


DIGITAL MARKETING IN PRACTICE







SO….

WHAT 
MAKES UP 
THE NZ 
MEDIA 
INDUSTRY?



NZ MEDIA INDUSTRY

Quantifying 
campaign 

performance 
and impact

Interactive 
creative 

capabilities

Cookie 
pools for 
audience 
targeting

Pre-
planning 
audience 
& site info

Research – Data Providers – Rich Media – Exchange – Publisher – Measurement

Publisher

DSP SSP





GROWING IMPORTANCE OF DIGITAL

In the last 24hrs 8 out of 10 NZ’ers
have used the internet. More than
have watched TV

Smartphone usage up 132% YOY

Growing ability to target the
individual based on our exact
location HIJAK by Meat Pack

https://www.youtube.com/watch?v=yH8Br_f3p9E


BUY INDIVIDUALS & THEIR ACTIONS



TRADITIONAL FUNNEL

Awareness

Familiarity

Consideration

Purchase

Loyalty



NEW BUYING JOURNEY

Awareness

Consideration 

Preference

Purchase

Loyalty

Advocacy







PERSOANLISED UX



1. CREATIVE

2. INTEGRATION

3. OPTIMISATION



BIG DATA

AUDIENCE 
SPECIFIC 

CREATIVE

ENVIRONMENT 
SPECIFIC CREATIVE



Pepsi UNBELIEVABLE

WHAT ABOUT EARNED MEDIA?

https://www.youtube.com/watch?v=Go9rf9GmYpM




2. 



BUT THE GOAL OF 

ANY MODERN 

MARKETER IS NOT 

TO BUILD A BRAND…







NOT 

LOYALTY 

FOR A 

REASON

BUT

LOYALTY 

BEYOND 

REASON 

https://www.youtube.com/watch?v=wO_xhHf-OgM


THEREFORE WHAT 
AM I LOOKING FOR 

IN A MODERN 
DIGITAL MARKETER 

ON MY TEAM?





QUESTIONS?


