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Introduction 

• Census of 40+ major NZ media owners and agencies 

• In conjunction with PricewaterhouseCoopers (PwC), the IAB has produced 
quarterly interactive advertising spend figures in NZ since 2007  

• As used by the Advertising Standards Authority (ASA), these figures are the 
most authoritative means of assessing the size of the interactive advertising 
market in NZ 

• Data shown by: 
– General Display split out by Email, Video and Ad Exchange 

• Banner display by verticals ie Finance, Travel and Accommodation, Telecommunication 

– Search & Directories:  paid search is a mixture of actual (agency spend) and estimated data 
(direct) and includes revenue from online directories 

– Classifieds:  revenue from ads placed to buy or sell an item or service (does not include 
consumer Trade Me auctions) 

– Mobile: from general display or search engine listings viewed on mobile devices such as a 
smartphone or tablet 

– Social Media: includes revenue placed via agencies, no estimate is included for direct. It 
also includes some Display revenue 
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Methodology 
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Changes in 2013 & Notes 
• A number of changes were made in Q1 2013 including changes to the Paid Search Methodology 

and reporting by new channels including Ad Exchange, Social Media and Mobile 

• Total Online Expenditure – Q2, 2013 figure now includes contributor’s mobile spend and all social 

media spend. Previously, mobile spend was not included in the total online expenditure figure and 

Facebook spend was the only social media spend included under Display. In addition, there has 

been changes in the methodology for calculating Total Display and Search figures as noted below 

• Total Display includes revenue from banner advertisements of many different sizes and formats, 

Google Display Network (agency spend only), email advertising, online video and ad exchanges. 

From Q1 2013, it no longer includes Social Media (previously reported within Display) as it is now 

reported as a separate channel 

• Programmatic Buying is a sub category of Display. The figure is made up of agency open exchange 

data as well as Google Display Network (GDN) figures 

• Paid Search is a mixture of actual (agency spend) and estimated data (to capture direct) as Google 

do not provide their revenue numbers. The methodology used was revised in Q1 2013 to capture 

Paid Search marketing spend targeting NZ eyeballs. It was developed in consultation with Hitwise 

and leading New Zealand-based Search Engine Marketing companies using data submitted to PwC 

by those companies. Therefore comparisons to historic numbers will not be exact 

• Social media only includes ad agency revenue 

• Mobile is now reported by Smartphone and Tablets 
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Reported and Estimated revenue 
Reported Revenue 

• Actual revenue data is obtained directly from companies 
deriving revenue from the sale of interactive advertising 

• Survey includes revenues submitted by 40+ companies 

• Aggregate amounts reported are rounded to the nearest 
$10,000 

• Based on information provided by contributors, 
approximately 86% of the data in this document is 
derived from participants whose underlying financial 
records have been, or will be, audited by an 
independent auditor 

• Data submitted by participants is kept completely 
confidential and figures are only ever reported in an 
aggregated form 

• Variance checks are performed on data submitted by 
participants for reasonableness in light of past 
submissions and general industry trends 

• Variance checks revealed no issue this quarter, so there 
are no corrections published in this document 

• Expenditure is based on gross amounts charged to 
advertisers and inclusive of any applicable agency 
commissions 

 

 

 

Estimated Revenue 

• The methodology used to estimate the Paid Search 
market was developed in consultation with leading New 
Zealand-based Search Engine Marketing agencies, 
Hitwise New Zealand and data submitted to PwC by 
those companies   
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33% of Q2 2013  
total ad spend 

67% of Q2 2013  
total ad spend 



Adjustments and like-for-like growth 
reporting 

• All growth percentages are “normalised” to exclude the effect of new contributors 

to percentage measures of industry growth and also to remove the effect of any 

previous contributors that have not provided figures for the current quarter 

• For this reason, calculating percentages based on the dollar totals may not result 

in the same growth percentage figures 

• This is due to totals including all reported revenues, while “normalised” 

percentages exclude contributions from new contributors made during the 

comparison period and/or previous contributions made by contributors not 

contributing in this quarter  

• This approach is to ensure we provide both a true picture of industry growth and 

an accurate measure of total industry spend 
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Q2 2013 Contributors 
1. Ad2OneGroup 

