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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,
voices and culture. To do this effectively, NZ On Air I8 &
requires a clear, up-to-date understanding of how A&
New Zealanders are engaging with media across
platforms, formats and delivery methods.

Q
r 1
2.8 Target audience - Pacific peoples aged 15 and over.

= =l=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 L
consistent, single-source view of daily media
behaviour among New Zealanders aged 15 and

over.

T . . K 7 Sample size — 309 people. This was part of the larger “Where are the
Now in its latest wave, the study builds on previous @. audiences” 2026 sample of which we had booster samples of Pacific
years to show both a current snapshot of audience LN peoples 1o allow for robust subgroup analyses.

behaviour and how patterns of use are evolving over

time. This wave continues to frack reach and time

spent across a broad range of media, and newly

explores how New Zealanders experience and Method - Online (n=148) and phone (n=161) interviews. Weighting uses
engage with NZ content specifically, including the ‘Where are the audiences’ framework to maintain comparability
perceptions of quality and sentiments towards NZ 7 qcross reports and account for the booster sample of Pacific samples,
shows. based on 2023 Census data.

Verian \ NZ On Air - Irirangi Te Motu Where are the Pacific audiencese 2026 | 3



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 findings for Pacific peoples.
Companion reports provide deeper analysis of key
audience groups. Subgroup results are included only
where they add particular insight and have a
reasonable base size.

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

*  Where are the audiences 2026 (national report)
*  Youth (15-24)

«  Maori

* Asian peoples

Where are the Pacific audiencese 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, Maori+ 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

Pacific audiences are highly engaged media users who discover content socially, and
place strong value on content that feels relatable and reflective of their lives and

experiences.

01

02

03

04

Pacific audiences are deeply
engaged across media

Pacific peoples engage heavily across
video, music and gaming. Global video
reaches almost three-quarters of Pacific
peoples daily, while music streaming and
subscription streaming both reach more
than half.

Verian | NZ On Air - Irirangi Te Motu

Discovery is powered by
social networks

Social media, friends and family are
popular and consistent ways that Pacific
peoples find NZ shows and discover new
music.

Digital platforms shape
everyday media habits

Global video, streaming and social media
remain prominent throughout the day, but
established media still matters, with TVNZ 1

remaining among the most-used platforms.

NZ content resonates when it
feels relatable

Pacific peoples place strong value on
seeing NZ people, places and experiences
reflected in content. When describing
quality content, they are more likely to
point to stories that feel relatable, local
and frue.

Where are the Pacific audiencese 2026 |
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Pacific peoples survey sample

Gender

40%

Men Women

Age

38%
23%
9%

15-24 25-39 40-49

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

Rural area or farm

59%

Another gender

16%

50-59

14%
12%

6%

1%

14%

60+

68%

Region

Northland

Waikato

Taranaki

Auckland

Bay of Plenty

Hawke’s 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: Pacific respondents 2026 (n=309).

Note: Weights from “Where are the audiences 2026" data used.

Ethnicity

Pakeha

Maori 5%

Pacific peoples

Asian peoples 2%

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+
Don't know

Prefer not to answer

18%

100%

25%
15%
1%
14%
20%
8%
7%

Verian | NZ On Air - Irirangi Te Motu
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Pacific audiences move easily
across multiple media platforms

How Pacific peoples engage with different media day-to-day



Global video and SVOD lead Pacific peoples’ screen habits, while gaming now matches linear TV.

Screen and gaming reach over the past 5+ years

77% 77%
N?% 9% 74%, @ Global video platform
81% — )4%
51% e Z:? 58% ® svop
2 45% ° , ,

50%\ 39% @ Online gaming
29% 43% — 38% @ Linear TV

25% 32% ® \zBVOD

15; 29% __— . 26% @ \Z online video platform

o 27%
20%

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 Pacific respondents, 2020 (n=110), 2021 (n=105), 2023 (n=94), 2024 (n=94), 2026 (n=309).

