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Wikipedia has defined social media as:

Nl nformation content <c
highly accessible and scalable publishing
technologies. At its most basic, social mediais a
shift in how people discover, read and share news,

Il nf ormati on and content

and technology, transforming monologue (one to
many) into dialogue (many to many) and is the
democratisation of information, transforming
people from content read

It iIs where consumers have the power to review,
compare, rate, and recommend ideas, products,
brands, and anything they connect with.
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Executive Summary
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Is doing it, how and why they do it, which sites and services they have tried, and which have gained their
loyalty.

We now know that social media is a reality and is here to stay. Yes, there remains, and will always be, hype

I NPdzy R yS¢ &aSNIAOSE SYidSNAy3I GKS YIN]SOG® CKAA &
social media, to provide subscribers with an understanding of just how prevalent each activity is in the market
and whether usebehaviourmatches the hype.

Nearly three years on from the first report, we are now seeing very solid growth in the adoption of a host of
social media activities. For instance, older New Zealanders are now responsible for expanding the reach of
online social networking, leading to growth rates of between 27 and 35% for creating, updating and looking at
other profiles, from the already high bases of 2007. While across all age groups there has been a strong take
up of interaction with companies and brands on social networking sites. There is, however, still a divide
0SG6SSy (GK2aS dzyRSNJ F YR 2@0SNJop &@SIFENBR 2F F3ISZT 6Al
participate in social media than their older counterparts.

And the space continues to evolve as new services come to the fore, while others decline in value and
relevance. Twitter has now really emerged on the New Zealand scene with 27% reach. That is, nmre than

in fouronline New Zealanders has visited Twitter. Conversely, the first wave of this report in 2007 found that
Bebo was the market leader in the (then new and emerging) category of online social networking. Now the
mainstream market has clearly been won and Facebook has come from behind in 2007 visitatioartly not
surpass Behbdut also MySpace, Old Friends and Yahoo!Groups to win the hearts of almost all online New
Zealanders who care to participate in online social networking. It has become an outright leader in providing
valuable and compelling content that has nearly 40% of its users spending an average of more than four hours
on the site each week. Itis even ahead of YouTube for most popular site for video uploads!
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Executive Summary (continued)

But this report does not only cover market leaders. We continue to monitor and analyse niche players like
business networking site LinkedIn, which continues to gain momentum as New Zealanders increasingly want 1
1SSL) GKSANI LISNE2YIf YR LINRPFSaarzylf fAGBS& aSLI NI
examining the use of message boards, forums and review sites. These sites are the backbone of consumer
word of mouth online in New Zealand, a place where New Zealanders converge around relevant conversation:
about brands, products and companies.

Finally to video and mobile. Yes, adoption is on the rise. New Zealanders are increasingly turning to rich med
to support their decision making and we have found that it can have a greater influence on their purchase
decisions than texbased media. And 24% of online social networkers have now tried mobile social
networkingq up from just 4% in 2007. It is currently most attractive to younger audiences and in fact, 64% of
all mobile social networkers are under 35 years of age which compares with just 38% of all online social
networkers coming from this age group.

{20AFf YSRAF KIFa GNMzZ & 06SO2YS | @GAlOFf O2YLRYySyld
day habits of many. It is facilitating our communication, socialising, information gathering and information
dissemination not only with our family, friends and acquaintances, but also with the brands and organisations
that we want to engage with.

Our summary of the key findings for 2010 can be found overleatf.
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Facebook dominates the online social networking space and is now the leading player in the overall social
media category in New Zealandl'he site has the highest audience numbers, greatest level of engagement
and has grown exceptionally in both areas since 2007.

Trial of Twitter is already high at 27% visitation, but there is currently low levels of account conversion and
evidence of reasonably high levels of lapsed usage keeping it in a niche posifiamnthe mean time.

We increasingly are open to conversing with, and obtaining information from brands and entities via social
media. Heading to company websites is the most popular destination to watch videos about items New
Zealanders are considering buying (followed by YouTube), and a large number (42%) of people are intera:
with brands andrganisationn social networking sites.

New Zealanders are also increasingly taking their opinions public, and forums and review websites have
IFAYSR LRLMzZF NAGE KAES W2FFAOAFIE Q &2dz2NOSa fA1S
incidence of emailing feedback directly to therganisationhas also seen a significant declinéhis means

it is more important than ever to keep track of the conversations your customers and prospects are having
WoSKAYR &2dzNJ o O1 Q@

Trust in consumer opinion remains strong and is growii®% of New Zealanders agree comments from
other consumers can change their opinion of products and brands (in comparison to Independent Experts
66%, and comments from the company itself, 32%).

Socia}l media does stimulate further reseaArc‘h and engagement with tt]e item or brapd, as well as purc,hasg
¢CKS Y2ad LXLJz I N ySEG adGdSLI F FGSNI NBFRAY3I 2NJ OA S
use a search engine to find suppliers, or actually purchase the product.

