


Wikipedia has defined social media as: 

ñInformation content created by people using 

highly accessible and scalable publishing 

technologies. At its most basic, social media is a 

shift in how people discover, read and share news, 

information and content. Itôs a fusion of sociology 

and technology, transforming monologue (one to 

many) into dialogue (many to many) and is the 

democratisation of information, transforming 

people from content readers into publishersò. 

So what is Social Media all about?

It is where consumers have the power to review, 

compare, rate, and recommend ideas, products,  

brands, and anything they connect with. 



Executive Summary
²Ŝ ŀǊŜ ƴƻǿ ŀǘ ǘƘŜ ǎŜŎƻƴŘ ǿŀǾŜ ƻŦ ǘƘƛǎ ŘŜŜǇ ŘƛǾŜ ƛƴǘƻ bŜǿ ½ŜŀƭŀƴŘΩǎ ǇŀǊǘƛŎƛǇŀǘƛƻƴ ƛƴ ǎƻŎƛŀƭ ƳŜŘƛŀΦ 9ȄŀŎǘƭȅ ǿƘƻ 
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 
ŀǊƻǳƴŘ ƴŜǿ ǎŜǊǾƛŎŜǎ ŜƴǘŜǊƛƴƎ ǘƘŜ ƳŀǊƪŜǘΦ  ¢Ƙƛǎ ǎǘǳŘȅ ǉǳŀƴǘƛŦƛŜǎ ŀƴŘ ǘǊŀŎƪǎ ǳǎŜǊǎΩ ǇŀǊǘƛŎƛǇŀǘƛƻƴ ƛƴ ŀƭƭ ǘƘƛƴƎǎ 
social media, to provide subscribers with an understanding of just how prevalent each activity is in the market 
and whether user behaviourmatches 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 
ōŜǘǿŜŜƴ ǘƘƻǎŜ ǳƴŘŜǊ ŀƴŘ ƻǾŜǊ ор ȅŜŀǊǎ ƻŦ ŀƎŜΣ ǿƛǘƘ ΨȅƻǳƴƎŜǊΩ ƳƻǊŜ ǎŀǾǾȅ ŀǳŘƛŜƴŎŜǎ ōŜƛƴƎ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ 
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, more than one 
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 visitation to not only 
surpass Bebo, but 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.  It is even ahead of YouTube for most popular site for video uploads!



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 to 
ƪŜŜǇ ǘƘŜƛǊ ǇŜǊǎƻƴŀƭ ŀƴŘ ǇǊƻŦŜǎǎƛƻƴŀƭ ƭƛǾŜǎ ǎŜǇŀǊŀǘŜΦ !ƴŘ ǿŜ ƭƻƻƪ ŀǘ ǘƘŜ ƭŜǎǎ ΨƘȅǇŜŘΩ ŀǊŜŀǎ ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀΣ  
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 conversations 
about brands, products and companies. 

Finally to video and mobile.  Yes, adoption is on the rise. New Zealanders are increasingly turning to rich media 
to support their decision making and we have found that it can have a greater influence on their purchase 
decisions than text-based media.  And 24% of online social networkers have now tried mobile social 
networking ςup 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.  

{ƻŎƛŀƭ ƳŜŘƛŀ Ƙŀǎ ǘǊǳƭȅ ōŜŎƻƳŜ ŀ Ǿƛǘŀƭ ŎƻƳǇƻƴŜƴǘ ƻŦ bŜǿ ½ŜŀƭŀƴŘŜǊǎΩ ƻƴƭƛƴŜ ŀŎǘƛǾƛǘȅ ŀƴŘ ƛƴƎǊŀƛƴŜŘ ƛƴ ǘƘŜ Řŀȅ ǘƻ 
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 overleaf.



Å Facebook dominates the online social networking space and is now the leading player in the overall social 
media category in New Zealand.  The site has the highest audience numbers, greatest level of engagement 
and has grown exceptionally in both areas since 2007.

Å 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 position ςfor the mean time.

Å 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 interacting 
with brands and organisationson social networking sites.