Note: *WATA not conducted in these years so frend points are indicatively only. 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 Go" to 2023 “Watch all or part of a TV Significantly higher than 2024 A
show or other video content on TVNZ+/TVNZ Ondemand, 3NOW, Whakaata M&ori TV OnDemand/ Mdori + or SKY Go”. Significantly lower than 2024 '
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Music streaming remains dominant, and Pacific peoples are more likely to listen to physical music
formats this year.

Sound and podcast reach over the past 5+ years

63% 63% 62%
\ 55% 59% @ Online music streaming
39% 35% 37% 42% @ Radio broadcast
297/ 31% A @ CD/iPod / vinyl
17% 20% 227 ® Podcasts
14% 19% 2 23%
— 1% 10% 17% @ Online NZ radio
e
10% 8% 6% 12%
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 Pacific respondents, 2020 (n=110), 2021 (n=105), 2023 (n=94), 2024 (n=94), 2026 (n=309). S'Sgn'f.'?om'y higher than 2024 A
ignificantly lower than 2024 ¢

Note: *WATA not conducted in these years so trend points are indicatively only.
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Video, music and
streaming form the

core of Pacific media
habits.

Global video, music
streaming and subscription
streaming all reach more
than half of Pacific peoples
daily, while TV and radio
continue to attract sizeable
audiences.

Verian | NZ On Air - Irirangi Te Motu

Daily reach across all platforms 2026
%

Global video sharing platform [ 74 —> I(—;ig%eromong 15-49
Music streaming [ 59 —> Higher among 15-49 (66%)
svoD I, 58
Total TV (Linear and NZ BvOD NeT) [ 51
Total radio (broadcast and online NET) [ NNNNEGEGEGE 44
News articles || NG 43 —> Higher among 50+ (57%)
Radio broadcast [N 42
Online gaming |G 39

Linear v [ 38 —> Higher among 50+ (57%)
Nz svoD [ 32

cb/iPod/ Vinyl [ NG 31

NZ online video platform [ NN 26

Podcasts |GG 23

Online NZ Radio || GG 17

Magazines [l 7

Source: Q1. First, we'd like fo ask you about the different types of entertainment or media you used yesterday.
Base: All Pacific respondents 2026 (n=309).

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 nof.

Where are the Pacific audiencese 2026 | 11



Global video
remains the leading
screen activity
throughout the day.

Nearly half of Pacific

peoples use global video
platforms during both
daytime and evening
periods, while streaming
and gaming remain
consistently popular
throughout the day.
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Daily screen and gaming reach across the day

% @ Clobal video platform

@® Lincar1v
SVOD
@ Online gaming
@® NzZBVOD
NZ online video platform

48

9

~ 3

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 Pacific respondents 2026 (n=309).
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Music remains part
of Pacific audiences
everyday routines.

'

Music streaming reaches
more than a third of Pacific
peoples before 9am and
almost half during the day.
Physical music formats also
attract sizeable audiences,
particularly during daytime
hours.

Verian | NZ On Air - Irirangi Te Motu

Daily sound and podcast reach across the day

7% @ Online music streaming
@ Radio broadcast
CD / iPod / vinyl
45 @ Podcasts
@ Online NZ radio

35

29

28
x
15
12 12
12 1
9
11 7
9 10 .
3 6 4
.| 3 33
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 Pacific respondents 2026 (n=309).

Where are the Pacific audiencese 2026 | 13



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

Global video sharing platform ‘ 61 m 2026
. 2
49

SVOD m 2024

Total TV (linear TV and NZ BVOD NET) [ 33 0
Peak tlme habltS Online music streaming _337

remain broadly onine garming NS *'
stable compared to tineor v+ | 2

2024 vzovoo [ 3!
d " b " News arficles (online or hard copy)* — 20

Evening media habits have

. . i i F 18 A
changed little, which may Cb/iFod /iyt s
sugges’r that Pacific Total radio (broadcast and online NET) -1;4
oudierjces are seﬁling info NZ online video platform [0
established viewing and : 13

Radio broadcast 1

listening routines.