Using mobile phones to participate in social media has gained significant tracifiéith the rise in
smartphoneownership, now 24% of online social networkers have used mobile social networking, with ear
uptake dominated by those aged under 35. The most popular site for accessing via mobile is Facebook b
some distance, but other sites include Bebo, YouTube and Twitter.
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background and aims

The growth in New %S I £ | yaRiSipdBoRin social media through 2006 and 2007 prompted Nielsento
conducta first-of-its-kind, comprehensiveexaminationof the categoryc a study whichwaspublishedin January
2008

SocialMedia has continued along a path of steady uptake in adoption, among New Zealandand global
audiencesreceivingmuch mediahype and speculationalongthe way. The categorycontinuesto evolveasnew
servicesare introduced and user behaviourschange Socialmedia has transformed the way we approach
socialisingcommunicatingjnformation disseminatiorandinformation gathering

Now in its secondwave, the NielsenSocialMedia Report ¢ Separatinghype from reality, againcontainsanin-
depth analysignto the socialmediabehavioursand attitudes of New ZealandersWe look at where we are now
in 2010anddraw comparisongo waveone covering2007, to seejust how far g S Qu@rein our adoptionof the
new mediathat hasburstonto the scene- SociaMedia

The study includes trending data, revealing the shifts in uptake of social media activities since 2007, and shifts
the audiences patrticipating in the category. More specifically, the aim of the study is to provide an
understanding of:

A What are the adoption trends and how many New Zealanders are participating?
A What services are they using and why?
A What drives participation and non participation in social media activities?

A Who is participating and how has the audience profile changed as adoption becomes more
mainstream?

A What product categories are the most prevalent for social media?

Overall, the findings in this report provide the statef-play of the New Zealand social media market and a
Gl fdz 6fS F2dzy RFGA2Yy F2N) 8dz0 aONAOSNEQ a420AFt YSRAL
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research method, sample and data tables

Consistent with Wave 1 (late 2007), an online survey was administered among a random sample of New
Zealand Internet users aged 18 and above. All respondents were invited to participate via email and the
questionnaire followed the same structure as had been used in the prior wave of the study. All responses we
collected between 24 March and 3% March 2010. Comparisons against Wave 1 relate to data collected
during November to December 2007.

Sample

A national sample has been collected, representative of the New Zealand online population aged 18+ based
the Nielsen Media Research Panoranfine survey (which in itself is weighted to reflect the latest national
census data). The total sample size captured for the study was n=2,525. This sample size provides a degree
accuracy of +/2%, meaning that if a survey result was 50%, then among the entire population this figure
would be between 48% and 52%.

The distribution of responses across various demographic characteristics is seen below.

Young single person 3.2%
Male / female 48.5% /51.5% _

Peergroup flatting 6.6%

- 0
Agjes dze L2508 Young couple no children 7.3%
2534 21.8% Middle aged couple no children 6.9%
35-44 24.2% Young family; mainly pre school 12.5%
: : : 0

4554 18.6% Middle family¢ mainly schoohge 19.0%

Mature family¢ mainly olderchildren  16.8%
55+ 22.7%

Older couple / single 20.7%
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Research Method, Sample and Data Tables (continued)
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the population aged 18 and above.

Weighting

The data relating to the adult population (18+) has been weighiedender and home broadband incidence
match the New Zealand online population distribution (based on current Nielsen Media Research statistics).
Rounding

Due to the rounding of some data to the nearest whole percentage, some total percentages may not equal
exactly 100.

Data

This report is accompanied by a set of detailed data tables which can be usedémtimexamination of

specific audience segments. Please note that the data tables showntheighted countwith weighted
percentages.Such audience segments split out in the data tables include age, gender, Internet connection type
and speed, personal income, household structure and main social networking site.
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market metrics
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section highlights

The majority of social media activity has seen an increase in uptake and participation since 2007, as the
category continued to grow and evolve.

The big movers are all online social networking activities, the readership of wikis and sharing, uploading ant
tagging content.

44% of online New Zealanders published comments / reviews about products or services online in the last
year.

New Zealanders are more likely to be involved in most social networking activities, and uploading/sharing
content, than Australians.

Facebook, YouTube and Wikipedia have the greatest market reach, having now been visited by 82%, 70% ¢
60% of online New Zealanders, respectively. The reach of Bebo and MySpace have both remained stable
since 2007.

Facebook is now clearly the most popular social media site in the New Zealand landscape, delivering more
visitors and registered users than any other site in the category.

A Twitter uptake is already strong for visitation, but the site has reasonably low conversion for forming an
account, and actual activity is still well behind the Australian market. However, around one quarter of
Twitter users only started the activity in the last 3 months, and account creation is predicted to more than
double over the next year.

A 2KAfS CIFLOS02210Q4 ONBIAAGSNBRO dzaSNJ LINPFAES y2g f
show a skew towards female users and slightly towards younger age groups. Bebo, Twitter, YouTube and
MySpace skew younger, while LinkedIn, Old Friends and Yahoo! Groups skew older.

