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Research overview

Background Method

NZ On Air supports and invests in public media
content that reflects Aotearoa New Zealand'’s stories, S
voices and culture. To do this effectively, NZ On Air !
. . © 00
requires a clear, up-to-date understanding of how Frrm
New Zealanders are engaging with media across
platforms, formats and delivery methods.

Jo

Jo

Target audience — New Zealand residents aged 15 and over.

= =1=1=
‘Where are the audiences?’ is NZ On Air’s Survey dates — 8 April fo 7 May 2026.
long-running audience tracking study, providing a
consistent, single-source view of daily media
behaviour among New Zealanders aged 15 and
over.

o . . K 7 Sample size - 1,701 people. Among this sample, we had booster samples
Now in ifs latest wave, the study builds on previous © of M&ori, Pacific peoples, Asian peoples, and young people (15-24) to
years to show both a current snapshot of audience ¥~ N  allow for robust subgroup analyses among these groups.

behaviour and how patterns of use are evolving over

time. This wave continues to track reach and time

SO CICIONS @ ISToek] mgs i Mmeelie, eme mewly Method — Online (n=1251) and phone (n=450) interviews. Weighting was

explores how New Zealanders experience and . : . : .

engage with NZ content specifically, including applied on age by gender, region, ethnicity, onq day the interview took

oerceplions of quality and sentiments towards NZ place to ensure that the somple was representative qf the New Zealand

ShOWS adult population and to readjust for any boost sampling (based on 2023
' Census data).
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Important context for New Zealand in 2026:

A more selective media environment

Cost-of-living pressures continue to shape household decisions

Many New Zealanders remain conscious of discretionary spending. As media
subscriptions become increasingly fragmented, audiences are making more
deliberate choices about which services they keep and use regularly.

The media ecosystem is entering a more mature phase

After a decade of rapid change driven by streaming, online video and digital
audio, patterns of media use are becoming more settled. Established and
emerging platforms increasingly coexist rather than replace one another.

Audiences have more choice than ever before

New Zealanders now navigate a media landscape spanning local and global
services, free and subscription platforms, broadcast and on-demand content,
and increasingly personalised discovery pathways.

This context helps explain the patterns that follow.

Verian | NZ On Air - Irirangi Te Motu

Some notes about this report.

This report focuses on the overall findings. Four
companion reports provide deeper analysis of key
audience groups, so subgroup results are included
only where they add particular insight.

Please see the companion reports for a deeper dive
into the following audiences:

*  Youth (15-24)

*  Maori

* Pacific peoples

* Asian peoples

Where are the audiences? 2026 |
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Abbreviations and terminology

Linear TV
Total TV Note: Question changed to no longer differentiate between TV via Sky decoder or not. DVINE 1 TYNE 2 llires, She.
(linear TV and NZ BVOD NET)
NZ BVOD — NZ Broadcast Video On Demand TVNZ+, ThreeNOW, Mdori+ or SKY Go
NZ online video platform NZ Herald, Stuff, Radio NZ, etc.
Global video sharing platform YouTube (for video), Facebook (for video), Instagram
SVOD - Subscription Video On Demand Netflix, Disney+, Amazon Prime, etc.

. Radio broadcast
Total radio
(broadcast and online NET)

Online NZ radio Including iHeartRadio or Rova

Online music streaming Spotify, YouTube, Apple Music, etfc.

News articles (online or hard copy)
Note: Wording broadened from “newspaper” to “news articles either online or in a
hardcopy newspaper”
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Summary

New Zealanders are cutting back in some places and staying deeply engaged in others.
01 02 03 04

The big shift to streaming has A smaller group of users spend People are cutting back on Younger and older audiences

slowed more time on key platforms subscriptions, not on media navigate different media

After years of rapid growth, newer On several platforms, reach is flat or faling  Subscription reach has softened across Age remains one of the strongest

platforms are no longer changing reach while time spent among users remains SVOD and music streaming while influences on media behaviour. Younger

and time spent habits as quickly as they strong. This means growth is coming less engagement among remaining users audiences gravitate towards streaming,

once did. TV, SVOD, radio and music from attracting new people and more from remains strong. Rather than abandoning gaming and social discovery, while older

streaming now sit alongside each otherin existing users spending longer there. these services entirely, New Zealanders audiences remain more connected to

a more stable media mix. appear to be prioritising the subscriptions television, radio and established discovery
they value most. channels.

Global content is a complement, not competitor, to New Zealand shows and music
05 06 07 08

NZ content is widely seen as People value NZ shows more if NZ content can sit alongside The biggest media users are

high quality and world-class they have watched any global viewing also the strongest NZ content
recently supporters

Most New Zealanders believe NZ music Recent viewers are consistently more People who engage with both NZ and People who engage across more media

matches international quality, while many positive about NZ shows. The strongest global content are often most positive activities are consistently more positive

also see NZ shows as comparable to gaps relate to visibility, cultural connection  about NZ shows. towards both NZ shows and NZ music.

overseas content. Both NZ music and NZ and seeing NZ content as part of everyday Broad media diets appear o strengthen

shows are strongly associated with national  life. connection to NZ content.

pride.
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Survey sample (weighted to 2023 Census)

Gender

49%

Men Women

Age

26%
16% 15%

15-24 25-39 40-49

Area type
In a big city
A provincial city or large fown
Small town

Rural area or farm

51%

Another gender

16%

50-59

21%
14%

10%

1%

28%

60+

55%

Region
Northland
Auckland
Bay of Plent
Waikato y Y
Taranaki
Hawkes Bay
Manawato-Whanganvui / Gisborne
Tasman / Nelson Wellington
/ Marlborough
Canterbury / West
Coast
Otago
Southland

Source: A. Region, B. Gender, C. Age, D. Ethnicity, Q18a. Household Income, Q18b. Area Type.

Base: All respondents 2026 (n=1701).

Ethnicity

Pakeha

Maori

Pacific peoples

Asian peoples

Household income

Up to $50,000

Over $50,000 up to $70,000
Over $70,000 up to $100,000
Over $100,000 up to $150,000

$150,000+

63%

15%

8%

17%

19%

13%

14%

17%

21%
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Screen and audiFafidiences |
N L
are settl am @& balance

How New Zealanders engage edia doy\—’rc<do |
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TV overall (linear
TV and NZ BVOD)
reaches as many
New Zealanders
daily as global video

platforms.

TV is widely used day-to-
day with global video
sharing platforms close
behind, and news articles
(either online or hardcopy)
reaching over half of New
Lealanders.
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Daily reach across all platforms 2026
%

Total TV (linear TV and NZ BVOD NET)
Global video sharing platform

News arficles (online or hard copy)*
Linear TV**

SVOD

Total radio (broadcast and online NET)
Online music streaming

Radio broadcast

Online gaming

NZ BVOD

NZ online video platform

Podcast

CD /iPod / vinyl

Online NZ radio

Magazines

video platform reach

I 53 ) Total TV and global

P 62

X
I 51
I 50
N 44
N 44
I 39
N 34
I 34
I 24
I 19

. 17

N 14

B 1

rankings have
swapped since 2024

Linear TV now sits
higher than SVOD
and music streaming

Established platforms (such as linear
TV, broadcast radio and news
articles) tend to attract audiences
that are:

+ Older (60+)

» Pakeha

Emerging platforms (such as global
videos, SVODs, NZ online videos, and
online music streaming) tend to
attract audiences that are:

* Younger (15-39)

* Maori

» Pacific peoples

* Asian peoples

Source: Q1. First, we'd like fo ask you about the different types of entertainment or media you used yesterday.