Podcast r7 12

Online NZ radio ' 34

Magazines r13

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

Base: All Pacific respondents, 2024 (n=94), 2026 (n=309).

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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Daily reach summarised and compared with 2024

%
00 sha ey = 2026
Screen Global video sharing platform 7;7 2024
svop NS 586 )
: : - I 35
Daily reach remains Linear TV 34
relatively stable nzevop N 32,
dCross mOSt NZ online video platform I 2267
platff)rrns, alt.hough — —
physical music
f()rmats Continue t() Sound Online music streaming 522
. oo E— 2
grow In importance. Radio broadcas! 37
CD /iPod / vinyl ? 314
Online NZ radio I };
Podcasts Podcast NN 23

22

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

Base: All Pacific respondents, 2024 (n=94), 2026 (n=309). Significantly higher than 2024 A

Significantly lower than 2024 W
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Compared to New
Zealand overall,
Pacific peoples are
more likely to use
global video, music
streaming, SVOD
and physical music
media on a daily
basis.

Verian | NZ On Air - Irirangi Te Motu

Daily reach summarised and compared with total NZ

%
. o
Global video sharing platform _ 745 SN
62 m Total NZ
, : , 594
Online music streaming ”
58 A

Radio broadcast

!I
W w
~o~o_h

N

Online gaming

w
o
<

Linear TV

(3]
—

NZ BVOD

w
w
-hN

CD /iPod / vinyl

—
~
9N
w
—
>

NZ online video platform

!
Rl O
X

Podcast

17

Online NZ radio 14

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

Base: All Pacific respondents (n=309), 2026 (n=1701). Significantly higher than rest of sample A

Significantly lower than rest of sample /
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Time spent reinforces the strength
of digital media

How long Pacific audiences spend with each platform



On-demand video
attracts the most

attention.
Global video, subscription

sfreaming and music
streaming account for the
largest share of daily fime
spend among Pacific
audiences.
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Daily average time spent across platforms among all Pacific peoples 2026

Minutes

Global video sharing platform _ 122
R e7
D 92
R g
_ 66 —> Higher among 50+ (115 mins)

Total TV (linear TV and NZ BVOD NET)
SVOD

Online music streaming

Linear TV

Online gaming

Total radio (broadcast and online NET)
Radio broadcast

NZ BVOD

CD / iPod / vinyl

Podcast

NZ online video platform

Online NZ radio

N 63
N 58
I 46
I 3
I 2

B 17

B 3

- R

Source: Q2. Between [fime period], please indicate about how long you [spent doing activity] fore
Base: All Pacific respondents with valid time spent data for each platform post-data cleaning 2026 (n=308 to 309).
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Compared with New
Zealand overall,
Pacific peoples
spend more time
watching global
video, streaming
content, listening to
music and gaming.

Verian | NZ On Air - Irirangi Te Motu

Daily average time spent among all Pacific peoples compared with total NZ

Minutes

122 A m Pacific peoples
m Total NZ

\‘|

Global video sharing platform 9

Online music streaming m 86 A
Linear TV
Online gaming m 63
Radio broadcast -654
NZ BVOD ‘1 39
CD /iPod / vinyl Ezﬂ A

17
Podcast 16
NZ online video platform 1123
Online NZ radio 11

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

Base: All Pacific respondents (n=~309), total NZ 2026 (n=~1701). significantly higher than rest of sample A

Significantly lower than rest of sample /
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High reach aligns with heavy use

How reach and time spent work together



Global video,
music streaming
and subscription
streaming
combine broad
reach with
substantial time
spent.