A hyfA)\yé ézg)i\l- t ySGéQNJ[)\ygl KI a GSC)%YS )\Y@Wﬁ:ﬂS%bNHt €
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A {20A1f ySGg2NJAYy3 arxisSa NBE (KS LI I OSa ¢ kndid&l 2y f
LIS2LJ S¢ YR GaFAYR 20KSNJ LIS2L} S K2 aKFENB Y& Ayl
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1.0 the social media market place 2010

A 86% of online adult New Zealanders have registered or created a profile on a social media si

A New Zealanders are interacting with companies via social media. Most prefer to do this
GKNRdzZAK | a20A1It ySGg2NJIAy3I aA0GS NIYGKSNI OF
A 42% of Internet users interacted with a company, or organisation, via a social networking site in the last year. This is mi
Y2NB (KIFy GKS ydzYoSNI 2F LIS2LIX S 6K2 LI NIAOALI GSR 2y |\
A Women and younger consumers are far more likely to engage with companies / organisations via social media than the

older counterparts.

A dqz 2F 2ytAyS bSgs w%SIflFIYyRSNA WF2f{f{26SRQ 2NJ AYyiSNI OGSR

A 44% publish their opinionspecificallyabout products services and brands.

A 37% have contributed / posted to a message board or forum

A 29% have posted a review of a product or service online while nearly a quarter have discussed products with other pec

on forums, blogs or other websites.
A 102 NBIFIR 20§KSNJ O2 Yy & dowu pidiuRts Sehidey dan@ bfainds2 yVf A Yy S
Furthermore, among those who have not read consumer reviews and discussions, almost twc

thirds of them intend to do this in 2010.
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Proportion of online New Zealanders participating in social media activities

Online New Zealanders are increasing their
participation with avariety of socialmedia:

ASharing content is the most popular social
media activity. 81% of online New Zealanders
sentor shareda photo and 73%sentor shared
alinkin 2010

AOnline social networking continued its strong
foray into mainstreamNew Zealand Now close
to four in five have browsedsocialnetworking
profles up from 62 in 2007
Updating/creating profiles are both up to
around two thirds of the online population,
comparedto underhalfin 2007.

AReadingother LJS 2 Litvie@sidiscussionr
commentsabout productsand servicesis also
very popular 73% of online New Zealanders
report to have done this during the last year
and overall, social media is playing an
increasingly important role in consumer
decision making (Section 5 of the report
focuseson this area)

AReadingwikis saw a large increasein uptake
now 66%, up from just 40%in 2007.

The charts on the following two pages detail the

incidenceof online New %S | f | ydriSipaBoRin a

variety of socialmediaactivitiesduringthe lastyeatr

Most Popular Social Media Activities 2010

Activity

% Online New
Zealanders 18-

1 [Sent/shared a photo 81%
2 [221SR i 20KSNEQ LINRPFA[ S&a7%y &
3 |Posted (uploaded) pictures online 75%
4 wSFR 20KSN) LMGiusioBsQad NB O S g 3%
5 [Sent/shared a link 73%
6 |Interacted with people on social networking sites 69%
8 |Updated my profile on a social networking site 66%
7 |Read a Wiki 66%
9 [Watched online video involving product / service 62%
10 |Created a profile on a social networking site 61%
11 |Visited a message board / online forum 58%
12 |Read a blog 55%
13 |Added comments on sites (other than news sites) 48%
14 wSFR 20KSNHEQ O2s6cabisbies | p 2 dzd6%3 2 @
15 |Listened online audio involving product / service 44%
16 |Sent/shared a video clip 44%
17 |Interacted with a company via a social network 42%
18 |Posted to a message board / online forum 37%
19 |Reviewed products/ services 29%
20 [Sent/shared a song 29%
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Figure 1.0 Proportion of online New Zealanders patrticipating in social media activities

Looked at profiles 79%

(@]
% < Interacted with people _ 69%
5% Updated proric | o'
? Interacted with a company _ 42%
_ 5 Read messages on Twitte _ 16%
.% g Browsed/followed companies on Twitter - 9%
" E Posted a message on Twitte - 8%
E Sentishared a photo | -
z senishared a ink | >
g Sent/shared a video clip _ 44%
S Sent/shared a song _ 29%
ead oy | s
é’ Updated blog _ 11%
Created blog _ 11%
read a wili [ <
% Edited an existing Wiki . 5%

Created a newword / term on a wiki . 2%




Figure 1.1 Proportion of online New Zealanders participating in social media activities (continued)