Base: All respondents 2026 (n=1701).

Note: *Wording broadened from “newspaper” to “news articles either online or in a hardcopy newspaper”.
**Question changed to no longer differentiate between TV via Sky decoder or not.

Where are the audiences?e 2026 |
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Earlier growth in SVOD coincides with the decline in linear TV, while in more recent years (during a period of
continued rising cost pressures) screen formats are steadying alongside one another, pointing to a more settled
and coexisting screen landscape.

Screen and gaming reach over the decade

74%

N 637 64%
61% ° .
53% 56% 5467 — e 62% @ Global video platform
60% % 47%\ 51%A . LineOr TV
—

43% . 51% 507%v @ SVOD
36% 329% 35% 35%
26%\ ~ 287, 29% e 347, 34% @ NZBVOD | @ Online gaming
23%
22%/ \/ 247 A @ NZ online video platform
18% 18% 217 20%
2016 2017+ 2018 2019* 2020 2021 2022* 2023 2024 2025* 2026

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday.

Base: All respondents, 2016 (n=1405), 2018 (n=1809), 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).

Note: *WATA not conducted in these years so frend points are indicatively only. Online gaming measured from 2020, NZ online video platforms measured from 2021. NZ BVOD

wording changed from 2021 “Watch all or part of a TV show or other video content on TVNZ Ondemand, 3NOW, Prime Ondemand, Mdori TV OnDemand or SKY Ondemand/SKY Significantly higher than 2024 A
Go" to 2023 “Watch all or part of a TV show or other video content on TVNZ+/TVNZ Ondemand, 3NOW, Whakaata Mdori TV OnDemand/ Mdori + or SKY Go”. Significantly lower than 2024 ¢
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Online music streaming has grown alongside a long-term decline in radio broadcast over the decade,
with recent years showing a more stable pattern of listening across audio formats.

Sound and podcast reach over the decade

59%

\ 53% 50% 50%

47% 49%

39% >< — 447 Y @ Online music streaming
—— .
31V 44% % . 42% 397% @ Radio broadcast

24%
A ® Podcasts
27% o —— | 1% 15 1% 15 [ i
1% 13% 17% A @ CD /iPod / vinyl
- _ 14% @ Online NZradio
13% 10% . 13%
8% 8% 12% 9% % 12%
2016 2017* 2018 2019* 2020 2021 2022* 2023 2024 2025* 2026
Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday. - .
Base: All respondents, 2016 (n=1405), 2018 (n=1809), 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). S'Sgn'f.'fom'fyl hl'gher mon 3833 A
Note: *WATA not conducted in these years so trend points are indicatively only. Igniicantly lower fhan v

Verian | NZ On Air - Irirangi Te Motu Where are the audiences? 2026 | 11



Rising costs may be
shifting audiences
towards free media.

Daily reach indicates
softening use of subscription
services alongside growth in
non-subscription media
platforms.

Verian | NZ On Air - Irirangi Te Motu

Daily reach summarised and compared with 2024

%
w2026
Screen Global video sharing platform | 6624 S0
i N 514
Linear TV 47
N 50 v
SVOD o
I 34
NZ BVOD 35
NZ online video platform _2024A
i i o N 34 A
Gaming Online gaming oy
Sound Online music streaming | 444'9
i I 39
Radio broadcast 12
CD /iPod / vinyl -1 74
Online NZ radio ] 11;
Podcasts Podcast NN 19

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used
yesterday.

Base: All respondents, 2024 (n=1404), 2026 (n=1701). Significantly higher than 2024 A

Significantly lower than 2024 W

Where are the audiences? 2026 | 12



Daily screen habits
follow familiar
patterns seen in
2024, but evening
viewing is becoming
more shared.

While TV still builds to a
peak in the early evening,
global video platforms now
exceed SVOD and match
linear TV. SVOD watching
extends further into the later
evening.

Verian | NZ On Air - Irirangi Te Motu

Daily screen and gaming reach across the day

% @ Clobal video platform

@® Linear1Vv
42 Global video now SVOD
38/ holds engagement ‘ Online gaming
38 through 6-8:30pm ® NZBVOD

NZ online video platform

35

29 SVOD engagement

28 now extends into
\lo‘rer evening
22

23
18
16
13
13
9
8
8
4
6am to 9am 9am to 6pm 6pm to 8.30pm 8.30pm to 10.30pm 10.30pm to midnight

Source: Q1. First, we'd like fo ask you about the different types of entertainment or media you used yesterday.
Base: All respondents 2026 (n=1701).
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Daily sound and podcast reach across the day

% @ Online music streaming
@ Radio broadcast
CD /iPod / vinyl

Radio starts the day, ® Focicosts

but music streaming . e reete
carries 1t, consistent
with rhythms seen 29
In 2024. o7

Radio broadcast is the most

33

popular listening activity in
the morning, while music
streaming leads throughout 1

the day. Listening drops off

across all formats into the : 5
evening. 5 :
6 7 — g
3 2 2
6am to 9am 9am to 6pm 6pm to 8.30pm 8.30pm to 10.30pm 10.30pm to midnight

Source: Q1. First, we'd like fo ask you about the different types of entertainment or media you used yesterday.
Base: All respondents 2026 (n=1701).
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Linear TV has
strengthened during
peak viewing hours.

Between 6pm and 10:30pm,
linear TV now reaches
slightly more New
Zealanders than in 2024,
while reach to global video
platforms and SVOD
remains broadly stable.

Verian | NZ On Air - Irirangi Te Motu

Peak time (6pm-10:30pm) reach 2026 compared to 2024

%
Total TV (inear TV and NZ BVOD NET) [ 45 2 m 2026
Global video sharing platform _ ﬁﬁ m 2024
i 41 A
40

NZ BVOD 2,
Online gaming 131

News arficles (online or hard copy)*

]
. . . 20
Online music streaming 22

Total radio (broadcast and online NET) - 1112

Radio broadcast
NZ online video platform ré

Podcast '68A

CD /iPod / vinyl r4 7A

Magazines 2
Online NZ radio r24‘

Source: Q1. First, we'd like fo ask you about the different types of entertainment or media you used yesterday.

Base: All respondents 2024 (n=1404), 2026 (n=1701).

Note: *Wording broadened from “newspaper” to “news articles either online or in a hardcopy newspaper”. Significantly higher than 2024 A
**Question changed to no longer differentiate between TV via Sky decoder or not. Significantly lower than 2024 '
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Total TV remains
the most
time-intensive
format, while SVOD
softens.