Å New Zealanders are also increasingly taking their opinions public, and forums and review websites have 
ƎŀƛƴŜŘ ǇƻǇǳƭŀǊƛǘȅ ǿƘƛƭŜ ΨƻŦŦƛŎƛŀƭΩ ǎƻǳǊŎŜǎ ƭƛƪŜ ŎƻƳǇŀƴȅ ŀƴŘ ǊŜǘŀƛƭŜǊǎΩ ǿŜōǎƛǘŜǎ ŀǊŜ ƴƻǿ ƭŜǎǎ ǇƻǇǳƭŀǊΦ ¢ƘŜ 
incidence of emailing feedback directly to the organisationhas also seen a significant decline.  This means 
it is more important than ever to keep track of the conversations your customers and prospects are having 
ΨōŜƘƛƴŘ ȅƻǳǊ ōŀŎƪΩΦ

Å Trust in consumer opinion remains strong and is growing. 79% 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%).

Å Social media does stimulate further research and engagement with the item or brand, as well as purchase. 
¢ƘŜ Ƴƻǎǘ ǇƻǇǳƭŀǊ ƴŜȄǘ ǎǘŜǇ ŀŦǘŜǊ ǊŜŀŘƛƴƎ ƻǊ ǾƛŜǿƛƴƎ ǎƻŎƛŀƭ ƳŜŘƛŀ ƛǎ ǘƻ Ǿƛǎƛǘ ǘƘŜ ǇǊƻŘǳŎǘ ƻǊ ǇǊƻǾƛŘŜǊΩǎ ǿŜōǎƛǘŜΣ 
use a search engine to find suppliers, or actually purchase the product.

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

Social Media in New Zealand: key findings 2010







background and aims
The growth in New ½ŜŀƭŀƴŘŜǊǎΩparticipation in social media through 2006 and 2007 prompted Nielsen to
conducta first-of-its-kind,comprehensiveexaminationof the categoryςa studywhichwaspublishedin January
2008.

SocialMedia has continued along a path of steady uptake in adoption, among New Zealandand global
audiences,receivingmuchmediahypeandspeculationalongthe way. Thecategorycontinuesto evolveasnew
servicesare introduced and user behaviourschange. Socialmedia has transformed the way we approach
socialising,communicating,informationdisseminationandinformationgathering.

Now in its secondwave,the NielsenSocialMedia ReportςSeparatinghype from reality, againcontainsan in-
depth analysisinto the socialmediabehavioursandattitudes of NewZealanders. We look at wherewe are now
in 2010anddrawcomparisonsto waveonecovering2007, to seejust how farǿŜΩǾŜcomein our adoptionof the
newmediathat hasburstonto the scene- SocialMedia.

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

ÅWhat are the adoption trends and how many New Zealanders are participating?

ÅWhat services are they using and why?

ÅWhat drives participation and non participation in social media activities?

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

ÅWhat product categories are the most prevalent for social media?

Overall, the findings in this report provide the state-of-play of the New Zealand social media market and a 
ǾŀƭǳŀōƭŜ ŦƻǳƴŘŀǘƛƻƴ ŦƻǊ ǎǳōǎŎǊƛōŜǊǎΩ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǘǊŀǘŜƎȅ ŀƴŘ ǘŀŎǘƛŎǎ ƎƻƛƴƎ ŦƻǊǿŀǊŘ ƛƴ нлмл ŀƴŘ нлммΦ



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 were 
collected between 24th March and 31st 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 on 
the Nielsen Media Research Panorama offline 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 of 
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.

Male / female 48.5% / 51.5%

Age:  18-24 12.7%

25-34 21.8%

35-44 24.2%

45-54 18.6%

55+ 22.7%

Young single person 3.2%

Peergroup flatting 6.6%

Young couple no children 7.3%

Middleaged couple no children 6.9%

Young family ςmainly pre school 12.5%

Middle family ςmainly schoolage 19.0%

Mature family ςmainly olderchildren 16.8%

Older couple / single 20.7%



Research Method, Sample and Data Tables (continued) 

tƭŜŀǎŜ ƴƻǘŜΥ ŀƴȅ ǊŜŦŜǊŜƴŎŜ ǘƻ ΨƻƴƭƛƴŜ bŜǿ ½ŜŀƭŀƴŘŜǊǎΩ ƻǊ ǘƘŜ Ψǘƻǘŀƭ bŜǿ ½ŜŀƭŀƴŘ ƻƴƭƛƴŜ ǇƻǇǳƭŀǘƛƻƴΩ ǊŜŦŜǊǎ ǘƻ 
the population aged 18 and above.