Content

Upload

Posted (uploaded) pictures online 75%

|

Uploaded video 27%

|

Uploaded music 24%

Commerce

wSI R 20KSNJ L 73%

Watched an online video involving a product / servic 62%

Listened to online audio involving a product / servic 44%

|

Reviewed products / services 29%

t FNOAOALI GSR 2y |y

25%

|

24%

Discussed a product / service with other

Issues

wSFER 2G0KSNJ LIS2L)X SQa

46%

Watched an online video about govt /social issue

Had an online discussior 18%

I

Comments & [Govt/Socia

Forums

Visited message board / online forun 58%

|

Added comments on sites (not news site:

|

Contributed / posted to message board / online forun

|

Added comments on news site:

t dzof AAKSR We¢ 18%

I

Other Activities

¢k IISRE 15%

Downloaded a widget 14%

il

Downloaded a Podcasi 12%

Created an avatar 10%

il

Subscribed to RSS fee 10%

Created a Podcas’ . 2%

1%

Made a mashup




Key Changes: 2062010

Over the past two and a half years, the biggest upward movements in the social media category came from:

A Online social networking activitieg Growth has been outstanding as levels grew by between 27 and
35% for creating, updating and looking at other profiles, from an already very large user base

A Reading wikig; a further 26% of online New Zealanders are now reading wikis in 2010. Wikis are now a
highly popular form of content.

A Sharing/uploading/tagging content New Zealanders show an increasing willingness to upload content
online (especially photos). Sharing links to content with others is also becoming even more predominant
YR AY Iy S@OSNI SELIYRAYI 2yEAYS AYF2NNIGAZY NB.
more than doubled in importance.

A Note that Twitter was not included in the 2007 report so changes in activity can not be included.

Social Media Activities: Key Increases 2010 vs. 2007

Activity 2010 2007 Difference
1 Read a wiki 66% 40% +26 points
2 Updated a social networking profile 66% 49% +17 points
3 Looked at social networking profiles 79% 62% +16 points
4 Created a profile on a social networking site 61% 45% +16 points
5 Sent/shared a link with someone 73% 59% +14 points
6 Posted pictures/photos online 75% 61% +13 points
7 G¢l3ISReE a2YSUKAY3 15% 6% +9 points
8 Downloaded a Podcast 12% 7% +5 points
9 Read a blog 55% 49% +5 points
10 |Subscribed to RSS feed 10% 6% +5 points
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Changes in the New Zealand Social Media Landscape: trend since 2007

Whilethe numberandtype of socialmediaactivitiesincludedin this studyhasevolvedsince2007, it isinteresting
to note the consistenciesand changesin the environment over the past three years Content sharinghas

remainedthe most popular activity, as has browsing,updating and creating profiles on socialnetworking sites
Readingother LJS 2 Lievie@sddiscussionss now in the top 5 activities, but was not measuredin 2007. It is

noticeablethat bloggingactivity is no longeramongstthe most popular activities,and uploadingrich medialike

songsandvideoare activitiescanno longerbe found amongthe top 20 mostpopularsocialmediaactivities

Top 20 Activities 2010

Top 20 Activities 2007

Sent/shared a photo

Sent/shared a photo

[ 221 SR 0 20KSNRQ LINRPTFAT Sa [y 28 5@ Hil SIKESNE|QE LINE FAL Sa&
Posted (uploaded) pictures online Posted (uploaded) pictures online

wSIF R 20KSN) LidiusHioBsQd NBJA S g J Sent/shared a link

Sent/shared a link Visited a message board / online forum
Interacted with people on social networking sites Updated my profile on a social network

Read a Wiki Read a blog

Updated my profile on a social network Created a profile on a social networking site
Watched online video involving product / service Added comments on sites (other than news sites)
Created a profile on a social networking site Read a Wiki

Visited a message board / online forum Sent/shared a video clip

Read a blog Post to a message board / online forum

Added comments on sites (other than news sites) Reviewed products / services

wSI R 20KSNBQ O29vabisbiest | 0 2 dzil Uplaa@dd music

Listened online audio involving product / service

Sent/shared a song

Sent/shared a video clip

Uploaded video

Interacted with a company via a social network

Created a blog

Posted to a message board / online forum

Updated a blog

Reviewed products / services

Created an avatar

Sent/shared a song

Downloaded a Podcast

Note: A number of detailed charts highlighting the trend in social media activity uptake since 2007 can be found apleisceghtot.
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A 1.8 million New Zealandersteracted
with people via social networking sites

A 1.6 millionwatched online video about
products or services they were thinking of buyifi

A 1.6 millioncreated a profile on a social
networking site

A More than 1.4 millionread blogs

A 1.1 millioninteracted with brands or
organisations via social networking sites

A 762,000reviewed products or services online

laptop or mobile and315,000downloaded a
podcast.

A 368,000d0wn|oaded a widget to their desktop, I

Numbers projected based on Nielsen Media Research Panorama Q1 2010 statistics: online universe population aged 18&00f 2,628



Active reach of social media: New Zealand vs. Australia

Comparedio b A S AuStsalRA
SocialMedia Report releasedin

New Zealand Dominant Activities

Country

Difference

March 201Q there are more

different activities where

Australiansare usingsocialmedia

compared to New Zealanders

However,New Zealandersappear

to have much higher adoption
rate of the mainstream social

media activities especially for

participatingon socialnetworking
sites, but as well for uploading
andsharingcontent

Australiansare much more likely

to be involved in more niche

activities, but also in the use of

Twitter, the readershipof wikis,

visiting or contributing on

messageboards, and discussing
products or government/ social
issuesonline.