Total TV attracts the most
viewing time, with global
video second, while
declines in SVOD mean it
now sits below linear TV for
time spent.

Verian | NZ On Air - Irirangi Te Motu

Daily average time spent across platforms among all New Zealanders 2026

Minutes

Total TV (linear TV and NZ BVOD NET)
Global video sharing platform

Linear TV*

SVOD

Total radio (broadcast and online NET)
Online music streaming

Radio broadcast

Online gaming

NZ BVOD

Podcast

CD / iPod / vinyl

NZ online video platform

Online NZ radio

R — 128

I 97
_89E
DN s
N 5
N 64
N 54
I 49
I 39

B ¢

B 2

B 2

Online NZ radio moves to the
- 1 < bottom of time spent rankings

Source: Q2. Between [fime period], please indicate about how long you [spent doing activity] fore
Base: All respondents with valid time spent data for each platform post-data cleaning 2026 (n=1696 to 1701).
Note: *Question changed to no longer differentiate between TV via Sky decoder or not.

Linear TV and SYOD
time spent rankings
have swapped since
2024

Where are the audiences? 2026 | 17



Screen viewing time has become more evenly distributed across platforms.

While linear TV viewing has declined and time spent watching global video platforms has increased, recent patterns show viewing
time is spread more evenly rather than continuing to shift.

Screen and gaming average daily time spent over the decade
Minutes among all New Zealanders

161
— 152
\ 137
118
97
95 93 92 97 @ Clobal video platform
83 ’—\86_/%( 89 ® Linear1Vv
89 — SvOD
- ” 6/ 85 87 80 ®
56
4040 N a1 43 49 @ Online gaming
10
19 6 ’ 12 @ \Z online video platform
2016 2017* 2018 2019* 2020 2021 2022* 2023 2024 2025* 2026

Source: Q2. Between [time period], please indicate about how long you [spent doing activity] for?

Base: All respondents, 2016 (n=1405), 2018 (n=1809), 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), all respondents with valid fime spent data for each platform post-data cleaning 2026 (n=417 to 1121).
Note: *WATA not conducted in these years so frend points are indicatively only.
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Listening time shifted rapidly earlier in the decade and has since stabilised.

Time spent listening to radio has declined as streaming has grown, with recent years showing more stable patterns of listening

across audio formats.

Sound and podcasts average daily time spent over the decade
Minutes among all New Zealanders

97
— 88 93
74 72
45 69
57 — - 54 58 — 64
49 ~—— —
34
27 ”
16 1818
6 9 10 12 10
2016 2017* 2018 2019* 2020 2021 2022* 2023 2024 2025* 2026

Source: Q2. Between [time period], please indicate about how long you [spent doing activity] for?

@ Online music streaming
@ Radio broadcast

@® Podcasts
@® CD/iPod / vinyl
@ Online NZ radio

Base: All respondents, 2016 (n=1405), 2018 (n=1809), 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), all respondents with valid fime spent data for each platform post-data cleaning 2026 (n=249 to 811).

Note: *WATA not conducted in these years so trend points are indicatively only.

Verian \ NZ On Air - Irirangi Te Motu
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Time spent holds
overall, but declines
in subscription
media stand out.

While time spent remains
relatively stable, declines in
SVOD and music streaming
reinforce signs of softening
engagement with
subscription media.

Top shifts in time spent (among all
New Zealanders) since 2024

7 Online gaming (up by é minutes)
1 Global video sharing platforms (up by
5 minutes)

| SVOD (down by 9 minutes)

| Online music streaming (down by 8
minutes)

Verian | NZ On Air - Irirangi Te Motu

Daily average time spent among all New Zealanders compared with 2024

Minutes
Screen Global video sharing platform
Linear TV
SVOD
NZ BVOD
NZ online video platform
Gaming Online gaming
Sound Online music streaming
Radio broadcast
CD / iPod / vinyl
Online NZ radio
Podcasts Podcast

I 97 ()
92

I 5
87
I 50
8¢9

I 39 )

39
120
9
I 49
43
I, 54
72
I 54
58
B 12+2)
10
1
15
. 16 )
16

Source: Q2. Between [time period], please indicate about how long you [spent doing activity] for?

Base: All respondents, 2024 (n=1404), all respondents with valid time spent data for each platform post-data cleaning 2026 (n=1696 to 1701).

Note: Time spent capped at the 95th percentile fo reduce outliers.

m 2026
2024
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How reach and time spent show deeper e




Daily reach and time spent among all New Zealanders

140
A few media g - oty e ®
formats combine 2. |
broad reach with 3
heavy time spent. i I A PR

® Radio broadcast

Global video, linear TV, e Oniine gaming
and SVOD sit atf the top 40 ® NZBVOD
right of the chart, while

. . 20

mUSIC, rGC“O Ond Online NZ radio —0. ° ° I.DOdCOOST?\IZ online video

gaming attract more 0 CD /iPod / Vinyl

selective engagement. 0% 10% 20% 30% 40% 50% 60% 70%

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday. Q2. Between [time period], please
indicate about how long you [spent doing activity] for?

Base: All respondents, 2026 (n=1701).

Note: Total TV includes those who watched linear TV or NZ BVOD.
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Growth in time
spent among
global video and
SVOD viewers
suggests deeper
engagement.

Even without audience
growth, these platforms
are taking up more fime
among those who use
them.

Verian | NZ On Air - Irirangi Te Motu

Daily reach and time spent among users - global platforms and SVOD

Global video sharing platform

161

144
134
123
63% 64% 4o

56%

Daily reach (%)

2021 2023 2024 2026

Avg. time spent viewing among users (minutes)

Daily reach (%)

SVOD
201
177 199 170
160
57% 5%
a87 % S0%

Avg. time spent viewing among users (minutes)

2020 2021 2023 2024 2026

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday. Q2. Between [time period], please

indicate about how long you [spent doing activity] for?

Base: All respondents, 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Time spent among global video sharing users, 2021
(n=792), 2023 (n=892), 2024 (n=8%4), 2026 (n=1121), SVOD users, 2020 (n=725), 2021 (n=717), 2023 (n=798), 2024 (n=780), 2026 (n=891).

Note: Time spent among global video sharing platform users captured from 2021 onwards.

Where are the audiences? 2026 | 23



TV remains
time-intensive
among those who
watch.

Users spend just over 3
hours a day using linear
TV and 2 hours a day
using NZ BVOD.

Verian | NZ On Air - Irirangi Te Motu

Daily reach and time spent among users - TV

Daily reach (%)

Linear TV
220
202
186 184 185
61%
56%
7 51%
50% 47%

2020 2021 2023 2024 2026

Avg. time spent viewing among users (minutes)

Daily reach (%)

23%

NZ BVOD

123
118
112

35% 35% 34%

Avg. time spent viewing among users (minutes)

2020 2021 2023 2024 2026

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday. Q2. Between [time period], please
indicate about how long you [spent doing activity] for?
Base: All respondents, 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Time spent among linear TV users, 2020 (n=929), 2021
(n=798), 2023 (n=700), 2024 (n=659), 2026 (n=810), NZ BVOD users, 2020 (n=393), 2021 (n=326), 2023 (n=492), 2024 (n=488), 2026 (n=577).