Weighting

The data relating to the adult population (18+) has been weighted by gender and home broadband incidence to 
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 used for in-depth examination of 
specific audience segments. Please note that the data tables show the unweighted count, with 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. 





section highlights
Å The majority of social media activity has seen an increase in uptake and participation since 2007, as the 

category continued to grow and evolve.

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

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

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

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

Å 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.

Å 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.

Å ²ƘƛƭŜ CŀŎŜōƻƻƪΩǎ όǊŜƎƛǎǘŜǊŜŘύ ǳǎŜǊ ǇǊƻŦƛƭŜ ƴƻǿ ƭŀǊƎŜƭȅ Ŧƻƭƭƻǿǎ ǘƘŜ ƻǾŜǊŀƭƭ ƻƴƭƛƴŜ ǇƻǇǳƭŀǘƛƻƴΣ ǘƘŜ ǎƛǘŜ ŘƻŜǎ ǎǘƛƭƭ 
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.

Å hƴƭƛƴŜ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ Ƙŀǎ ōŜŎƻƳŜ ƛƴŎǊŜŀǎƛƴƎƭȅ ƛƴƎǊŀƛƴŜŘ ƛƴ bŜǿ ½ŜŀƭŀƴŘŜǊǎΩ ŜǾŜǊȅŘŀȅ ƭƛǾŜǎΦ Now 33% of 
ǳǎŜǊǎ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ƻǘƘŜǊǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǎƛǘŜǎ Řŀƛƭȅ ƻǊ ƳƻǊŜ ƻŦǘŜƴΣ ŀƴŘ нф҈ ƭƻƻƪ ŀǘ ƻǘƘŜǊΩǎ ǇǊƻŦƛƭŜǎΦ 

Å {ƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǎƛǘŜǎ ŀǊŜ ǘƘŜ ǇƭŀŎŜǎ ǿƘŜǊŜ ƻƴƭƛƴŜ bŜǿ ½ŜŀƭŀƴŘŜǊǎ ŦŜŜƭ ǘƘŜȅ Ŏŀƴ άŎƻƴƴŜŎǘ ǿƛǘƘ ƭƛƪŜ-minded 
ǇŜƻǇƭŜέ ŀƴŘ άŦƛƴŘ ƻǘƘŜǊ ǇŜƻǇƭŜ ǿƘƻ ǎƘŀǊŜ Ƴȅ ƛƴǘŜǊŜǎǘǎ ŀƴŘ ǇŜǊǎǇŜŎǘƛǾŜǎέΣ ǿƘƛƭǎǘ ŎƻƴǘŜƴǘ ŦƻŎǳǎŜŘ ǎƛǘŜǎ ƭƛƪŜ 
¸ŀƘƻƻΗ !ƴǎǿŜǊǎ ŀƴŘ ¸ƻǳ¢ǳōŜ ŀǊŜ ǇƭŀŎŜǎ ǿƘŜǊŜ ǘƘŜȅ ŦŜŜƭ ǘƘŜȅ Ŏŀƴ άǎƘŀǊŜ ŀƴŘ ŦƛƴŘ ǾŀƭǳŀōƭŜ ƛƴŦƻǊƳŀǘƛƻƴέΦ 



1.0  the social media market place 2010

Å 86% of online  adult New Zealanders have registered or created a profile on a social media site.

Å New Zealanders are interacting with companies via social media. Most prefer to do this 

ǘƘǊƻǳƎƘ ŀ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǎƛǘŜ ǊŀǘƘŜǊ ǘƘŀƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƻǿƴ ǿŜōǎƛǘŜΥ

Å 42% of Internet users interacted with a company, or organisation, via a social networking site in the last year. This is much

ƳƻǊŜ ǘƘŀƴ ǘƘŜ ƴǳƳōŜǊ ƻŦ ǇŜƻǇƭŜ ǿƘƻ ǇŀǊǘƛŎƛǇŀǘŜŘ ƻƴ ŀƴ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ǿŜōǎƛǘŜ όнр҈ύΦ 

Å Women and younger consumers are far more likely to engage with companies / organisations via social media than their 

older counterparts.