Verian | NZ On Air - Irirangi Te Motu

Daily reach and time spent among all Pacific audiences

140
5

g 120
5
L

£ ETV
0 O
o<

] o
b >

60

40

20 Podcasts ®
Online NZ radio @
0
0% 10% 20%

[}
Global video
sharing platform

Total TV (NET) ®
SVOD @

Online music streaming ®

i [ ]
Onling SShi¥ S e

Total radio (NET) @

® Radio broadcast

(]
NZ BVOD

® CD /iPod / Vinyl
® NZ online video

30% 40% 50% 60% 70% 80%

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 Pacific respondents (n=309).

Note: Total TV includes those who watched linear TV or NZ BVOD.
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Access supports strong streaming
behaviours

What people have access to, and how that influences behaviour



Access to streaming
subscriptions,
connected devices and
gaming consoles
supports stronger

engagement across

digital media.
Nearly 3 quarters have
access to Netflix, and 4in 10

have access to Disney+ and
gaming consoles.

Verian | NZ On Air - Irirangi Te Motu

Access to devices and services compared to total NZ

%
Smartphone
Working TV (any type)
Netflix
Connected / Smart TV
PC or laptop (personal use)
Chromecast or other device
Working radio
Tablet /iPad
Disney+
Games console
SKY TV
Neon
PVR e.g. My Sky/Freeview

AppleTV

Source: Q14. Which of the following, if any, do you personally own or have daily access to¢ Q14.

13

16
16

16
12

You mentioned you have a working TV. Is this a Smart TV that can connect fo the Internet?

Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).

90 m Pacific peoples
m Total NZ

Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Netflix, Disney+ and Apple TV are widely accessible across all ages, but access to gaming consoles is
concentrated among younger Pacific audiences.

Access to devices and services - demographic breakdown

%
Age Gender
Total 15-24 25-49 50+ Men Women

100
I 90

80
% ° - o— -
O
o 60
O
<
o 50 o>
E
AR — —
0
5 30
(O
2 20
o P O — — o— °

10

0

=@ Netflix =@—CGames console =@ Disney+ —@=— Apple TV

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 Pacific respondents (n=309). Significantly lower than rest of sample §/
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Access to TVs, radios and SKY increases with age, highlighting different media environments across
generations.

Access to devices and services - demographic breakdown
%

Age Gender

Total 15-24 25-49 50+ Men Women
100

90

70

60

50 =0

40

()

20

Proportion who have access——»

10

=&\ orking TV (any type) =@ Working radio =@==SKY TV

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 Pacific respondents (n=309). Significantly lower than rest of sample §/
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Just over half of
Pacific peoples use
captions, and this

is higher than the
wider NZ

population.

Verian | NZ On Air - Irirangi Te Motu

Use of captions or audio description compared to total NZ

m Total NZ m Pacific peoples

52%

13% 15%

Captioning Audio description

Source: Q11a. 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 streaming on

demand video? Significantly higher than rest of sample A
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701). Significantly lower than rest of sample §/
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Global platforms lead, but familiar
local brands still matter

Where Pacific peoples spend their viewing time within each platform
ecosystem



YouTube, Netflix and
Facebook sit at the
centre of Pacific
viewing.

Global platforms dominate
daily viewing, while TVNZ

remains one of the most-
used media brands.

TVNZ includes:

e TVNZI1
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 compared to total NZ

%
YouTube (for video or music, 612 —> Higher ® Pacific peoples
including premium) among m Total NZ
men (72%)

Netflix

Facebook (for video)

40V —> Higher among 50+ (58%)

53

TVNZ

. 31 —> Higher among 15-24 (49%) and women (37%)
Spotify

Three*

18
2]

SKY (all channels + on demand)**

Source: Q3 TV channels, Q4a NZ BVODs, Q4b SVODs, Q4c global online video platforms, Q5b music
streaming sites. o )
Base: All Pacific respondents (n=408), total NZ 2026 (n=1701). Significantly higher than rest of sample A

Significantly lower than rest of sample /
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Social media video
platforms reach
large Pacific
audiences.