Note: NZ BVOD wording changed from 2021 “Watch all or part of a TV show or other video content on TVNZ Ondemand, 3NOW, Prime Ondemand,
Maori TV OnDemand or SKY Ondemand/SKY Go" to 2023 “Watch all or part of a TV show or other video content on TVNZ+/TVNZ Ondemand, 3NOW,
Whakaata Mdori TV OnDemand/ Mdori + or SKY Go”.
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Radio listeners
continue to
spend substantial
time listening.

Radio users (whether
broadcast or online) are
spending 13 fo 15 more
minutes of their day
listening than in 2024.

Verian | NZ On Air - Irirangi Te Motu

Daily reach and time spent among users - radio

Daily reach (%)

Radio broadcast

165
152 153
140 138

50%

47%
39% 42% 39%

2020 2021 2023 2024 2026

Avg. time spent viewing among users (minutes)

Daily reach (%)

2020 2021

Online NZ radio

129

120
115

15% 130, 14%

2023 2024 2026

Avg. time spent viewing among users (minutes)

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday. Q2. Between [time period], please
indicate about how long you [spent doing activity] for?
Base: All respondents, 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Time spent among radio broadcast users, 2020

(n=750), 2021 (n=673), 2023 (n=547), 2024 (n=587), 2026 (n=642), online NZ radio users, 2020 (n=189), 2021 (n=134), 2023 (n=217), 2024 (n=185), 2026

(n=249).
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Time spent
streaming music
continues to
deepen among
users, even as
reach softens.

As reach incrementally
lifts for those listening to
music via physical
means, average daily
minutes spent doing so
has returned to levels
seen in 2021 and 2023.

Verian | NZ On Air - Irirangi Te Motu

Daily reach and time spent among users — music

Online music streaming Music on CD / iPod / vinyl

110 111 109
154 158 @ @
147 30 2
137 2 2
132 £ 8 £
3 81 3
3 3
— (®)) — [9))
3 5 R 5
< € < €
5 50% 49% 5 S 5
o 44% 44% 2 4 2
N % m% 7 S s 5
IS 2 I 2
[a)] > [a) >
T c
0] o
& &
[0} [0}
£ 16% 17% E
g 10% 1% 12% I g

2020 2021 2023 2024 2026 2020 2021 2023 2024 2026

Source: Q1. First, we'd like to ask you about the different types of entertainment or media you used yesterday. Q2. Between [time period], please
indicate about how long you [spent doing activity] for?

Base: All respondents, 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Time spent among online music stream users, 2020
(n=669), 2021 (n=589), 2023 (n=706), 2024 (n=688), 2026 (n=811), physical music users, 2020 (n=236), 2021 (n=141), 2023 (n=158), 2024 (n=168), 2026
(n=318).
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Usage time 1s
Increasing across
podcasts and
online gaming.

Among podcast listeners
and online gamers,
average minutes spent
have increased, poinfing
to deeper engagement
among those who
parficipate.

Verian | NZ On Air - Irirangi Te Motu

Daily reach and time spent among users — podcasts and online gaming

Podcast
117
99 101
88
S 81
_C
O
O
0
>
5]
[a)
17% 18% 19%
12% 13%

2020 2021 2023 2024 2026

Avg. time spent viewing among users (minutes)

Daily reach (%)

Online gaming

162 164

142 148
137

3% 34%
28% 29%

Avg. time spent viewing among users (minutes)

2020 2021 2023 2024 2026

Source: Q1. First, we'd like fo ask you about the different types of enterfainment or media you used yesterday. Q2. Between [time period], please

indicate about how long you [spent doing activity] for?

Base: All respondents, 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Time spent among podcasts users, 2020 (n=176), 2021
(n=180), 2023 (n=245), 2024 (n=250), 2026 (n=327), online gaming users, 2020 (n=546), 2021 (n=451), 2023 (n=401), 2024 (n=405), 2026 (n=593).
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Access to devices and services

Access remains : N
. Smartphone gg/, m 2026
hlgh’ bUt people Working TV (any type) - ;‘2 igi;

are becoming more
selective about

53
. 58V
o = o Neftflix 6
their subscription . 2
h . Working radio 490
|
cnoices. Tablet / iPad y 3
MCIﬂy COﬂﬂﬂUG TO hCIVG Chromecast or other device 351045
access to key devices, but — 28
f 1_ . TO Games console é
ewer .repor ] SKVTV _2%6
subscription services, / 28
] 5 5 5 . s 25V ®
indicating more selective Disney+ 4
choices about which PVR 6.0, My Sky/Freeview [ 14
services to keep. ooy, 13T

Smartphone and smart TV
access continues to grow,
while Chromecast use

PC or laptop (personal use)

Connected / Smart TV

AppleTV

/I 6%1

Fi% 22

Source: Q14. Which of the following, if any, do you personally own or have daily access to¢ Q14.
You mentioned you have a working TV. Is this a Smart TV that can connect to the Internete
Base: All respondents, 2024 (n=1404), 2026 (n=1701).

Significantly higher than 2024 A
Significantly lower than 2024 ¢

declines.
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Younger audiences, Maori and Pacific peoples are more likely to have access to
some subscriptions and gaming consoles.

Access to devices and services - demographic breakdown

%
Age Ethnicity
Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples
100
90
80

70
. . A_\
. \

40

|

30

20
10 \g

=@ N etflix —@-— Chromecast or other device —@— Games console =@ Disney+ Neon

Proportion who have access——»

Source: Q14. Which of the following, if any, do you personally own or have daily access to¢ Q14. You mentioned you have a working TV. Is this a Smart TV that can connect N .
to the Internet?2 Significantly higher than rest of sample A

Base: All respondents 2026 (n=1701). Significantly lower than rest of sample §/
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Older audiences remain more connected to broadcast platforms such as TV and
radio.

Access to devices and services - demographic breakdown

%
Age Ethnicity
Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples
100
90
ﬁﬁ
% 80
[ J
o 70
O
o 60 °
_g / D
o 50 ®
E
- 40
0
= 30 /A—
O
o [ J
2 20 v
o
10
0
=8 Working TV (any type) —@— Connected / Smart TV =@\ orking radio == SkyTV PVR e.g. My Sky/Freeview

Source: Q14. Which of the following, if any, do you personally own or have daily access to¢ Q14. You mentioned you have a working TV. Is this a Smart TV that can connect N .
to the Internet?2 Significantly higher than rest of sample A

Base: All respondents 2026 (n=1701). Significantly lower than rest of sample §/
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Captioning use
extends across a
sizeable share of

viewers.

Around two in five viewers
now use captions when
watching TV or streaming,
indicating broad uptake
across audiences. Audio
description remains less
common, but its use has
increased since the
previous wave.