Å ф҈ ƻŦ ƻƴƭƛƴŜ bŜǿ ½ŜŀƭŀƴŘŜǊǎ ΨŦƻƭƭƻǿŜŘΩ ƻǊ ƛƴǘŜǊŀŎǘŜŘ ǿƛǘƘ ŎƻƳǇŀƴƛŜǎ κ ƻǊƎŀƴƛǎŀǘƛƻƴǎ Ǿƛŀ ¢ǿƛǘǘŜǊ ŘǳǊƛƴƎ нлмлΦ

Å 44% publish their opinions specificallyabout products services and brands.

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

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

on forums, blogs or other websites.

Å то҈ ǊŜŀŘ ƻǘƘŜǊ ŎƻƴǎǳƳŜǊǎΩ ƻǇƛƴƛƻƴǎ ƻƴƭƛƴŜ ςabout products services and brands.

Furthermore, among those who have not read consumer reviews and discussions, almost two 

thirds of them intend to  do this in 2010. 



Proportion of online New Zealanders participating in social media activities

Online New Zealanders are increasing their
participation with a variety of socialmedia:

ÅSharing content is the most popular social
media activity. 81% of online New Zealanders
sentor shareda photo and73%sentor shared
a link in 2010.

ÅOnline social networking continued its strong
foray into mainstreamNewZealand. Now close
to four in five havebrowsedsocialnetworking
profiles up from 62% in 2007.
Updating/creating profiles are both up to
around two thirds of the online population,
comparedto underhalf in 2007.

ÅReadingother ǇŜƻǇƭŜΩǎreviews,discussionsor
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).

ÅReadingwikis 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 ½ŜŀƭŀƴŘŜǊǎΩparticipation in a
varietyof socialmediaactivitiesduringthe lastyear.

Most Popular Social Media Activities 2010

Activity % Online New 

Zealanders 18+
1 Sent/shared a photo 81%

2 [ƻƻƪŜŘ ŀǘ ƻǘƘŜǊǎΩ ǇǊƻŦƛƭŜǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎ 79%

3 Posted (uploaded) pictures online 75%

4 wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ǊŜǾƛŜǿǎ/discussions 73%

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 wŜŀŘ ƻǘƘŜǊǎΩ ŎƻƳƳŜƴǘǎ ŀōƻǳǘ ƎƻǾǘ/social issues 46%

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%



Figure 1.0 Proportion of online New Zealanders participating in social media activities
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Figure 1.1 Proportion of online New Zealanders participating in social media activities (continued)
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Key Changes: 2007 - 2010

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

Å Online social networking activities ςGrowth 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 .

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

Å Sharing/uploading/tagging content ςNew Zealanders show an increasing willingness to upload content  
online (especially photos). Sharing links to content with others is also becoming even more predominant 
ŀƴŘ ƛƴ ŀƴ ŜǾŜǊ ŜȄǇŀƴŘƛƴƎ ƻƴƭƛƴŜ ƛƴŦƻǊƳŀǘƛƻƴ ǊŜǎŜǊǾƻƛǊΣ ǘƘŜ ŀōƛƭƛǘȅ ǘƻ άǘŀƎέ ƻǊ ōƻƻƪƳŀǊƪ ƛƴŦƻǊƳŀǘƛƻƴ Ƙŀǎ 
more than doubled in importance.

Å 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 ά¢ŀƎƎŜŘέ ǎƻƳŜǘƘƛƴƎ 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



Changes in the New Zealand Social Media Landscape: trend since 2007

Whilethe numberandtype of socialmediaactivitiesincludedin this studyhasevolvedsince2007, it is interesting
to note the consistenciesand changesin the environment over the past three years. Content sharinghas
remainedthe most popular activity, as hasbrowsing,updatingand creatingprofiles on socialnetworkingsites.
Readingother ǇŜƻǇƭŜΩǎreviews/discussionsis now in the top 5 activities,but was not measuredin 2007. It is
noticeablethat bloggingactivity is no longeramongstthe most popularactivities,and uploadingrich medialike
songsandvideoareactivitiescanno longerbe foundamongthe top 20mostpopularsocialmediaactivities.

Note: A number of detailed charts highlighting the trend in social media activity uptake since 2007 can be found appended to this report.

