


Podcasts are now a mainstream habit, with hundreds of 
millions of people watching or listening worldwide.
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P o d c a s t  c o n s u m er s  a r e  r e s p o n d en t s  w h o  e i t h e r  l i s t e n  t o  a u d i o  p o d c a s ts  o r  w a t c h  
p o d c a s t  v i d e o s .  S o u r c e :  Y o u G o v  S u r v ey s ,  2 0 2 6



Weekly time spent with podcasts. US population 13+

S o u r c e :  T h e  P o d c a s t  C o n s u m er ,  E d i s o n  R e s e a r c h  S S R S ,  2 0 2 6  |  A u d a c y
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When do people watch vodcasts or listen to podcasts? Podcast Vodcast

We listen to podcasts during the day: commutes, chores, the 
morning routine. We watch them during the night: evening at home, 
before going to bed.

S o u r c e :  i l i g o ,  " P r è s  d e  6  F r a n ç a i s  s u r  1 0  c o n s o m m e n t  d e s  P o d c a s t s  a u d i o “ ,  J u l y  2 0 2 6  
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Listen or watch? Increasingly, it’s both

Audio Only* Mostly Audio Audio & Video Equally Mostly Video Video Only*

Audiences now expect to switch between formats,  and both 
have a part to play.

S o u r c e :  A c a s t ,  P o d c a s t  P u l s e  2 0 2 6 .  F i e l d w or k  b y  D i f f e r e n to l og y ,  A u g u s t  2 0 2 6 ,  N = 4 , 3 0 0



Source: IAB Spain, Estudio Audio Digital 2026 (Digital Audio Study 2026)

W h y  d o  y o u  c h o o s e  t h e  v i d eo  f o r m at ?
B a s e :  4 1 5  r e s p o n d en t s
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Source: The UK Podcast Consumer, 2026
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Device Used Most Often to Consume Podcast
UK weekly consumers 15+

Mobile Phone Computer/Laptop Tablet Smart Speaker Smart TV Other



Podcast advertising keeps expanding as brands chase 
increasingly engaged audiences. 

$2.23B →  $2.66B 
(2024–2026)

$0.46B →  $0.51B 
(2024–2026)

S o u r c e :  S t a t i s t a  M a r k e t  I n s i g h ts  2 0 2 6  



S o u r c e :  R M S  P o d c a s t  S t u d y  2 0 2 6



Source: Magellan Ai Quarterly Benchmark Report Q2 2026



Feel more trust 
towards brands who 
sponsor their favourite 
podcasts repeatedly

Say podcast ads 
have helped them 
discover some of 
their favourite 
brands and 
products

Source: Sirius XM Media 
The Great Podcast Debate 2026



Source: SiriusXM Media x Carat 2026 | Audacy Insights 2026



Act ions  inc lude:  
vis i ted a  company / 
product  website ,  
recommended a  product ,  
gathered more informat ion,  
purchased a  product /
serv ice,  or  used a  promo 
code that  was ment ioned

Source: Edison Podcast Metrics Q2 ’25 – Q1 ‘26



Source: Sounds Profitable, The Podcast Atlas 2026
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I n c r e m en ta l  r e a c h :  t h e  p e r c e n ta g e  o f  p e o p l e  w h o  l i s t e n e d / w a t c h ed  p o d c a s t s  b u t  
d i d n ’ t  c o n s u m e  t h e  o t h e r  m e d i a  c h a n n el s

Source: Acast Incremental Impact Report UK, 2025
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Source: Acast Incremental Impact Report UK, 2025
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Friends Children/Family 
members under 18

Adult family 
members

Net: Friends 
or family

Net: Friends/ 
family/children

% of weekly podcast consumers who listen to podcasts 
with the following groups who said ‘past week’ 

Source: Cumulus Media and Signal Hill  
Insights' Podcast Download – Spring 
2026 Report
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Source: MRI-Simmons 2026 April Podcast Study (F25 USA)



D o  y o u  a p p ro ve  o r  d i s a p p ro ve  o f  p o d c a s t s  u s i n g  g e n er a t i ve  A I  
t o  c o m p l e t e  t h e  f o l l o w i n g  s t e p s  o f  t h e  p o d c a s t  c r e a t i o n  p r o c e s s ?

Source: Audacy, Edison Research at SSRS, Podcast Metrics, U.S. weekly podcast consumers 
aged 13+, Q1 2026.
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Looking for 
more? 

Visit 
egta.com/podcast
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