The podcast
download.

Audience insights and advertising trends




For advertisers, not all podcast and music
streaming services are created equal.

Spotify

Only 3/10 of Spotify's total audience
can be reached by your ad

Q o9

Advertiser accessible audience: 660,000

4 AP15+ (listened to iHR in the last month

IHeartRadio

100% of the iHeartRadio total streaming
audience can be reached by your ad
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Advertiser accessible audience: 749,000 NTZ;iEl]E




The popularity of podcasts is
consistently increasing.

Across all demographics

Monthly podcast listening
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Total 16+ Age 16-34 Age 35-54 Age 55+

Total New Zealand population 16+
% listened to a podcast last month 2022 2023

N

Listening is driven by
younger listeners but
with consistent growth
across all the age ranges.




But there is plenty of room to grow.

4 in 10 Kiwis never listen to a podcast

Weekly media consumption

Watch TV/video

(Free to air or video
streaming services)

Listening to audio

(Online music, podcasts,
over-the-air radio, or radio online)

Use social media

(TikTok or any other social media)

Listening to radio

(Over-the-air radio, online, or
catch-up radio podcasts)

Listen to podcasts

(Including catch up radio podcasts)

Total New Zealand population 16+ (N=1,105) NZME

% doing activity in the last week Tellm
Source: Nielsen CMI Q3 23 - Q2 24 AP15+



More than 33% started listening last year.

Growth of podcast listeners n
100% 0% 38% of listeners
o expect their podcast
consumption torise,
80% 40% with every age group

anticipating an
increase in their
podcast listening.
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Over 2 years ago In the 1-2 years In the lastyear In the last six months In the last month
Started listening Growth

Source: NZME TellMe Podcast Study 2023



Podcast audiences are paying

more attention,

driving impactful
advertising results.




Podcasts achieve twice the impact.

Looking at annual audience growth vs revenue growth by channel,
podcasts significantly outperform other media

Podcasts achieve twice the impact
2.04%

Podcasts Facebook Twitter YouTube Instagram

Source: Podsights Australia and Global, Q4-2022, Podcast (Global) CR



Because listeners are
paying more attention.
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Newspaper

Podcast

Least distracted media

News Online

Radio



More than 50% of podcastusersare
consuming no other media when listening,.

Podcast & other media
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Noticed outdoor media (e.g. billboards
or digital signs)

NZME.

Source: NZME Advertising Effectiveness Study 2024.



Attention in a focused audio environment
generates 78% recall.

With a 30% cut-through even with heavy distraction

90% 78% recall 36
o
= 80% 34
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= 70% 3.2
3  60% 30 .
S 50% 28 8
-‘% 40% 30% recall 26 g
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”ao: 30% 2.4
g 20% 99
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(a8
0% 1.8
Listening with Listening with Listening with
heavy distraction moderate distraction no distraction
NZME

Self-Reported Neuro State



Podcasts perform.

In fact, they boast the strongest overall performance in terms of attentive seconds

12000 Attentive seconds per 1,000 impressions
10,630

9,990
10,000 9,758

8,000
6,000
4,000 3,650

2,000 1364

364 819 801
148

Podcast Streaming Radio OLV #1 OLV #2 Social #1 OOH Digital display  Digital display
mobile desktop

Source: Event Reports, June 2024



This environment makes
your ads work harder.

For both encoding and retrieval metrics

Encoding

Retrieval

05

Podcasts

YouTube

15

Social (FB + 1G)

+63%

+69%

2:5



Consumption is up as 4
podcasts become part of D ¥

daily routines,

accompanying audiences
everywhere, anytime.

- ME



Podcast listeners are frequently engaging.

30-39 year olds are Kiwi podcast listeners,
on average, consume
of all podcast listeners
have listened in the more likely to
last day. listen daily.* podcast episodes
each week.
o i ]



NZME podcasts accompany audiences
across a variety of activities.

Activities when listening to podcasts I. I
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25%
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At home Relaxing Driving Commuting At work/study Exercising  Taking a break Out and about Other NZME
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Throughout the day.

60% )

With podcast engagement
50% continually increasing,

we are how seeing usage

shifting into the evening
40% routine, peaking after 5pm.

30%

20% ’
10% ,

0%
Early Morning 5-6  Breakfast6-9  Mid-morning 9- Lunch 12-2 Mid-afternoon 2- Early evening 5-8 Evening 8-11  Night 11pm-5am
12 5

Radio AM/FM Radio online Online music Podcast NTZMEIE

Source: NZME Advertising Effectiveness Study 2024. “ARN Ears Wide Open research



70% of listeners consume
podcasts via audio.

Consumption behaviours will shift over time with the pull of podcasts

Audio-only podcasts 70

Video podcasts that 48
you actively watch

Video podcasts with 37
video in the background

Base: New Zealand monthly podcast listeners age 16+; 46% (N=511)
% currently ever watch type of podcast



The NZME Podcast Network continues
to see exponential growth.

NZME is the go-to
incubator for New

increase of NZME of our downloads are of Zealand's top podcast
podcast downloads NZME created content content and creators.
from 2021 to 2024. with 1.6 million hours

We produce more local,
and advertiser accessible

content than any other
publisher.

& & @

spent listening monthly.



Podcast listeners
turntousto

seek out

information, escapism
and connection.




Choosing podcasts that match
their current need.