Top 20 Activities 2010 Top 20 Activities 2007

Sent/shared a photo Sent/shared a photo

[ƻƻƪŜŘ ŀǘ ƻǘƘŜǊǎΩ ǇǊƻŦƛƭŜǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎ[ƻƻƪŜŘ ŀǘ ƻǘƘŜǊǎΩ ǇǊƻŦƛƭŜǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎ

Posted (uploaded) pictures online Posted (uploaded) pictures online

wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ǊŜǾƛŜǿǎ/discussions 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

wŜŀŘ ƻǘƘŜǊǎΩ ŎƻƳƳŜƴǘǎ ŀōƻǳǘ ƎƻǾǘ/social issues    Uploaded 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



Social Media ςparticipation is strong and rising

Lƴ нлмлΧ όƭŀǎǘ мн ƳƻƴǘƘǎύΣ ƻŦ ǘƘŜ ŀŘǳƭǘ ǇƻǇǳƭŀǘƛƻƴΥ

Å1.8 million New Zealanders interacted 

with people via social networking sites

Å1.6 million watched online video about 

products or services they were thinking of buying

Å1.6 million created a profile on a social 

networking site

ÅMore than 1.4 million read blogs

Å1.1 million interacted with brands or 

organisations via social networking sites

Å762,000 reviewed products or services online

Å368,000 downloaded a widget to their desktop, 

laptop or mobile and 315,000 downloaded a 

podcast.

Numbers projected based on Nielsen Media  Research Panorama Q1 2010 statistics: online universe population aged 18+ of  2,628,000  .



Active reach of social media: New Zealand vs. Australia

Comparedto bƛŜƭǎŜƴΩǎAustralian
SocialMedia Report releasedin
March 2010, 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 secondtableonlyshows
those activities that have a
greaterthan two point difference.

New Zealand Dominant Activities NZ AU Country 

Difference
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 [ƻƻƪŜŘ ŀǘ ƻǘƘŜǊǎΩ ǇǊƻŦƛƭŜǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎ79% 73% +6 points

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 NZ AU 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
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Current activity Lapsed usage

Lapsed participation in social media activities

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

As social media becomes a more
matureonlinecategory,we canstart
to lookat activity retention.

The chart at right presents the 10
activities with the best retention
level (to the left of the dotted line)
and the 10 activitieswith the worst
retention in 2010(right of the dotted
line).

Not included in the chart is the
creation of a profile on a social
networkingsite. Whileuptakeof 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
detail in Section2.

Figure 1.2 Lapsed vs. current participation 2010

Activities with highest rate 
of retention

Activities with lowest rate of 
retention



2010 2007 2010 20072010 2007

{ƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǇǊƻŦƛƭŜΧ

18-24

25-34

35-44

45-54

55+

Creation (%) Updating (%) Viewing (%)

51

7470

63

64

75

47

85 91

1.1 Social Media Participants
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Online social networking remains most prevalent amongst women 
and  younger users, though those aged 35 and above are 
substantially growing the category. In 2007 33% of 45-54 year olds 

had a social networking profile ςnow 60% have one. The gender gap 
in online social networking has actually increased since 2007 with 
there now being a 9  and 11 point gaps for updating (women 71%) 
and viewing profiles (women 84%) respectively. 



2010 2007 2010 20072010 2007

18-24

25-34

35-44

45-54

55+

Creation (%) Updating (%) Reading (%)

.ƭƻƎ ŀŎǘƛǾƛǘȅΧ

21

12

10

8

6

20

14

11

9

6

59

53

68

49

49

38

26

14

9

6

36

25

12

9

6

61

75

45

40

39

Overall, readership of blogs is above the levels found in 2007 and the growth has been 
particularly  among older New Zealanders.  Men are more likely to read blogs than women (57% 
males vs. 52% females)Creating and updating a blog was much more popular among 18-34 year 
olds in 2007 and overall, blog creation and maintenance activities has seen a decline in retention.



2010 2007 2010 20072010 2007

18-24

25-34

35-44

45-54

55+

Creation (%) Updating (%) Reading (%)

1

²ƛƪƛΧ

1

1

4

3

1

2

3

3

6

7 84

75

69

55

52

1

1

2

5 10

4

3

2

2

54

48

38

32

33

There was a massive increase in the number of New Zealand adults reading wikis since 2007.  
Creating and editing wikis remains unpopular. Wiki activity is more likely to be conducted by males 
and younger age groups.



