Follow

O Recommend

-

Share




The personalisation effect and its impact.

62% of Kiwis know what personalised advertising is

How you feel about personalised advertising

37%

35% 35%
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27% 27% 27%
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22% 22%
21% 21%
20% 20%
19%
18%
17% 17%
15%
14% 14%
13% 13% 13%
12%
11%
9% 9%
0
% 7% 7%

— — >

o)) [} S = c = < Q °
£ % g 3 B g g & g 5 2
) = s [ % 3 = ) 5 kit
2 = g S = < T o 8 @
= £ k) L g 4 2 ©

o £ = S £

3 2

- )

S

5

2

Source: NZME Advertising Effectiveness Study 2024.

7%

6%

Responsive

9%

7%

8%

Engaging

12%

Our research aimed to understand views
of personalised advertising

and its impact on audiences, positive or
otherwise. We concluded:

i. Demographic and profession are
key factors - younger audiences
and those working in marketing
are more likely to find the
personalisation useful, perhaps
due to frequency of exposure
and understanding.

g Relevance - if the relevance of
the message outweighs the initial
feelings of annoyance or
discomfort, the consumer can
move past these feelings and
onto consideration or action.



I Summary
The average Kiwi needs Creative matters. To get personalisation
to be exposed to an ad Relatable, clever and right and overcome
funny ads are more consumers' initial
impactful. feelings of annoyance
‘ ke it bl or discomfort,
el S relevance is key.

%, S ®

Source: NZME Advertising Effectiveness Study 2024. *https://www.mi-3.com.au/05-03-2024/half-impact-comes-creative-system1-customer-chief-jon-evans-how-sell-emotional-ad
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Where can you find attention?

76% of people watching TV are engaging with other platforms

L east distracted media

60%

50%

40%

30%

20%

10%

0%

Newspaper Podcast

Source: NZME Advertising Effectiveness Study 2024

News Online

Radio

TV

)

®

)

56% of newspaper readers are engaging
with no other media.

Informative and trusted media like
news (print and online), podcasts
and radio are the most focused.

TV is the most distracted media.
Viewers are also:

Scrolling social 63% @G

Reading the news (29% &

Online shopping (26%) W

Video and entertainment media
generally peak in the evenings
(post 8pm), coinciding with key
online shopping times.



Focus time.

What media wins attention across a typical day? The most likely media used

Radio Radio Radio Social Online Free-to-air SVOD/TV Readin
AM/FM AM/FM AM/FM Music TV Streaming 9
NZME.
Tel

Source: NZME Advertising Effectiveness Study 2024. NZ E



Not all attention is equal.

Audio delivers a 30% cut-through even with low consumer attention

90%
80%
70%
60%
50%
O 30% recall
30%

20%

Percentage of brands correctly recalled

10%

78% recall

0%

Listening with
heavy distraction

Source: ARN Ears Wide Open Study.

Listening with
moderate distraction

Self-Reported

Neuro State

Listening with
no distraction

36

34

3.2

30

28

26

Nero State

24

2.2

20



of people are distracted
while watching TV.

®:

Source: NZME Advertising Effectiveness Study 2024. ~ARN Ears Wide Open Studly.

FOCUS.

of newspaper readers
are engaging with no
other media, making
it the most focused
medium.

Summary

Audio listeners maintain

recall when distracted,
rising to

when actively
listening.” O



g6 Never mistake
the'power. of
iInfluence.

-Jim Rohn

NNNNNNNNN

NNNNN



Who can be influential?
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Friends Experts in Media .
& family their field personalities Influencers Celebrities

Source: NZME Advertising Effectiveness Study 2024


























































