Verian | NZ On Air - Irirangi Te Motu

Use of captions or audio description over time

m2018 2020 m2021 ®m2023 m2024 w2026

Captioning question changes Higher among:
2024 and previous — TV only, focused © 15-39s (55%)
on English subtitles for accessibility * Asian peoples (55%)
2026 - TV and streaming, broader * Pacific peoples (52%)
definition of captioning -
same-language text as spoken on T
screen High
R igher among:
1427 . 15395 (17%)
i i « Asian peoples (25%)
P A
| | | | 13%
| | | i 9%
Captioning Audio description

Source: Ql1a. Do you ever use audio description while you are watching TV or streaming on

demand video? Q11b. Do you ever use captioning while you are watching TV or sfreaming on

demand video?

Base: All respondents, 2018 (n=1809), 2020 (n=1511), 2021 (n=1420), 2023 (n=1408), 2024 (n=1404),

2026 (n=1701). Significantly higher than 2024 A

Note: Caption question broadened in 2026, so previous results are not comparable. Significantly lower than 2024 W
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TVNZ and YouTube
now each reach more
than half of New
Zealanders daily.

Both providers have
strengthened since 2024
and maintain the largest
daily audiences among the
providers shown.

TVNZ includes:
TVNZ 1
TVNZ 2
Duke
TVNZ+

Three includes:
« Bravo
Eden
Rush
Three
ThreeNow

SKY includes:
+  SKY Open (previously Prime)
SKY Sport (any channel)
SKY Movies (any channel)
SKY Kids 101
Any other SKY channels (excluding above)
Neon

Verian | NZ On Air - Irirangi Te Motu

Daily audience by provider
%

A
TVNZ 53

. . . 52 A
YouTube (for video or music, including premium)

4

I

Neftflix

Facebook (for video)

Spotify

Three*
24

21v

SKY (all channels + on demand)** o

Source: Q3, Q4a, Q4b, Q4c, Q5b

Base: All respondents, 2024 (n=1404), 2026 (n=1701).

Note: *2024 results for Three are shown as Warner Brothers Discovery. **The list of Sky channels was simplified to
reduce survey fatigue compared to 2024 so caution is needed when interpreting.

m 2026
m 2024

Significantly higher than 2024 A
Significantly lower than 2024 W
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YouTube still leads
global video, with
only minor changes
elsewhere.

Daily reach is largely
unchanged across
platforms since 2023, with
small rises and falls
occurring within a stable
overall ranking.

Verian | NZ On Air - Irirangi Te Motu

Daily audience over time - Global video sharing platforms

%
ey = 2026
YouTube (for video) 43 2024
44
2023
DN 33
Facebook (for video) 36
36
P 25
Instagram 27
25
B 17
TikTok 18
19
W v
Snapchat 9 « 15-24s are more likely to use the top 5
11 platforms except Facebook.

Pacific peoples and Asian peoples are
more likely to use all top 4 platforms.
+ Maori are more likely to use Facebook.

4

X (previously Twitter) 5
5

WeChat | 1

Twitch

Source: Q4c. Thinking about yesterday overall, please indicate which of the following social media or o )
video sharing platforms you used to watch video? Slgnlflgontly higher than 2024 A
Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Significantly lower than 2024 W
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Daily audience - Total TV - Linear and BVOD mix

%
The : ecosystem : Total V. daily - ;5o 83% 60% 83%
remains stable despite reach
: : . BVOD only 14% L 13%
8%
wider media shifts Soih oo
. .. 15%
between subscription and and BVOD
. . . Linear TV
non-subscription media. only
The balance between linear and N Hgggkzi%g;)
BVOD audiences has changed little
in recent years, with only a slight
increase in linear TV viewers only. 2021 2023 2024 2026

Source: Q1. First, we'd like to ask you about the different types of entertainment or o )
media you used yesterday. Significantly higher than 2024 A

Base: All respondents, 2021 (n=1420), 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Significantly lower than 2024 W
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Daily audience over time - Linear TV channels

%
TVNZ 1 3 :‘7‘ 2026
2024
. TVNZ 2 ]1'15’ o3
Linear TV channel Thres ¥
audiences have srovo ¥ 4

largely held steady
since 2023.

Sky Open (previously Prime)

Whakaata Mdori

#—) Higher among Mdori (6%)

DUKE §
Daily reach for most linear Rush [
TV channels remains eden [ 3

consistent, while TVNZ 1 has
slightly strengthened its

SKY Sport (any channel)*

SKY Movies (any channel)* 2
lead.
SKY Kids 101* | !
Any other SKY channel (excluding Sport, Movies 4 Other channel mentions:
and Kids 101)* Al Jazeera
5 HGTV
Other TV Channel 23 Shine TV

Source: Q3. Thinking about yesterday overall which of the following live TV channels did you watch?2

Significantly higher than 2024 A
Significantly lower than 2024 W

Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).
Notes: *New categories to simplify question.
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Daily audience over time - NZ BVOD

%
2026

26 2024

TVNZ+ 26 2023

NZ BVOD 27
audiences have

remained stable oo [ 10
over time. 7

TVNZ+ confinues to lead, 5
while other services hold Sky OnDemand/SKY GO
similar audience levels to

recent years.

1Y —> Higher among:
o « Maori (6%)
Maori+ 2 » Pacific peoples (4%)

2

Source: Q4a. Thinking about yesterday overall please indicate which of the following free welbsites or
apps you used to stfream content such as TV shows or movies?2

Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Significantly higher than 2024 A

Significantly lower than 2024 W
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Source of awareness of NZ made TV Shows

%
6 O/ Can find NZ 7Y %206
5 0 ShOWS eCISily TV promos - Linear or BVOD 48 57 2024
39 2023
Social media 37
37
NZ-made shows are |  p— s
Friends and family 40
- 39
generally easy tO flnd’ | 254 <— Thesmallincreases in channel
. . Surfing through channels 22 surfing and onscreen guides
with awareness coming Z o homlicen:

I 16A €——— outwhat's on offer

from multiple routes. Onscreen programme guide ‘I‘|35

5
Awareness comes from a range of sources Radio - commentary, reviews, interviews 14
including TV promos, social media and R
word of mouth, rather than a single Websites other than social media and TV sites 12
platform. 12
124
Newspapers and magazines 8
9
10
Billboards / outdoor advertising 11

Source: Q13. Below are some things people have said about New Zealand TV
shows or New Zealand music. For each one, please tell us how strongly you agree
or disagree.

Base: All respondents, 2026 (n=1701).

Note: *Those who responded slightly or stfrongly agree. Question is new fo 2026.

Source: Q7. In which of the following ways do you usually become aware of New
Zealand made TV shows?

Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).

Note: *Billooards / outdoor advertising added in 2024.

Significantly higher than 2024 A
Significantly lower than 2024 ¢
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Social media and whanau networks play a stronger role in awareness among
younger, Maori and Pacific audiences.