Pacific peoples are
especially active on
Facebook, Instagram and
TikTok, reflecting the
importance of social media
video platforms in
everyday media use.

Verian | NZ On Air - Irirangi Te Motu

Daily Pacific audience compared to total NZ - Global video sharing platforms

%
YouTube (for video)
44
) 45 A
Facebook (for video)
33
38A —> Higher among 15-49 (48%)
Instagram
25
_ 34 A\ —> Higher among 15-49 (40%)
TikTok 17

Snapchat

53 A —> Higher among m Pacific peoples
men (65%) m Total NZ

X (previously Twitter)

Twitch

WeChat

Source: Q4c. Thinking about yesterday overall, please indicate which of the following social media or o )
video sharing platforms you used to watch video? Significantly higher than rest of sample A
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701). Significantly lower than rest of sample §/
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Though relatively
lower compared to the
total population,
TVNZ 1 remains the
leading linear TV
channel for Pacific
peoples.

Although digital platforms
dominate Pacific audience
viewing, TVNZ 1 continues
to attract the largest daily
audience among television
channels.

Verian | NZ On Air - Irirangi Te Motu

Daily Pacific audience compared to total NZ - Linear TV channels
%

25V —=> Higher among o
1 | 5SS = pacifc peoples
|
TVNZ 2 - 1]% Total NZ
Thiee o1

Bravo I %

Sky Open (previously Prime) Lss
Whakaata Maori r13
DUKE g%

Rush lozv
Eden le

SKY Sport (any channel) %

SKY Movies (any channel) I %

SKY Kids 101 ;9
Any other SKY channel (excluding Sport, Movies l 3
and Kids 101) 4
Other channel mentions:
Other TV Channel . g + Al Jazeera

Source: Q3. Thinking about yesterday overall which of the following live TV channels did you watch?2
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701). Significantly higher than rest of sample A
Significantly lower than rest of sample /
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TVNZ+ remains
the main free
streaming

destination.

Maori+ attracts a relatively
larger audience from
Pacific peoples than the
total population.

Verian | NZ On Air - Irirangi Te Motu

Daily Pacific audience compared to total NZ - NZ BVOD

%
21

TVNZ+

26
11

ThreeNow
10
[
5
- VAN
1

Sky OnDemand/SKY GO

Maori+

Source: Q4a. Thinking about yesterday overall please indicate which of the following free welbsites or
apps you used to stream content such as TV shows or movies?
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).

B Pacific peoples
m Total NZ

Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Can find NZ

72 % shows easily*

+7pp than total NZ (65%)

NZ show discovery is

highly social.

Social media and friends and family are
the two most common ways Pacific
peoples become aware of NZ-made
shows, and much higher than the wider NZ
population.

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 Pacific respondents (n=309), total NZ 2026 (n=1701).

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

Verian | NZ On Air - Irirangi Te Motu

Source of awareness of NZ made TV Shows compared to total NZ

%

Social media

502

Friends and family
38

TV promos - Linear or BVOD 50+ (60%)

47

27 —> Higher among

Surfing through channels - S0+ (38%)

Radio - commentary, reviews, 2N

inferviews

2N
Billboards / outdoor advertising

17
13

Websites other than social
media and TV sites

16

Onscreen programme guide 16

9 —> Higher among

Newspapers and magazines 12 50+ (19%)

Source: Q7. In which of the following ways do you usually become aware of New
Zealand made TV shows?
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).

Higher amon
60N —> 25?49(58%) S m Pacific peoples

m Total NZ

453 —> Higher among

Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Pacific peoples are
more likely to
watch Netflix than
the wider
population.

Neftflix reaches almost half
of Pacific peoples daily,
while Disney+, Prime Video
and Sky Sport Now also
atftract sizeable (though
relafively smaller)
audiences.