1.2 Anticipated uptake of social media activities 2010

Figure 1.3 Intended uptake timing among current non usersAmong those who have not yet
participated in specific social media
activities, reading consumer reviews
holds the greatest appeal. Almost two
thirds of Ψƴƻƴ-ǳǎŜǊǎΩintend to do so in
the next 12 months. A significant
proportion of non-users also plan to
discussproducts and servicesonline in
the next 12months(42%).

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

It is interesting to note that interest is
not as strong for trialing Twitter ς
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
outsideof beinga niche activity for the
online population. Refer Section 2.5
Twitter for further detail.

Readership and participation in online 
word of mouth discussion is set for 

further growth over the next 12 months.

14%

8%

6%

5%

3%

3%

25%

13%

13%

11%

5%

4%

6%

23%

21%

17%

19%

7%

7%

10%

38%

58%

64%

66%

85%

86%

83%

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

wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ƻƴƭƛƴŜ ǊŜǾƛŜǿǎ

Discuss products/services with other people online

Read blogs

Upload videos online

Create Twitter account

Create profile, excluding Twitter

Create a blog

Next month Within the next 6 months Within the next 12 months No uptake intention



1.3 Frequency of conduct of social media activities

Online socialnetworking activities,
are popular pastimes which are
becomingincreasinglyingrained in
New ½ŜŀƭŀƴŘŜǊǎΩeveryday lives.
One third of users interact with
others on social networking sites
dailyor more often while lookingat
ƻǘƘŜǊΩǎprofiles is now at least a
daily activity for 29% 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 dailybasis. Postingand
reading messageson Twitter both
have a 13%dailyuptake.

Socialmediain relation to 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)

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

Online social networking has become 
increasingly ingrained in New 
½ŜŀƭŀƴŘŜǊǎΩ ŜǾŜǊȅŘŀȅ ƭƛǾŜǎΦ

33%

29%

17%

16%

15%

13%

13%

12%

11%

8%

7%

5%

5%

3%

37%

35%

32%

29%

25%

23%

23%

32%

34%

18%

21%

15%

15%

7%

29%

36%

51%

55%

60%

64%

64%

56%

55%

75%

72%

80%

80%

91%

Interact with people on a social networking site (exc. Twitter)

[ƻƻƪ ŀǘ ƻǘƘŜǊǎΩ ǇǊƻŦƛƭŜǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǎƛǘŜǎ όŜȄŎΦ ¢ǿƛǘǘŜǊύ

wŜŀŘ ƻǘƘŜǊǎΩ ōƭƻƎǎ

Interact with companies / organisations on a social networking 
site (exc. Twitter)

ΨCƻƭƭƻǿΩ κ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ŎƻƳǇŀƴƛŜǎ κ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ƻƴ ¢ǿƛǘǘŜǊ

Post messages on Twitter

wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ƳŜǎǎŀƎŜǎ ƻƴ ¢ǿƛǘǘŜǊ

Discuss products or services online

wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ǊŜǾƛŜǿǎ ŀōƻǳǘ ǇǊƻŘǳŎǘǎ ƻǊ ǎŜǊǾƛŎŜǎ ƻƴƭƛƴŜ

Upload/post music online

Watch an online video involving a product/service

Upload/post videos online

Send/share songs or video online

Add comments on news websites

Several times daily/daily Several times per week / weekly Every few weeks or less often



Figure 1.5 Participation in last 24 hours ςtrend  since 2007(as a proportion of 
online New Zealanders)

Updating online profiles, reading
wikis, using online banking,sending
or sharinglinks,and visitingmessage
boards/ forums, have becomemore
entrenchedin ǳǎŜǊǎΩeverydaymedia
habitscomparedto 2007.