Note, the secondable only shows
those activities that have a
greaterthan two point difference
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1 |[Created a profile on a social networking site 61% 52% +9 points
2 |Updated my profile on a social networking site 66% 57% +9 points
3 |Post (uploaded) pictures online 75% 68% +7 points
4 |Uploaded video 27% 20% +7 points
5 |Interacted with people on social networks 69% 63% +6 points
6 [ 221SR 0 20KSNREQ LINRPFAL Sa& P y79% 2{O0OXx3%t | y+6 pani N

7 |Uploaded music 24% 19% +5 points
8 [Interacted with a company via a social network 42% 38% +4 points
9 [Sent/shared a photo 81% 78% +3 points
10 |Sent/shared a song 29% 26% +3 points
New Zealand Least Dominant Activities Country
Difference

1 [Downloaded a Podcast 12% 26% -14 points

2 |Added comments on news sites 26% 34% -8 points

3 |Subscribed to RSS feed 10% 18% -8 points

4 |Read messages on Twitter 16% 23% -7 points

5 |Discussed a product / service with others 24% 31% -7 points

6 |Contributed / posted to message board / online forum 37% 44% -7 points

7 |Read a Wiki 66% 72% -6 points

8 |Downloaded a widget 14% 20% -6 points

9 |Discussed a government / social issue 18% 24% -6 points
10 |Posted a message on Twitter 8% 14% -6 points
11 |Browsed/Followed companies on Twitter 9% 14% -5 points
12 |Watched an online video about govt /social issue 25% 30% -5 points
13 |Edit an existing Wiki 5% 9% -4 points
14 |Visited message board / online forum 58% 62% -4 points
15 |Created an avatar 10% 14% -4 points
16 |Updated blog 11% 14% -3 points




Lapsed participation in social media activities

As social media becomesa more Figure 1.2 Lapsed vs. current participation 2010
mature online category,we canstart o

to look at activity retention, oot m Curentactvity & Lapsed usage

80% - I
The chart at right presentsthe 10 ™ I
activities with the best retention ** I
level (to the left of the dotted line) * | :
and the 10 activitieswith the worst _,
retention in 2010(right of the dotted ,, |
line). o

0% -

40% -

Not included in the chart is the
creation of a profile on a social
networkingsite. While uptake of this
activity increasedsignificantlyby a
very large 16% (45% in 2007 up to
61% in 2010, now 15% of online
New Zealanderssay they did not
create a profile in the last 12
months  The equivalent figure in
2007 was just 6% Obviously as
users become loyal to a particular
social networking platform, there
becomesno needto signup to other
services Thisis exploredin greater

detailin Sectior?. Note: Detailed charts of all activity retention levels can be found appended to this report.

2GKSNAQ LI
Sent/shared a photo
Sent/shared a link
Read a Wiki

wSIFR 23GKSNJ LXE
Read blog

Downloaded a Podcast

Subscribed to RSS fee
Updated blog

Created an avatar
Created blog

Edited an existing Wiki
Made a mashup

Created a Podcas

[221SR i
Posted (uploaded) pictures online
Interacted with people on social networks
Updated my profile on a social networking sit¢
Watched online video involving product/ service
Discussed a product / service with other
Created a new word / term on a wiki

Activities with lowest rate of
retention

Activities with highest rate
of retention
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Online social networking remains most prevalent amongst womer

1- 1 SOC | al Med la Partl Cl pantS and younger users, though those aged 35 and above are
substantially growing the category. In 2007 33% eb45/ear olds

= ) i v had a social networking profienow 60% have onél'he gender gap
{ 2 OA I ¢ y Sug?2 N'J]- A - in online social networking has actually increased since 2007 witt

there now being a 9 and 11 point gaps for updating (women 71%
and viewing profiles (women 84%) respectively.

Creation (%) Updating (%)

2010 2007 2010 = 2007 2010 2007




Overall, readership of blogs is above the levels found in 2007 and the growth has been

f 23 | ( particularly among older New Zealanderserivare more likely to read blogs than women (57¢
males vs. 52% femaleSyeating and updating a blog was much more popular amorgghgar
olds in 2007 and overall, blog creation and maintenance activities has seen a decline in ret

Creation (%) Updating (%)

2010 2007 2010 2007 2010 2007/

25-3¢. —@—€)-

35-44 ——@

45-54 —O—© ©O—©0
0O

55+ —O—06 6—0
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2 A 1_ A X There was a massive increase in the number of New Zealand adults reading wikis since 200
Creating and editing wikis remains unpopular. Wiki activity is more likely to be conducted by
and younger age groups.