Verian | NZ On Air - Irirangi Te Motu

Daily Pacific audience compared to total NZ - SVOD

%

47 A m Pacific peoples
m Total NZ

Disney+

Amazon Prime

9/ —> Higher among men (17%)
SkySport Now 5
6
)

Neon

2
Apple TV+
4
2
CrunchyRoll
2 Other SVODs mentions:
« Hulu
9A — « BBCiPlayer
Other «  YouTube
5 + Hayu

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 Pacific respondents (n=309), total NZ 2026 (n=1701). Significantly higher than rest of sample A

Significantly lower than rest of sample /
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NZ Herald is the
most-used local
video source, while
Coconet.tvis a
touchpoint for
Pacific peoples.

Verian | NZ On Air - Irirangi Te Motu

Daily Pacific audience compared to total NZ - NZ online video sites
%

NZ Herald 15
o

11
TVNZ ONE News (online)
K

9
Stuff - 12

Radio NZ / RNZ ?
K

8 A
Other NZ sites
g4

4
Three Newshub (online) I 9

2
Newsroom
|1

1
The Spinoff
| 1

Pacific peoples
mTotal NZ

Other NZ sites including:
« Coconet.tv (3%) A
. TP+ (1%)

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

to watch video online?
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).

Significantly higher than rest of sample A
Significantly lower than rest of sample /
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Sound discovery is highly social

How Pacific listeners engage with radio, music streaming and podcasts



YouTube edges
ahead as the
leading music
platform.

YouTube for music slightly
outperforms Spoftify among
Pacific audiences,
highlighting audience

specific pathways into
music streaming.

Verian | NZ On Air - Irirangi Te Motu

Daily Pacific audience compared to total NZ — Music streaming platforms
%

35 A —> Higher among men (44%) Pacific peoples

YouTube (for music)
B 20 m Total NZ

31 —> Higher among 15-24 (49%) and women (37%)

Spotify
R
4

Apple Music
j

iHeartRadio
K

3 A —> Higher among men (7%)
SoundCloud I :

Rova I 5

Source: Q5b. Thinking about yesterday overall, which of the following did you use to stream music
online yesterday?2 - .

; hyh _ _ Significantly higher than rest of sample /A
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701). Significantly lower than rest of sample %7
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Of Pacific peoples
actively look for NZ

% music to listen to*
+18pp than total NZ (37%)

Of Pacific peoples would
listen to NZ music more, if

()/A it came up on their music
O stfreaming service*

+13pp than total NZ (41%)

Pacific audiences actively seek

out NZ music, and discovery is
often driven by social media
and personal networks.

Streaming services, friends and family are the
most common pathways to discovering new
music, while social media platforms such as
TikTok and Instagram also play a larger role than
among the wider population.

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 Pacific respondents (n=309), fotal NZ 2026 (n=1701).

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

Verian | NZ On Air - Irirangi Te Motu

Source of awareness of new music (in general) compared to total NZ

Streaming services (Spotify,
YouTube, etc.)

Friends and family

NZ radio stations on radio or online
TikTok

Instagram

Live performances

In shops

Overseas radio stations online

Websites such as podcasts, music
review sites, blogs, gig guides

Newspapers and magazines
Video games
Some other way

None, don't often hear new music

Source: Q12. In which of the following ways, if any, do you usually find out about
new music?
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).

63A  mPacific peoples
mTotal NZ
57/

Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Younger Pacific audiences are much more likely to discover music through
Instagram, TikTok and gaming.

Source of awareness of new music - demographic breakdown
%

Age Gender

Total 15-24 25-49 50+ Men Women
100

90
80
70
60

50

40

: /
30

20

Proportion who find out
about new music via source

10

e -— 'ﬁ

0 0
=@ |nstagram =@ TikTok =@\ ideo games —@—None

Source: Q12. In which of the following ways, if any, do you usually find out about new music? - .
Base: All Pacific respondents (n=309). Significantly higher than rest of sample /A
Significantly lower than rest of sample /
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Podcasts are
discovered
socially too.