Daily Activities

Online activity in last 24 hours 2010 2007

Used email 97% 96%

Used online banking 69% 60%

Visited a message board / online forum 25% 19%

Sent/shared a link with someone 25% 16%

Used instant messaging 25% 25%

Updated your own online profile on a social networking site 25% 18%

Sent/shared a photo with someone 23% 25%

Read a Wiki 23% 10%

Posted (uploaded) pictures/photos online 19% 15%

Added comments on websites other than news sites 19% 15%

Contributed / posted  to a message board / online forum 11% 9%

tŀǊǘƛŎƛǇŀǘŜŘ ƻƴ ŀƴ ƻǊƎŀƴƛǎŀǘƛƻƴǎΩ ǿŜōǎƛǘŜ6% NA

Posted a review of a product / service online 5% 5%

Updated your own blog 4% 5%

tǳōƭƛǎƘŜŘ ΨōǊŜŀƪƛƴƎ ƴŜǿǎΩ ƻǊ ŎǳǊǊŜƴǘ ŀŦŦŀƛǊǎ ƻƴƭƛƴŜ3% NA

Downloaded a Podcast 2% 1%

Posted a message on Twitter 2% NA



1.4 Recency of uptake of social media activities

Figure 1.6 Recency of uptake (calculated as a proportion of user base)It is very prominent that Twitter is
the service in acquisition mode.
Around one quarter of Twitter users
only got on-board during the last
three months,comparedto lessthan
10% who started ΨǘǿŜŜǘƛƴƎΩmore
than two years ago. And around
three quarters of Twitter users
started participating in the past 12
months.

Readingreviewsandwatchingonline
videosinvolvingproductsor services
have both seen a recent surge in
uptake to go with their more long
term userbase.

Activities like interacting with
companies on social networking
sites (excluding Twitter), reading
blogs and reviews see roughly the
same proportion of users adopting
the activity in the past12 months,as
there are longer term users. While
social networking profile and blog
creation, and content sharingsee a
skew toward a longer term user
base.
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wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ǊŜǾƛŜǿǎ ŀōƻǳǘ ǇǊƻŘǳŎǘǎ ƻǊ ǎŜǊǾƛŎŜǎ ƻƴƭƛƴŜ

Watch an online video involving a product/service

ΨCƻƭƭƻǿΩ κ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ŎƻƳǇŀƴƛŜǎ κ ƻǊƎŀƴƛǎŀǘƛƻƴǎ  ƻƴ ¢ǿƛǘǘŜǊ

wŜŀŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ƳŜǎǎŀƎŜǎ ƻƴ ¢ǿƛǘǘŜǊ

[ƻƻƪ ŀǘ ƻǘƘŜǊǎΩ ōƭƻƎǎ

Post a message on Twitter

Interact with companies / organisations on a social networking 
site (exc. Twitter)

Discuss a product or service with others online

Upload/post content online

Share content online

Create a blog

Create a profile on a social networking site (exc. Twitter)

In the past 3 months More than 2 years ago
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1.5 Most popular social media websites
Figure 1.7 Proportion of online New Zealanders having ever visited site: 2007-2010 trend

Facebook has now reached four 
in five online New Zealanders, 
increasing their reach by 173% 
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 
ƻƴ ōƻŀǊŘ ŀƴŘ ΨǘǊƛŀƭƭŜŘΩ ¢ǿƛǘǘŜǊ 
and Yahoo!Answers in the last 
12 months. LinkedIn is now 
showing a strong uptake while  
GoogleBuzz has seen some 
success just a few months after 
launch.

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



82%

70%

60%

51%
48%

36%

28% 27% 26%

22% 21% 21%
17%

15% 15%
13%

10%

70%

25%

5%

28%

33%

15%

5%

11% 10% 9%
7%

12%

7% 9% 8%
6%

3%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

Visited the site

Created an account on this site
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Figure 1.8 Proportion of online New Zealanders having ever visited site vs. proportion who have an account 
/ have become a member on the site

This chart depicts the visitor base 
against registered users ςthe greater 
the gap between 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.
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Old Friends is highly 

successful 

in converting visitors to 

members ïbut still some 

way behind Facebook.

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.

This is the 

same for

Wikipedia



Demographic composition of popular social media sites

Thispageand the next two, providea snapshotof the compositionof eachǎƛǘŜΩǎRegisteredUserBase
i.e. peoplewho havecreateda profile on the site. Thetablebelowcontainsa snapshotof the ageprofile
of popularsocialmediasitesςwith MySpace,Beboand YouTubeskewingyoungerwhile Yahoo!Groups,
OldFriends,andLinkedInskewolder.