2. Adhub Ltd 

3. APN (nzherald.co.nz) 

4. Bauer Media Group 

5. Dynamo 

6. Fairfax  Media 

7. First Digital (3DI, Great Sites, First Rate, TPN) 

8. GrownUps Ltd 

9. GSL Network 

10. iStart 

11. Jasons Travel Media Limited 

12. JDJL Limited (Interest.co.nz) 

13. Komli NZ 

14. Localist 

15. Mediacom 

16. Mediata 

17. Mediaworks Interactive 

18. Metservice 

19. Mi9 (MSN, Microsoft Media Network, Bing) 

20. New Zealand Rugby Union 

21. NZGirl  

 

22. NZS.com Limited 

23. Ogilvy New Zealand 

24. OMD Digital 

25. PHDiQ 

26. Realestate.co.nz 

27. Republik 

28. SEEK NZ 

29. SkyTV Network 

30. Starcom 

31. SureFire Search 

32. The Radio Network Ltd 

33. Trade Me Ltd 

34. TVNZ 

35. View New Zealand Ltd 

36. Vivaki 

37. Vodafone NZ 

38. Y&R 

39. Yahoo Search and Marketing NZ 

40. Yahoo! New Zealand Ltd 

41. Yellow Pages 

42. ZenithOptimedia  
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NZ interactive ad spend top line results… 
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Interactive advertising spend 
by quarter  

Q1 2007- Q2 2013 
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In… 
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• More than three quarters (76%) of broadband access for New 

Zealand homes is now via wireless connection (1) 

• More than half of New Zealanders now own a smartphone 

(54%) (2)  

• Two out of five smartphone owners regularly use their 

smartphones while browsing the web on desktop (2) 

• Tablet penetration is at 19% (3) 

• Those aged between 18-49 make up 55% of the active online 

universe, up from 51% last year (4) 

• Pinterest grew by a whopping 253%  YOY since June 2012 (4)  
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source: (1) Nielsen CMI Q1 – Q4 2012 |(2) Google Our Mobile Planet July 2013 | (3) TNS Mobile Life 2013 | (4) Nielsen Online Ratings – June 2012 vs. June 2013 
 



The Digital Media Mix… 
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Search & Directories… 
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Search & Directories was $52.42m 
up 28% from Q1 
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Note: from Q1 2013 a new model is being used to measure Paid Search for direct spend so a direct comparison cannot be made with previous 
quarters – refer to slide 4 



Classified… 
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Biggest quarter ever – up 13% YoY 
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Social Media… 
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• Pinterest grew by a whopping 253% YoY since June 2012 

• Other sites grew YOY from a much higher starting audience 

with Tumblr growing by 74.9%, Google+ 67.6% and Twitter 

14.6% (1)  
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source: (1) Nielsen Online Ratings – June 2012 vs. June 13 

+74.9% +14.6% +253% 
PINTEREST 

TUMBLR GOOGLE + TWITTER 

+67.6% 



Social Media grew 17% from Q1 
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Display: Industry Sectors 
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Travel  and Accommodation st i l l  largest sector  
fo l l o w e d  b y  G o ve r n m e n t  D e p a r t m e n t s  t h e n  I nve st m e n t ,  

F i n a n c e  a n d  B a n k i n g  
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Video… 
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Video use in NZ 
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• 1.66 million New Zealanders watch 
television/video content on the internet in a 
typical average week (1) 

• New Zealanders now spend 96 minutes per 
week watching television/video content 
online in a typical average week (2) 

• 19% of kiwis stream/download  
Video content on their smartphone (3) 