Social mediq, Spofify and
word of mouth are all key in
helping Pacific audiences
find new podcasts.

Verian | NZ On Air - Irirangi Te Motu

Source of awareness of new podcasts compared to total NZ
%

44 = Pacific peoples

Social media m Total NZ

Spotify

Friends and family
Infernet search

Radio NZ / RNZ podcasts
NZ Herald

Apple Podcast app
Stuff

Audible

ifunes

Pocket Casts

Stitcher
Other sources
Another way 15 mention YouTube
Don't know

Source: Qé. In which of the following ways do you find new podcasts? o )
Base: All podcast listeners, Pacific peoples (n=72), total NZ 2026 (n=328). Significantly higher than rest of sample A
Significantly lower than rest of sample /
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The platforms Pacific audiences
use most reflect a digital-first and
soclal media ecosystem

Which platforms, channels and sites reach the most Pacific peoples



Pacific peoples top
channels and sites are
quite different to the rest
of the population —
YouTube (for music)
takes the top spot for
music streaming and
TikTok features in the
top 8.

Verian | NZ On Air - Irirangi Te Motu

Top 8 platforms, channels or sites reach compared to total NZ
%

Most popular global 53 A Pacific peoples

online video platform VeUIUSS e Ve ee) _ 44 m Total N7

. 47 A
Most popular SVOD Neftflix _ 34
Facebook (for video) _ 33 454
. 38/
Instagram (for video)
_ 25
Most popular music 35A

streaming YouTube (for music) - -

34 A

31

Spotif
" - 2

\V4
Most popular linear TV TVNZ 1 _25 37

Source: Q3 TV channels, Q4a NZ BVODs, Q4b SVODs, Q4c global online video platforms, Q4d NZ o )
online video platforms, @5b music streaming sites. Significantly higher than rest of sample A
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701). Significantly lower than rest of sample ¥/
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For Pacific peoples, NZ content is
about relatability

New questions in 2026 explore how New Zealanders feel about NZ shows and
music, including quality, pride, relevance and cultural connection.

Verian | NZ On Air - Irirangi Te Motu Where are the Pacific audiences? 2026 | 42



Recent viewing of NZ-made shows compared to total NZ

mDon't know
. . Not sure if show was from NZ

A month or more ago
13% 12% In the last couple of weeks

In the last week

Nearly half Of PaCifiC 21% 28% A In the last few days
peoples WatChed an NZ_ 8% . u Yesterday

1 1%
made show 1n the last = o 45% .
couple of weeks. 9%

Of Pacific peoples recently
] watched an NZ-made show
Total NZ Pacific
peoples

Source: Q7a. When was the last fime you watched a New Zealand made show?
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).
Note: A new question to 2026 reflects recency among those able to recall NZ-made

viewing, rather than establishing whether people have ever watched NZ content. Significantly higher than rest of sample A
Significantly lower than rest of sample /
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Documentary,
comedy and drama
lead preference,
but Pacific
audiences also
show stronger

interest in lifestyle,
educational and
musical content
than the wider
population.

Verian | NZ On Air - Irirangi Te Motu

Genre preferences, including primary preferences

%

Documentary

Comedy

Drama

Sport

Lifestyle (cooking and travel)
News and current affairs
Thriller

Crime

Adventure

Reality TV

Animation

Science Fiction
Education

Musical

Quiz / Game shows
Romance

Fantasy

Soap operas

Talk shows

| First preference

37
v 33
27
25
A 212
20
19
18
13
13
12
1Mv
104
9A

0 O

Source: Q13b. Of the list below, what are your top three most preferred genres?
Base: All Pacific respondents (n=309).
Note: Unlabelled segments had less than 1% responses.