Source of awareness of NZ made TV Shows - demographic breakdown

%
Age Ethnicity
Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples

100

90
o 80
3o
83 7
32 40
EF
=0 50
o C
Cc un
2> 40 o
5o
=70
50 30
ol =
= %‘Rﬂ

[
10 ° &
0

=@ Social media =@ Friends and family —8— \Nebsites other than social media and TV sites =@—2Billboards / outdoor advertising

Source: Q7. In which of the following ways do you usually become aware of New Zealand made TV shows?2 - .
Base: All respondents 2026 (n=1701). Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Older audiences rely more on TV ads, channel surfing, onscreen guides and print
media.

Source of awareness of NZ made TV Shows - demographic breakdown

%
Age Ethnicity
Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples
100
90
= 80
39
Q
5 Ua 70
S0
o3 60
2¢
=0 50
O C [ J
c un
i > 40
23 —
50 30
aE °
o 20
& ° V— o= — —C—
° Py = e .
10 % _ ——C — °
v/. —
0
=@=TV promos - Linear or BVOD =@ Surfing through channels =@— Onscreen programme guide —8— Newspapers and magazines

Source: Q7. In which of the following ways do you usually become aware of New Zealand made TV shows?2 - .
Base: All respondents 2026 (n=1701). Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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With more choice
and rising costs,
SVOD viewers
appear to be more

selective.

Netflix remains the clear
leader in SVOD viewing,
despite a gradual easing in
daily reach. At the same
time, several other services
show incremental growth,
while the overall platform
hierarchy remains stable.

Verian | NZ On Air - Irirangi Te Motu

Daily audience over time - SVOD

%

Netflix

Disney+

Amazon Prime

Neon

SkySport Now

Apple TV+

CrunchyRoll

Other

I 338 —> Higher among:

42 ¢ 15-39s (44%)

36 « Maori (42%)
S 11 —> Higher among:
113;1 . 15-39s (16%)

9 « Maori (16%)
7
I 10 —> Higher among:
1101 « Asian peoples (15%)
5 15-39s (14%)
4
YN
4
8
6
2
M 5
5
5
W 4A Growth in daily use among select
5 SVODs indicates that remaining
subscribers may be getting more
value from the services they keep,
1 2A aligning with the increase in SVOD
1 fime spent and decrease in reach.
M 5
5
3
6

Source: Q4b. Thinking about yesterday overall please indicate which of the following subscription
welbsites / services you used to stream content such as TV shows or movies?e

Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).

Note: Some SVODs not observed in previous years.

+ Pacific peoples (47%)

m 2026
2024
2023
2021
2020

Other SVOD mentions
(by 1% or fewer):
e Hulu

BBC iPlayer

Acorn

FITV

Hayu

IQIYI

Mubi

Ororo

Stan

Significantly higher than 2024 A
Significantly lower than 2024 ¢
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NZ online video
shows modest,
broad growth.

Several NZ online video
sites have grown their daily
audience since 2024,
poinfing to wider viewing of
local online news video
rather than growth driven
by a single publisher.

Verian | NZ On Air - Irirangi Te Motu

Daily audience over time - NZ online video sites
%

NZ Herald

Stuff

TVNZ ONE News (online)

Radio NZ / RNZ

Three Newshub (online)

Newsroom

The Spinoff

Coconet.tv

13 A —> Higher among Asian peoples (19%) 2026

10 2024
19 2023
12
11
12
8 A
5
4
6 A
3
3
2
3
3
1
1
1
1
1
2
1 —> Higher among Pacific peoples (3%)
1
<1

Source: Q4d. Thinking about yesterday overall, which of the following New Zealand sites did you use

to watch video online?
Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).

Significantly higher than 2024 A
Significantly lower than 2024 ¢
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While online listening
has grown over the
decade, broadcast
remains the main
platform for radio

audiences.

Nearly one in 10 New Zealanders
listen fo a mix of online NZ radio as
well as broadcast radio.

Verian | NZ On Air - Irirangi Te Motu

Daily audience - Total radio — Broadcast and online mix
%

Total radio daily reach

Online NZ radio only

Both online and broadcast

Broadcast radio only

44%

5%

2026

Source: Q1. First, we'd like to ask you about the different types of entertainment or

media you used yesterday.
Base: All respondents 2026 (n=1701).
Note: Added to report in 2026.

—> Higher among 60+ (42%)
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Spotify remains
dominant, despite
a softer daily
audience this year.

Other platforms remain
much smaller, with
YouTube (for music) the
only service approaching
comparable scale.

Verian | NZ On Air - Irirangi Te Motu

Daily audience over time - Music streaming platforms

%

Spotify

YouTube (for music)

Apple music

iHeartRadio

Rova

Soundcloud

27 Y —> Higher among 15-39s (44%)

35
33
20 —> Higher among:
18 » Pacific peoples (35%)
18 + Asian peoples (31%)
15-39s (27%)
4 —> Higher among:
3 + Asian peoples (6%)
3 s 15-39s (6%)
3A
1
3
2
2
2
1
1
2

Source: Q5b. Thinking about yesterday overall, which of the following did you use to stream music

online yesterday?

Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).

2026
2024
2023

Significantly higher than 2024 A
Significantly lower than 2024 W
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Would listen to NZ Source of awareness of new music (in general)

O music more, if it came
4 | O up on their music Streaming services (Spotify, [IEEEEEEE————— 47756 = 2026

. . YouTube, etc.
sfreaming service® | —r 2024
Friends and famil 44
Y 46 2023
. . . . [ 38v
O NZ radio stations on radio or online 427
/ ACTIYGW Ic?ok for NZ - — 1
() music to listen to* nstagram 1.1
]
TikTok 1179
20
. . : . . Live performances 11(;
Music discovery sits within a 9
. . Websites such as podcasts, music [l 78
diverse mix of channels and review sites, blogs. gig guides | a’y
3 Newspapers and magazines - 67
influences. 7
Video games —
While four in ten actively look for NZ music and °
. . op o - 6
oThers are open to Ils’r.en.mg if it surfaces, In shops 7
discovery of new music in general draws on e 57
multiple sources - including streaming services, Overseas radio stations online 4
friends and family, and radio - rather than one w5
single channel. some otherway |8 4
. [ 14A
None, don't often hear new music 11
Source: Q13. Below are some things people have said about New Zealand TV 9
shows or New Zealand music. For each one, please tell us how strongly you agree
or disagree. Source: Q12. In which of the following ways, if any, do you usually find out about
Base: All respondents, 2026 (n=1701). new music?e Significantly higher than 2024 A
Note: *Those who responded slightly or stfrongly agree. Question is new fo 2026. Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701). Significantly lower than 2024 W
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Younger audiences discover music through streaming and social media, while older
audiences rely more on radio.

Source of awareness of new music - demographic breakdown

%
Age Ethnicity
Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples
100
90
) 80
=
33 70
—o (%]
cO
=S 60
Q20
(%]
22 =0 °
c E . ——
O3 40 °
To
O c
Q 30
92
%9 20 (]
O [
10
0
=@ Streaming services (Spotify, =@ Friends and family —@=— N7 radio stations on radio or online —@=—|nstagram =@=—TikTok

YouTube, etc.)