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

Registered user 
ōŀǎŜ ƻŦΧ

% aged 18-34
years

MySpace 68%

Bebo 67%

YouTube 53%

Twitter 46%

Facebook 41%

Yahoo!Groups 35%

Old Friends 34%

LinkedIn 34%



ÅYahoo! Groups attracts an 
older, male profile.  42% of 
users  are aged over 45 vs. 
35% for Facebook. And 
men account for 57% of the 
registered user base.

ÅFacebook has a broad age profile, but does 
skew younger than the overall New Zealand 
Internet population.
ÅThere is a higher proportion of women 

(55% vs. 51.5%) and slight skews towards 
couples with no children and young 
families.
ÅMore likely to be from the Auckland region 

than the overall Internet population.

ÅLinkedIn has a strong male, professional skew. A 
large majority are aged 30-49.
ÅThey have well above average levels of 

education and income and are also more likely 
to live in Wellington, Auckland or Otago.
ÅThey are also more likely to be in a family with  

children at school or pre-school.

ÅOld Friends attracts a 
slightly older, female 
profile.  66% of users  are 
aged over 35 vs. 59% for 
Facebook. And women 
account for 59% of the 
registered user base.



ÅTwitter attracts under 45s 
(73%)
ÅIt has a greater proportion 
of people living in Auckland 
and Wellington.
ÅThose with a profile have 
above average levels of 
education, are more likely to 
be business owners, 
managers or professionals,  
and are more  likely to be 
high income earners. 

ωYouTube has a male skew (62%) and has a large 
proportion aged under 40.
ωThey are slightly more skewed towards having a 

higher education and are more likely to live in 
Auckland, Wellington and Otago. 
ωThere are far more female YouTube visitorsthan 

there are registered usersof the site (Nearly half 
of the visitor base is female, whereas 38% of the 
registered user base is female).

ÅMySpace has a much younger user 
profile - 32% are aged 18-24.
ÅThere is a skew towards males with 

52%, compared to Facebook 45%.
ÅMySpace users are much more likely 

to be from Auckland than the Internet 
population.

ÅBebo has a much younger user 
profile - 33% are aged 18-24 vs. 
16% for Facebook.
ÅThere is a skew towards females 

with 58%, compared to the 
Internet population of 51.5%
ÅBebo users are more likely to be 

from Auckland than the overall 
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 
ŀǘǘǊƛōǳǘŜǎ ǎǳŎƘ ŀǎ ǘƘŜ ŘŜƎǊŜŜ ǘƻ ǿƘƛŎƘ ǘƘŜ ǎƛǘŜ ŦŀŎƛƭƛǘŀǘŜǎ ΨŎƻƴƴŜŎǘƛƻƴΩΣ ŦƛƴŘƛƴƎ ƻǘƘŜǊǎ ǿƛǘƘ ǎƘŀǊŜŘ ƛƴǘŜǊŜǎǘǎΣ ŀ 
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 with like-minded 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 sense 
of belonging. 

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.

I can connect with 
like-minded people

I can find other 
people who share 
my interests and 

perspectives

I have a feeling of 
belonging

I can share and find 
valuable 

information





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.  



Å hƴƭƛƴŜ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ Ƙŀǎ ōŜŜƴ ŀ ǾŜǊȅ ƪŜȅ ŘǊƛǾŜǊ ƛƴ bŜǿ ½ŜŀƭŀƴŘŜǊǎΩ ǘǊƛŀƭ ŀƴŘ ǳǇǘŀƪŜ ƻŦ ΨǎƻŎƛŀƭ ƳŜŘƛŀΩΦ 
The activity continues to grow in both popularity and intensity ςthat is, still more people are doing it, 
doing it more often and using these vehicles for an increasing number of activities. 

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

Å 12% of online New Zealanders  cite social networking sites as their most preferredmethod of online 
communication; a massive 27% of 18-24 year olds.

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

Å Bebo, the most dominant site in 2007  failed to maintain its hold even on the younger age groups and 
87% of 18-24 year olds  now say Facebook is their main site. Last wave this figure was just 23%.

Å 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 as 
a proportion of visitors).

Å Twitter was the start up success story of the category since 2007 and it will be interesting to see if it can 
continue the growth achieved so far, with further acquisition, but also improved retention. GoogleBuzz 
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.

Å 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.

section highlights - I