Creation (%) Updating (%) Reading (%)
2010 2007 2010 2007 2010 2007

18-24 —©—© o—@
25-34 —@—© —O
35-44 —@—€) 3
45-54 —@—@) o

55+ ® e O

7
ale



1.2 Anticipated uptake of social media activities 2010

Among those who have not vyet
participated in specific social media
activities, reading consumer reviews
holds the greatest appeal Almost two
thirds of Wy 228 SiNd@n@to do so in
the next 12 months A significant
proportion of non-users also plan to
discussproducts and servicesonline in
the next 12 months(42%).

Readingblogsand uploadingvideosare
alsocategoriesexpectingfurther growth
during 2010 with  36% and 35%
respectively, reporting an intention to
adopttheseactivities

It is interesting to note that interest is
not as strong for trialing Twitter ¢
particularlyasit is yet to becomea truly
mainstream activity However, the
increase predicted still represents a
more than doublingof Twitter activity in
the next year It will therefore be
interestingto seeif Twitter doesdevelop
outside of being a niche activity for the
online population Refer Section 2.5
Twitter for further detail.

wSIFR 2GKSNJ LIS 2L

Discuss products/services with other people onlin

Figure 1.3 Intended uptake timing among current non users

= Next month m Within the next 6 monthsm Within the next 12 monthsm No uptake intention

21%

8% 13%

Read blogs | &1 R 17% 64%

19%

Upload videos online | =\ BB

Create Twitter account |4/ 74

Create profile, excluding Twitter &{4%07 74

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Create ablog | o0 102/

Readership and participation in online
word of mouth discussion is set for
further growth over the next 12 months.



1.3 Frequency of conduct of social media activities

Online social networking activities,
are popular pastimes which are
becomingincreasinglyingrainedin
New %S f | yelReS/dH; es
One third of users interact with
others on social networking sites
daily or more often while lookingat
2 (I K $iefllea is now at least a
daily activity for 2% of users (up
from 26%in 2007).

17% of blog readersdo so at least
daily, while 16% of users follow
companies or organisations via
Twitter on a daily basis Postingand
reading messageson Twitter both
have a 13%daily uptake

Socialmediain relationto purchase
decisions is also often used
frequently with 45% of those who
read consumerreviewsdoing so at
least once a week 44% also
discuss products or services and
28% view online video to support
purchase decisions on a weekly
basis

Figure 1.4 Most frequently conducted social media activities
(calculated as a proportion of user base)

m Several times daily/daily ~ m Several times perweek/ weekl Every few weeks or less oftel

Interact with people on a social networking site (exc. Twitte

[221 +G 20KSNEQ LINBTAL S&

wSI R 20K!

Interact with companies/ organisations on a social networkin

site (exc. Twitter) 55%

wc2tt26Q k AYGSNIOG sAaiGK C

60%

Post messages on Twitte
64%

wSIFR 2U0KSNJ LIS2LX S 23%
64%
Discuss products or services onlin 32%
56%
L . L A,A,-ll%
WSIR 2U0KSNJ LIS2L) SQa NBYJASS 34% 5506
()
0,
Upload/post music online “ 18% 7504
(1]
Watch an online video involving a product/servict 21% 7204
0
5%
Upload/post videos online H 15% 80%
()
0,
Send/share songs or video onlin m 15%

80%
%
Add comments on news website ”7%

Online social networking has become
iIncreasingly ingrained in New

BSEFEFYRSNEQ SOSNE

Note: A detailed chart can be found appended to the report.

91%



Daily Activities

Updating online profiles, reading  Figure 1.5 Participation in last 24 hoarsend since 2007(as a proportion 0
wikis, using online banking, sending online New Zealanders)
or sharinglinks, and visiting message

boards/ forums, have becomemore

entrenchedin dza SeNd@ry@ay media Online activity in last 24 hours
habitscomparedto 2007. Used email

Used online banking

Visited a message board / online forum

Sent/shared a link with someone

Used instant messaging

Updated your own online profile on a social networking site
Sent/shared a photo with someone

Read a Wiki

Posted (uploaded) pictures/photos online

Added comments on websitexsther than newssites
Contributed / posted to a message board / online forum

t F NOAOALI GSR 2y |y 2NHIFYyAALl
Posted a review of a product / service online

Updated your own blog

t dzof AAKSR WoNBF{AYy3d ySgaQ 2
Downloaded a Podcast

Posted a message on Twitter
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1.4 Recency of uptake of social media activities

It is very prominent that Twitter is Figure 1.6 Recency of uptake (calculated as a proportion of user base)
the service in acquisition mode.
Around one quarter of Twitter users m Inthe past 3 months m More than 2 years ago

only got on-board during the last
three months,comparedto lessthan
10% who started lplj S Srﬁcﬁ(ey 3Q Watch an online video involving a product/servici
than two years ago And around

three quarters of Twitter users WwC2tt260 «k AyiSNI Ol 6AlGK O
started participating in the past 12
months