Source: Q12. In which of the following ways, if any, do you usually find out about new music? - .
Base: All respondents 2026 (n=1701). Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Podcast discovery
follows a similar
path, with
audiences drawing
on multiple
channels and
recommendations.

Social media, RNZ, NZ
Herald and Stuff are
increasingly mentioned as
ways listeners find new
podcasts, pointing to a
broader discovery mix than
in 2024, where a smaller
share of the audience are
now finding new podcasts
on Spotify.

Verian | NZ On Air - Irirangi Te Motu

Source of awareness of new podcasts
%

Spotify

Social media
Friends and family
Infernet search
Radio NZ / RNZ podcasts
NZ Herald

Apple Podcast app
Stuff

Audible

ifunes

Pocket Casts
Stitcher

Another way

Don't know

Source: Qé. In which of the following ways do you find new podcastse

Base: All podcast listeners 2023 (n=245), 2024 (n=250), 2026 (n=328).

e 37V
" 53 m 2026
T 36 A 2024
27
30 2023
I 23?67
_'|6 22
25
ﬂ 18A
4
* 16 A
10
]
!
s 10Aa
5
7
. 7
4
7
f
=3
4
3
B3
1 Other sources mentions:
2 * YouTube
I 1% . Castbox

)

Significantly higher than 2024 A
Significantly lower than 2024 ¢
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While the overall
hierarchy of platforms
has remained largely
stable, TVNZ 1 has
overtaken Netflix as the
second most-used
platform overall,
suggesting a modest
shift back towards
broadcaster content
and/or greater
fragmentation within
the streaming
landscape.

Verian | NZ On Air - Irirangi Te Motu

Top 8 platforms, channels or sites reach over time

%
e ey e ot YouTube (for video) R :1134
video sharing platform viv 44
I 374
Most popular linear TV TVNZ 1 32
34
I 34
Most popular SVOD Neftflix 38
42
I 33
Faceboook (for video) 36
36
Most popular music : I 27 Y
. Spotify 35
streaming 33
I 25
Most popular NZ BVOD TVNZ+ 26
27
I 25
Instagram (for video) 27
25
I 20
YouTube (for music) 18
18

Source: Q3 TV channels, Q4a NZ BVODs, Q4b SVODs, Q4c global online video platforms, Q4d NZ
online video platforms, Q5b music streaming sites.
Base: All respondents, 2023 (n=1408), 2024 (n=1404), 2026 (n=1701).

m 2026
2024
2023

Significantly higher than 2024 A
Significantly lower than 2024 W
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Recent viewing of NZ-made shows

NZ-made shows reach
many New Zealanders,

- = Don't know

Higher among: 13% Not sure if show was from NZ

but viewing is often | Ao pecpies 19%
occasional.

21% A month or more ago

- In the last couple of weeks

8%
Around half of New Zealanders

0 1% In the last week
watched a NZ-made show in the 49 /O |

1% In the last few days

couple of weeks prior to filling out
. . . Recently watched a
the survey. One in five said they last NZ-made show - = Yesterday

did a month or longer ago and the Higher among 60+ (57%) ot o
y 0 osrrecent Tme
rest aren’t sure when they last did or watched G New

if what they watched was NZ-made. ZeoloEd made
show

Source: Q7a. When was the last time you watched a New Zealand made show?

Base: All respondents, 2026 (n=1701). L .

Note: A new question to 2026 reflects recency among those able to recall NZ-made Significantly higher than 2024 A
viewing, rather than establishing whether people have ever watched NZ content. Significantly lower than 2024 W
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Comedy stands out
for both broad
appeal and a
first-choice
preference for New
Zealanders.

Most genres show similar
patterns between overdall
appeal and first
preference. Sport stands
out for having a higher
first-choice preference
relative to its overall
appeal, poinfing to a more
concentrated but
committed audience.

Verian | NZ On Air - Irirangi Te Motu

Genre preferences, including primary preferences

%

Comedy

Documentary

Drama

News and current affairs
Crime

Thriller

Sport

Science Fiction
Adventure

Lifestyle (cooking and travel)
Quiz / Game shows
Reality TV

Fantasy

Animation

Romance

Education

Musical

Soap operas

Talk shows

| First preference

35
32
26
24

23

20 Higher first preference than

19 overall appeal (relative to
others above it) suggests

18 strong but narrower appeal

16
13
13

1
9
9
8

é
4
3
2

Source: Q13b. Of the list below, what are your top three most preferred genres?
Base: All respondents, 2026 (n=1701).
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Content preferences change with age, shifting from entertainment to information as
younger audiences lean towards lighter genres...

Genre preferences - demographic breakdown
%

Age Ethnicity

Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples
50

45
40

35 ° e~ /

30

25

20

15

Proportion who prefer genre ——»

o
10 o=

=@ Comedy =@ Adventure —@—Recality TV =—@—Fanfasy

Source: Q13b. Of the list below, what are your top three most preferred genres? - .
Base: All respondents, 2026 (n=1701). Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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...and older audiences show a strong preference for news and factual content,
reflecting evolving viewing needs and motivations as audiences get older.

Genre preferences - demographic breakdown

%
Age Ethnicity
Total 15-24 25-39 40-49 50-59 60+ Pakeha Maori Pacific peoples  Asian peoples
60
I 50
o
c
o
. 40
QD
L
o ()
o 30 p —
c
2 [
[ J
o2 20 —
3 .
9 [ J
o 10 \ -
0

=@ Documentary =@ Drama —@—News and current affairs =@=—Quiz / Game shows

Source: Q13b. Of the list below, what are your top three most preferred genres? - .
Base: All respondents, 2026 (n=1701). Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Many New Zealanders agree NZ content matches overseas quality and builds pride.

Perceptions of quality are slightly stronger for music than for shows, while feelings of pride are equally strong across both.

NZ content is just as good quality as overseas content
% slightly/strongly agree

NZ content strengthens national pride
% slightly/strongly agree

pd
~

\ 4

Maori and Pacific
peoples are more
likely to agree
across all four
statements than
other ethnic groups

NZ music makes me a little NZ shows make me a little
prouder to be a New prouder to be a New
Zealander Zealander

NZ music is just as good NZ shows are just as good
quality as international music  quality as overseas shows

Source: Q13. Below are some things people have said about New Zealand TV shows or New Zealand music. For each one, please tell us how strongly you agree or disagree.
Base: All respondents, 2026 (n=1701).
Note: Question is new to 2026.
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NZ-made shows are valued for reflecting NZ people, places and experiences.

Although many viewers do not consciously distinguish between NZ and overseas content when making viewing choices.