Significantly higher than rest of sample /A

Significantly lower than rest of sample /
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Women show a stronger preference for drama and lifestyle content.

Genre preferences - demographic breakdown
%

Total
40

85
30
25
20
15

10

Proportion who prefer genre ——»

Source: Q13b. Of the list below, what are your top three most preferred genres?

Base: All Pacific respondents (n=309).

Age Gender
15-24 25-49 50+ Men Women
== m——
=@=Drama —@— | ifestyle (cooking and travel)

Significantly higher than rest of sample /A
Significantly lower than rest of sample /

Verian | NZ On Air - Irirangi Te Motu
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Sport and news attract older and male audiences.

Genre preferences - demographic breakdown
%

Age Gender

Total 15-24 25-49 50+ Men Women
45

40
35
30
25 °
20 °
15

10

Proportion who prefer genre ——»

=@=—Sport —@—News and current affairs =8=— Animation

Source: Q13b. Of the list below, what are your top three most preferred genres?

Base: All Pacific respondents (n=309). Significantly higher than rest of sample A

Significantly lower than rest of sample /
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Pacific audiences see NZ content as high quality and pride-building.

Most Pacific peoples agree NZ music and NZ shows are high quality and help foster a sense of national pride, and this is consistently
higher than the wider NZ population.

Agreement with statements about NZ content compared to total NZ

m Total NZ ® Pacific peoples
NZ content is just as good quality as overseas content NZ content strengthens national pride
% slightly/strongly agree % slightly/strongly agree
A A
A
86% 87%
o A 83%
75%

NZ music is just as good quality as international music NZ shows are just as good quality as overseas shows NZ music makes me a little prouder to be a New NZ shows make me a little prouder to be a New
Zealander Zealander

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. Significantly higher than rest of sample A
Base: All Pacific respondents (n=309), fotal NZ 2026 (n=1701). 59 - ry| | 9 " Lot pl
Note: Question is new fo 2026. ignificantly lower than rest of sample /
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Pacific peoples place strong value on seeing NZ faces, places, lives and experiences
reflected on screen.

Agreement with statements about NZ shows compared to total NZ
% slightly/strongly agree

m Total NZ ® Pacific peoples
Seeing ourselves on Diversity of content Social norms How much content Seeing myself and Connection to culture
screen origin matters my life
A
90%
AN A
% A 70% A
66% 66%
° ° 62%
A
52%

| like seeing NZ faces and NZ shows are for any age There is a wide variety of NZ My friends and family | hardly ever think about NZ shows reflect me, my life, |If there weren't any NZ shows, |
places on shows shows watch NZ shows whether shows are from and my friends would feel disconnected
NZ or overseas from 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. Significantly higher than rest of sample A
Base: All Pacific respondents (n=309), fotal NZ 2026 (n=1701). Sig mﬂcomy| | 9 " Lot p|
Note: Question is new fo 2026. 9 ylowerthan rest of sample Y/
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Relatable and local
stories help define
good quality
shows.

Pacific peoples are more
likely to describe quality
content as relatable, local
and frue, while mentions of
entertainment and fun are
less common than the total
population.

Verian | NZ On Air - Irirangi Te Motu

What Pacific peoples say makes a good quality show - coded open-ended question

%

817 30%

Relatable R A

Local content/culture/NZ stories 4

True/real/factual content K34

Humour 9

Interesting/engaging I

Source: Q13A. What makes a show good quality?2
Base: All Pacific respondents (n=309), total NZ 2026 (n=1701).

Note: Responses with less than 5% not shown. Question is new to 2026.

A good storyline,
quality production,

writing and content

' 8 ()/ A Mentions lower among total NZ:
0 +  Relatable (4%)

Local, cultural, NZ stories (3%)
RelOTOb!e' local and « True, factual, real content (2%)
true stories

%
1470
Interesting and
funny content

Significantly higher than rest of sample /A
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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