SIR 20KSNJ LIS2LX SQa NBUJASY 33%

30%
7%

wSIFR 20KSNJ LIS2 LI S¢

[221 G 2 31%

Readingeviewsandwatchingonline
videosinvolvingproductsor services
have both seen a recent surge in Interact with companies / organisations on a social networkin

. . site (exc. Twitter)
uptake to go with their more long
term userbase Discuss a product or service with others onlir

Posta message on Twitte

27%

21%
32%
19%
40%
17%
39%

16%

Upload/post content online
Activities like interacting with
companies on social networking Share content online
sites (excluding Twitter), reading
blogs and reviews see roughly the
same proportion of users adopting Create a profile on a social networking site (exc. Twitte 1%
the activityin the past12 months,as
there are longer term users While 0% 10% 20% 30% 40% S0%
social networking profile and blog
creation, and content sharingsee a
skew toward a longer term user
base

Create a blog 38%

35%
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1.5 Most popular social media websites
Figure 1.7 Proportion of online New Zealanders hagimg visitedsite: 20072010 trend

82%

Facebook 30%
70%
YouTube 63% 16
[ |
Wikipedia 60%
51% 2007
Bebo 48%
. 48%
Old Friends 54%
36%
MySpace 37% Facebook has now reached four
Yahoo! Answers 28% in five online New Zealanders,
27% increasing their reach by 173%

Twitt .
et in less than three years! In that

time Facebook has well and

truly surpassed YouTube, Bebo,
Old Friends and MySpace. New
Zealanders have also really got
2y 02FNR YR WiaN
and Yahoo!Answers in the last

Flickr 26%

Yahoo! Groups 38%
Blogger/Blogspot

Friends Reunited

Photobucket . .
9% 12 months. LinkedIn is now
Linked!| 15% ' i
inkedin S0P showing a strong uptake while

Spaces/Windows Live Space 1??5/(‘,% GoogIeB_uzz has seen some

success just a few months after
13%
Google Buzz launch.
. 0
Digg [N, 10%

Note that Wikipedia, Yahoo!Answers, Twitter and GoogleBuzz were not included in 2007.



Visitors vs. registered users

Figure 1.8 Proportion of online New Zealanders haswy visitedsite vs. proportion who have an account
/ have become a member on the site

90% -
82%

This chart depicts the visitor base
against registered usersthe greater

the gapbetween the two, the less
effective the site has been in converting
its visitor base into more engaged,
registered users. The following chart
adds the conversion ratio for each site,
clearly revealing the conversion success
of social networking sites.

21%

17% 15%
o 0
15% 13%
10%
01
8% 6%
3%

80% - H Visited the site
o0t 70% 70% Created an account on this site

b -

0,
60% - 60%
51%
50% - 48%
40% - 36%
33%
0 | 28% 28%
30% . 21% 2604
22%  21%

20% -

0 15%

11%
10% -
5% 5%
0% - T
Qe

0\& b > e . (' °
) N . \Q N S Q o 0% O
@ \° $\$ 0\6? Qw\ p“ K \\0"\'6 e‘\%\ &
@x\ KT %\oq,% &
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Visitor : Member Conversion Ratio

Despite a massive number of
visitors, fewer people create
accounts on YouTube as they are
happy to view content and not
necessarily interact on the site.

Old Friends is highly
successful

90% - \ in converting visitors to = Visited the site
829 This is the members i but still some
80% - same for way behind Facebook. mmm Created an account on this sitt
Wikipedia
o0t 0% 70% —a— 9 of Visitors who created an accou
b -
59%
B2
52%
50%
44%
42%
0% 39% Y
40% o
33%
~ 30%
0,
30% 26%
22%  219%  21%
20% 17%
0 o 15% 150 ,
0 129 13%
11% 8 1004 ., 0% 10%
0
10% 7% 7% 8% 6%
3%
0%
S X S X o S 1 .
Q\\‘} o o° Q?Qo 6\‘0 \)d& e& Q@& e%\)‘\' O\Q?"
< \ A° e RN O D
< " \ A\ o N o°
) et o N M G
*@“ g N W
6\0 ?(\ .\(\60
c°$\$
«°
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Demographic composition of popular social media sites

Thispageand the next two, provide a snapshotof the compositionof eachd A (R8giteredJserBase
I.e. peoplewho havecreateda profile on the site. Thetable below containsa snapshotof the ageprofile
of popularsocialmediasites¢ with MySpaceBeboand YouTubeskewingyoungerwhile Yahoo!Groups,
OldFriendsandLinkedInskewolder.

Registered user % aged 184

ol asS 27T years

MySpace 68%
Bebo 67%
YouTube 53%
Twitter 46%
Facebook 41%
Yahoo!Groups 35%
Old Friends 34%
LinkedIn 34%

Please note that further demographic and compositional information can be found in the data tables
which accompany this report.



facebook
M

- A Facebook has a broad age profile, but doe
' skew younger than the overall New Zealan slightly@@lder, female

" Internet population. profile. §66% of users are

» A There is a higher proportion of women aged over 35 vs. 59% for

ds attracts a

(55% vs. 51.5%) and slight skews towards Facebqok. And women
couples with no children and young aCCOllJi’[ for 59% of the
families. regist@red user base.