 

 

 

Source:  (1) Nielsen, (2) Nielsen CMI Q1 13 (3) Roy Morgan The Digital Universe October 2012 
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Globally... 
(includes NZ) 

• Both mobile and tablet video 
viewers spent more than half of 
their total online viewing time 
watching long-form videos*  
last quarter 
 

• 25% of total tablet viewing  
time was spent with content more 
than 60 minutes long in Q1 

30 

Source: Ooyala Q1 2013     *More than 10 minutes long   
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Online video was $4.37m in Q2 up 
from $2.93m in Q1 
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Mobile… 
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Mobile use in NZ 
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• Smartphone penetration is 54% - expect this 
to reach 70% early next year (1) 

• There has been 52% growth in the number of 
people who are actually using their 
smartphone features (2) 

• Tablet ownership has more than doubled to 
reach 395,000 (penetration expected to grow 
a further 60% in the next year) (2) 

 

 
Source:  (1) Google Our Mobile Planet July 2013 , IAB MAC (2) Nielsen 

www.iab.org.nz representing NZ's fastest growing and exciting industry 



Mobile advertising 

$1.12m 
in Q2 2013 

an increase of 73% 

year-on-year 
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contacts 
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Chris Perree, Partner 

Mobile: +64-21-358 004 

Email: chris.perree@nz.pwc.com  

  

Project Manager 

Wilson Kuah, Senior Associate 

Mobile: +64-21-041 4935 

Email: wilson.s.kuah@nz.pwc.com 

 

Project Analysts 

Nerissa Duncan, Senior Associate 

Email: nerissa.u.duncan@nz.pwc.com 

 

Alice Sung,  Associate 

Email: alice.e.sung@nz.pwc.com 

 

James Budd, Associate 

Email: james.j.budd@nz.pwc.com 

37 www.iab.org.nz representing NZ's fastest growing and exciting industry 

Project Manager 
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about PwC 

• PwC (www.pwc.com) firms help organisations and individuals create the value they’re looking 
for.  We’re a network of firms in 158 countries with close to 169,000 people who are 
committed to delivering quality in assurance, tax and advisory services. 

 

• "PwC" is the brand under which member firms of PricewaterhouseCoopers International 
Limited (PwCIL) operate and provide services.  Together, these firms form the PwC network.  
Each firm in the network is a separate legal entity and does not act as agent of PwCIL or any 
other member firm.  PwCIL does not provide any services to clients.  PwCIL is not responsible 
or liable for the acts or omissions of any of its member firms nor can it control the exercise of 
their professional judgment or bind them in any way. 

 

• For more information about PwC New Zealand and how they may be able to help you please 
visit www.pwc.co.nz  
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disclaimer 

• This document has been prepared using information provided by contributing media companies  to PwC.  
The firm has relied on the information provided as being complete and accurate at the time it was given. 
PwC’s analysis of the data provided by contributors, walkthroughs conducted and preparation of this 
document do not constitute an audit performed in accordance with New Zealand Auditing Standards. 
Accordingly, PwC does not express an audit opinion or other form of assurance with respect to the 
information in this document.  

 

• PwC does not accept any responsibility for any reliance placed on this document by any person and hereby 
disclaims any liability for any loss or damage caused by errors or omissions, whether such errors or omissions 
resulted from negligence, accident or some other causes.  PwC makes no representations about the analysis 
or application of the data. 

 

• PwC has received a fee for the preparation of this document and takes responsibility for the independence of 
the research and analysis contained in this document.   

 

• Please notify PwC of any errors or omissions identified in this document. 

 

Copyright Notice 

© Copyright Interactive Advertising Bureau New Zealand Inc, 2007.  All rights reserved. 

• Any companies using tables or charts or other information from this document for any purpose must 
attribute the source of the information used to this document.  Full permission in writing must be sought 
before publishing parts or the full document. 
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