Learn Information Esca pe Escapism Connect Connection
' 60% listen because they are 3 | 1% listen as an alternative e 36% listen to be entertained
interested in the topic .— to screen time and have a laugh

‘ 53% listen to learn o 30% of podcast listeners * 27% listen for the
4 something new = feel inspired by podcasts people/personalities

. 38% listen to keep o 32% listen to pass time o 36% enjoy the banter
)] themselves informed i.e. when travelling MER between hosts who
they feel connected to

56% of podcast listeners feel Mt 24% listen as it helps them relax ((.’) 28% like to have something
O more educated on a topic, playing in the background
more than any other media

® 48% of podcast listeners
@ (clinformed

Source: NZME TellMe Podcast Study 2023 + NZME Advertising Effectiveness Study 2024 I



Platforms with content they can trust.

Audiences feel they can trust podcast content as much as they do online news
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Podcasters are trusted voices.

That audiences lean into and develop connections with

We lean in and 10% of
listen to those consumers
We knOW. perceive a deep connection

- like a “friend” -
80% of people think the

with iHeart influencers*.
human voice can establish
trust like nothing else.

N Ears Wide Open research *Advertiser Perceptions, Critical Mass Media and Morning Consult for iHeartMedia & Pushkin Industries, “The New American Consumer 2.0” 2024; Influencer Marketing Benchmark Report 2023



We asked audiences who they trust.

And they shared

67%

38%

30%

100%
90% 86%
80%
74% 73%
° 71%
70%
60%
50%
40%
30%
20%
10%
0%
Podcast Host Journalist (printed Radio Host Journalist (online
news) news)

Source: Perceptive Omni Survey September 2024 n=1001, based on those who have listened to a podcast

TV Host

Celebrities

Social Media
Influencer

\4

People who have never
listened to a podcast trust
podcast hosts less (50%).

However, trust is nearly
twice as high among those
who have listened.

’..

The 18-34 age
group are more
likely to trust
NZME.

podcast hosts.
TeIIIE



Voices of influence.

Podcast hosts’ knowledge, experience and achievements
position them across multiple segments of the influence funnel

Expert

Expert as a Sexologist

Media personality

Media personality through radio and TV
interviews, and award-winning podcast

Influencer

Influencer on social media with
more than 32K Instagram followers




Listeners choose to spend
time with podcast hosts.

Who are experts and influencers and are more
likely to consider their product recommendations

Likely consider product recommended by Total Eodcast
listener

Friends & Family 62% 67%

Experts In Their Field (i.e., Chef/ Journalist/ Fashion Designer, Scientist) 43%

Real Everyday Person (not Paid Or Given Free Things For Their Opinion / Review) 39% 42%

Salesperson, Employee Or Other Company Representative 14% 14%

Celebrities You Like (i.e. Local Or International, Actor, Sportsperson) 11%

Media Personality (i.e., Radio Show Host, TV Host, News Presenter) 10% 10%

Influencer You Follow On Social Media 10%

Source: NZME Advertising Effectiveness Study 2024
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Podcast listeners are taking action.

25% recall advertisements on the last podcast they listened to

i g 3 @)
Action from hearing advertisements on podcasts @)
33% are more likely
Searched for more information on a product / brand to pay attention to
an advertisement
Considered buying a product / from a brand mentioned by the host
rather than a produced
Visit a website of a product / brand or pre-recorded ad.

Purchased a product / from a brand
A;Pj\’\

Spoken to friend / family about a product/brand : i

¢ @ |
v::‘.": «2,‘ |

|

Followed a product / brand on social media l i |

% |
Recommended a product / brand to a friend / family member
Changed my perception of a product / brand

Share on social media / other platform

Source: NZME TellMe Podcast Study 2023 I




Podcast ads that resonate.

Creative that is relevant and heard frequently is more memorable

Podcast listeners told us why they're most likely to remember your ad:

B,

@ =
& @
‘A A

.

Frequency Relatable Clever Funny
20%
o

Listeners don't find interesting, funny, or novel ads fatiguing.*

Motivating



Podcast advertising

boosts ]

your campaign
performance and
delivers ROI.
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Online audio is the most
underinvested media channel.

An untapped opportunity for share of voice and ROI potential

Share of media spend compared to engagement & trust within each media channel

30%
=\ Online News

2504 FTATV
©
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e 20%
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o ©
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2
§ 10% . Online Audio
g J Magazine Online Video
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— 0
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Source: NZME Advertising Effectiveness Study 2024, Nielsen CMI Q2 23- Q1 24 AP15+, ASA & IAB FY 2023 report

Media Usage



Omnichannel powers ROI.

Exposure to both visual and audio messages from
the same brand aids consumer processing and recall

A third of respondents recall
seeing a memorable visual
ad on free-to-air TV.

Add in online TV, social

media and online video P

this increases to 47%.

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

Adding an audio component

to the campaign creates a +37%
uplift across engagement,
attention and recall metrics
demonstrating audio's ability

to increase ROIL®




& Provided you can afford them and you've
got scale, the more channels the better.”

- Mark Ritson

100

Index ROI:

177

Number of Media Channels

Campaigns using
three channels
drive a

ROl improvement.



Podcasts give you access to more Kiwis.

Podcasts deliver  +71%
more reach when
advertising with TikTok

Podcasts deliver #40%)

more reach when
advertising
IN Nnewspapers

Podcasts deliver (+25%
more reach when
advertising on Instagram




Trust NZME to
lead the way

with podcasting.




Podcast content like no other.

hope is real

with Jazz Thornton

Trust our
experts

Trust us to Trust us to
entertain influence

> >




Trust NZME to deliver results, for you.

NZME. cgse studies.