A More likely to be from the Auckland region _

than the overall Internet population.

YAHOO! GROUPS

Linked m A Yahoo! Groups attracts an -
) older, male profile. 42% of

A Li ) : users are aged over 45 vs.
LinkedIn has a strong male, professional skew 1 06 foLEacEb AN

large majority are aged 3@9.

A They have well above average levels of
education and income and are also more Iikely’
to live in Wellington, Auckland or Otago. L

A They are also more likely to be in a family with| |

children at school or preschool.



//7

ATwitter attracts under 45s

1 (73%)
#A Bebo has a much younger user Alt has a greater
s profile - 33% are aged 124 vs. of peoplel
W\ 16% for Facebook. and Welli
| A There is a skew towards females  AThose with a
with 58%, compared to the above averag

Internet population of 51. i, education, are to
q be

A Bebo use‘rs are more ||kq be business owne

fro the overall managers or professionals,
: and are more likely to be
high income earners.

(11 Tube|

wYouTube has a male skew (62%)
proportion aged under 40.

w They are slightly more skewed towards having a

higher education and are more Iikéb to live in

Auckland, Wellington and Otago.

W There are far moﬁ‘female YouTub#sitorsthan

there areregistered user®f the site (Nearly half

of the visitor base is female, whereas 38% of the

registered user base is female).

as a larg

A MySpace has a much younger user
. profile - 32% are aged 184.
“ A There is a skew towards males with
52%, compared to Facebook 45%.
A MySpace users are much more likely

N

to be from Auckland than the Internet
population. »


http://asiapacific.acnielsen.com.au/imageportal/images/1258007_jpg.jpg

Key Attributes of Social Media Sites

For the first time, we asked respondents to nominate which of their visited social media sites is aligned with
FGGNROdziS& adzOK a GKS RSINBS (G2 6KAOK GKS aAadsS 7
feeling of belonging and the sharing of valuable information. The five most mentioned social media sites
associated with each attribute can be seen below.

Social networking sites come into play for connecting withiilkeded people and finding other people who
share the same interests and perspectives, whilst the content focused sites dominate for sharing and finding
valuable information. Interestingly, Google Buzz and Twitter are already resonating with users for forming a se

of belonging.

| can find other | have a feeling of | can share and find

people who share

| can connect with

like-minded people belonging valuable

my interests and information

perspectives

LY TYAEFIOO! ANSWERS

@Gbo YAHoO! GEOUPS Ynu

) Id
facebook @@eld o

facebook
Linked [1,]
@ebo GOug[e buzz &

-YE.HOO! GROUPS £7 Windows Live™ ——— e §

flickr

YAaHOO! GROUPS

Note that the size of the brand (logo) represents the proportion of mentions, e.g. 69% felt Yahoo! Answers was a
site for sharing and finding valuable information vs. 23% saying Facebook facilitates a feeling of belonging.
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The utility of online social networking continues to
grow and the space continues to evolve. Nielsen
found that Facebook reached 67% of global social

media users in December 2009, translating to 206.9
million visitors. Time spent on the site continues to
rise with global users spending an average of
nearly six hours per month on the site.
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section highlights - |

A hytAyS a20Alt ySGg2NJAy3 KlIa 06SSy I OSNBR (S8
The activity continues to grow in both popularity and intensithat is, still more people are doing it,
doing it more often and using these vehicles for an increasing number of activities.

A Furthermore, social networking is broadening its appeal with the greatest growth coming from those
aged 35 and over.

A 12% of online New Zealanders cite social networking sites as theimpmedstredmethod of online
communication; a massive 27% of248 year olds.

A Facebook has been the incredible success story since 2007and now an astounding 79% of online sc
networkers call Facebook their main social networking site.

A Bebo, the most dominant site in 2007 failed to maintain its hold even on the younger age groups anc
87% of 184 year olds now say Facebook is their main site. Last wave this figure was just 23%.

A Facebook also far eclipses all other social networking sites for conversion to create an account, and
engagement, i.e. frequency of visitation, time on site and activities taking place (although not always
a proportion of visitors).

A Twitter was the start up success story of the category since 2007 and it will be interesting to see if it
continue the growth achieved so far, with further acquisition, but also improved retention. GoogleBuz
also saw reasonable visitation within a short time frame of launch in the market, but both Twitter and
GoogleBuzz are so far achieving relatively low account conversion rates on their respective sites.

A Adoption of mobile social networking saw phenomenal growth since 2007 to reach 24% of social
networkers. Facebook is by far the most popular service to access via mobile, but Twitter has also
achieved a very good conversion rate of its overall users.
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