Agreement with statements about NZ shows

Mdaori and Pacific peoples are more likely to agree
across most statements than other ethnic groups

Seeing ourselves

| like seeing NZ faces and places on

Diversity of
content
How much
o I hardly ever think about whether
content origin shows are from NZ or overseas 61% i _ 347
matters

Social norms

My friends and family watch NZ shows

60% 21% 19%

Seeing myself
and my life

NZ shows reflect me, my life, and my
friends

50% 9% 40%

Connection to
culture

If there weren't any NZ shows, | would
feel disconnected from my culture

41% 9% 50%

m Strongly agree = Slightly agree = Don't know ® Slightly disagree m Strongly disagree

Source: Q13. Below are some things people have said about New Zealand TV shows or New Zealand music. For each one, please tell us how strongly you agree or disagree.
Base: All respondents, 2026 (n=1701).

Note: Question is new to 2026.
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What NZers say makes a good quality show - coded open-ended question
%

Storyline/good storyline

New Zealanders define

a “good quality show”

through its story, erpining
acting and Viewing Content/theme/subject
experience.

Production quality/editing/lighting

The acting 2 2 %

Casting and actors

When describing a good
quality show in their own
words, New Zealanders most
often point to story and
production, followed by acfing
and cast, and then how
engaging or entertaining the
show feels to watch.

Actors/cast
Interesting/engaging

Humour Relatable (8%)

O Maori and Pacific peoples also
O mention content that is:
In’reres’ring, furmy « Local, cultural, NZ stories (~7%)

and entertaining
Entertaining/enjoyable/fun

EEBHHHHEH

Source: Q13A. What makes a show good quality? o )
Base: All respondents, 2026 (n=1701). Slgmflgomly higher than 2024 A
Note: Responses with less than 5% not shown. Question is new to 2026. Significantly lower than 2024 W
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Recent viewers are more likely to see NZ shows as part of everyday life.

The biggest differences relate to finding NZ shows, a sense that others are watching them (a social norm) and feeling represented
by them, rather than quality alone.

Agreement with statements about NZ shows across non-recent viewers, and recent viewers of NZ-made shows

+23-26pts

Recent viewers
are much more
likely to see NZ
shows as visible,
widely watched

| can find NZ shows easily

My friends and family watch NZ shows

There is a wide variety of NZ shows

77%

74%

m Recent viewers of NZ-made
shows

m Unsure or non-recent
viewers of NZ-made shows

to see NZ shows
as culturally
important and
on par with
global content.

NZ shows are just as good quality as overseas shows

If there weren't any NZ shows, | would feel disconnected from my culture

and part of
everyday life.
NZ shows reflect me, my life, and my friends
+21-22pts NZ shows make me a little prouder to be a New Zealander 82%
Recent viewers
are more likely 76%

Source: Q13. Below are some things people have said about New Zealand TV shows or New Zealand music. For each one, please tell us how strongly you agree or disagree.
Base: All respondents, 2026 recent viewers (n=818), non-recent viewers (n=883).
Note: Question is new to 2026.
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S0, exposure to NZ
content 1s important,

but not in isolation...

€ the audiences? 2026 81 e Y



Positivity towards NZ shows is strongest among those who engage with both NZ and global content.

All viewing groups value NZ shows, but positivity is often strongest for those engaging with both NZ and global platforms, suggesting
they can be complementary rather than competing choices, and that the contrast may be amplifying appreciation of NZ shows.

Agreement with statements about NZ shows across NZ and overseas content audiences

Globally-oriented audiences Dual-engaged audiences (NZ + global) NZ-focused audiences
‘Viewers of SVODs and globall ‘Viewers of NZ BVODs, NZ online video ‘Viewers of NZ BVYODs and NZ
video platforms only’ platforms, SVODs and global video platforms’ online video platforms only’
Tend to be: Younger (15-39), Pacific or Asian peoples In their 40s or 50s Older (60+), Pakeha
| like seeing NZ faces and 78 84 A 87
places on shows
| can find NZ shows easily 61 71 A 63
NZ shows are just as good 58V 48 7
quality as overseas shows
My friends and family watch NZ 58 65 A 54
shows
There is a wide variety of NZ
49 60 57
shows % A
NZ shows reflect me, my life, 45V 56 A 50
and my friends
If there weren't any NZ shows, |
would feel disconnected from 3V 46 A 38

my culture

Source: Q13. Below are some things people have said about New Zealand TV shows or New Zealand music. For each one, please tell us how strongly you agree or disagree.
Base: All respondents, 2026 overseas viewers only (n=572), overseas and NZ viewers (n=795), NZ viewers only (n=238).
Note: Question is new fo 2026.

Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Broader media users
see more value in NZ
shows.

They are more likely to agree
that NZ shows are good
quality, easy to find and reflect
NZ people.

Verian | NZ On Air - Irirangi Te Motu

Agreement with statements about NZ shows by number of media activities done yesterday

A
86%
82% A
\V4
72% 78%
o 71% A
60% 74%
\Y 64%
A
58% 1%
63%
59% A
59%
v (]
o 48% .
\Y 48%
31% 40%
Focused users Moderate users Broad users
(did 0-2 activties day  (did 3-5 actfivties day  (did é+ acftivties day
before) before) before)

Source: Q13. Below are some things people have said about New Zealand TV shows or New Zealand
music. For each one, please tell us how strongly you agree or disagree.

Base: All respondents, 2026 focused media users (did 0-2 activities yesterday, n=326), moderate media
users (did 3-5 activities yesterday, n=864), broad media users (did 6+ activities yesterday, n=511).

Note: Question is new to 2026.

| like seeing NZ faces and places on
shows

NZ shows make me a little prouder to be
a New Zealander

| can find NZ shows easily

NZ shows are just as good quality as
overseas shows

NZ shows reflect me, my life, and my
friends

If there weren't any NZ shows, | would
feel disconnected from my culture

Significantly higher than rest of sample A
Significantly lower than rest of sample /
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Agreement with statements about NZ music by number of media activities done yesterday

e NZ music is just as good quality as

People Who engage o * 78% international music
with more media are
VAN @ NZ music makes me a little prouder to be a

more likely to value 63% o NZ music make
and seek out NZ , .~ 72%

o 58% e I would listen to NZ music more, but it doesn’t
mUSIC. A often come up on my music streaming
48% service

Broader media users are more v 407
: R 34% A
|||<e|y to rate NZ music hlghly, 48% | actively look for NZ music to listen to

. . \Y4 35%
feel proud of it and actively 27%
seek more of it.

Focused users Moderate users Broad users
(did 0-2 activties day (did 3-5 activties day (did é+ activties day
before) before) before)

Source: Q13. Below are some things people have said about New Zealand TV shows or New Zealand

music. For each one, please tell us how strongly you agree or disagree.

Base: All respondents, 2026 focused media users (did 0-2 activities yesterday, n=326), moderate media

users (did 3-5 activities yesterday, n=864), broad media users (did 6+ activities yesterday, n=511). Significantly higher than rest of sample A
Note: Question is new to 2026. Significantly lower than rest of sample /
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Nga mihi nui

Correna Matika Andrew Roberison

Ngati Kuri, Tainui

3 Powering decisions
Verlan that shape the world.
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