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1 Podcast Momentum

Podcasts are now a mainstream habit, with hundreds of
millions of people watching or listening worldwide.

Germany

us

France

Italy

Great Britain
Spain
Denmark
Canada

Poland

10% 20% 30% 40% 50% 60% 70%

o
R

m % Podcast Consumers (listen or watch)

Podcast consumers are respondents who either listen to audio podcasts or watch
podcast videos. Source: YouGov Surveys, 2026
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1 Podcast Momentum

Weekly time spent with podcasts. US population 13+

812M

HOURS PER
WEEK

386%
increase

167M
HOURS PER WEEK

Source: The Podcast Consumer, Edison Research SSRS, 2026 | Audacy —
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y 4 Podcasts Stay On All Day Long

Podcasts and vodcasts don't compete, they take different
shifts.

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.

When do people watch vodcasts or listen to podcasts? m Podcast mVodcast
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In the During a During During car On public In the Walking / Before During While
evening, at break in the household commutes transport morning, cycling / falling sportsora working /
home day activities during the commuting asleep leisure walk studying
(cleaning, morning on foot
cooking) routine

Source: iligo, "Prés de 6 Frangais sur 10 consomment des Podcasts audio“, July 2026 I
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y 4 Podcasts Stay On All Day Long

Audio-only and video-only are no longer separate worlds.
Audiences now expect to switch between formats, and both
have a part to play.

38% now consume both audio

and video, up from 27% last year

Listen or watch? Increasingly, it's both

2026

2025

® Audio Only* m Mostly Audio ® Audio & Video Equally = Mostly Video mVideo Only*

Source: Acast, Podcast Pulse 2026. Fieldwork by Differentology, August 2026, N=4,300
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3 Listen or Watch?
Podcast Fans Say Both

2 out of 3 users watch the video format of the podcasts
they consume, rising to 81% among the youngest
audience.

Why do you choose the video format?
Base: 415 respondents

It's the only format available

| use video platforms

Better understanding

"

| pay more attention

Complements the conversation 16 to 25 year olds
Makes the cont.ent more 25 to 39 year olds
dynamic

Seeing expressions and reactions 16 to 25 year olds

0% 5% 10% 15% 20% 25% 30% 35%

m All video users

Source: IAB Spain, Estudio Audio Digital 2026 (Digital Audio Study 2026) -
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Podcasts Across Devices

64% of UK weekly podcast listeners mainly use their
phones, but the audience is spreading to more devices,
especially smart TVs.

Device Used Most Often to Consume Podcast
UK weekly consumers 15+

Q12026 8% 4% 10%
2025 g% 8% oy B

2024 5% 6% 1

2023 S% | 4% 2

0% 10% 20% 30% 40% 50% 510)74 70% 80% 90% j(0]0)

® Mobile Phone mComputer/Laptop mTablet mSmartSpeaker § mSmart TV | m Other

Source: The UK Podcast Consumer, 2026 7/' Is
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5 Podcast Ad Growth

Podcast advertising keeps expanding as brands chase
increasingly engaged audiences.
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+19% +11%

of podcasting ad of podcasting ad
revenue growth revenue growth
in the US in Europe
$2.23B —» $2.66B $0.46B — $0.51B
(2024-2026) (2024-2026)

Source: Statista Market Insights 2026
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Podcast Ad
Growth

6%

of daily podcast users don't
skip advertising tailored to the
podcast

1%

of podcast users in Germany
accept advertising in return
for free content

Source: RMS Podcast Study 2026
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5 Podcast Ad Growth

18% +23%

8 of 10

Nearly 1 out of 5 Podcast ad spending Eight of the top 10 Q2
new brands included remained healthy spenders also ranked in
Sports podcasts in e Q1's top 10, with two
their media plan. increasing 23% In Q2. new brands breaking

into the list this quarter.

Source: Magellan Ai Quarterly Benchmark Report Q2 2026
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Podcasts Fuel Trust
and Connection

For brands, podcasts are one of the strongest ways
to reach consumers.

1iIn3 1in5

trust
towards brands

favourite
brands and
products




Podcasts Fuel Trust

6 and Connection

+50% 58%

of listeners feel agree that the
a deeper connection podcasts they
to podcast hosts listen to say
than to other media a lot about
personalities who they are

Source: SiriusXM Media x Carat 2026 | Audacy Insights 2026

64%

of heavy podcast
listeners follow podcast
host recommendations
on products and
services when shopping
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Source: Edison Podcast Metrics Q2’25 - Q1 ‘26

Podcast Ads Win on Action

<
o
N

of weekly podcast
consumers 13+
have acted* as

a result of
LEEHLTELEKD

on a podcast

Actions include:

visited a company/
product website,
recommended a product,
gathered more information,
purchased a product/
service, or used a promo
code that was mentioned.
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7 Podcast Ads Win on Action

o of ad-supported platform users have
o bought a product after a creator
recommended it in an ad

Podcast-driven purchase amounts Purchase intent by category
$1,000+ h Online mental health _
$500-$999 |
Online medical [N
$300-$499 [N
Automotive [N
$100-$299 -
<$100 N S — Financial services - |
0% 10% 20% {0}4 40% Hospitality [
m podcast purchasers
Entertainment [N
W W W oosonicretun: I
Grocery *
0% 20% 40% 60% 80%

]

Source: Sounds Profitable, The Podcast Atlas 2026



»egta

8 Podcasts Deliver Reach and
Attention at Scale

Podcasts open doors to new audiences and multiply
your campaign reach.

Incremental Reach: Podcast Audience
(Audio and/or Video)

40%
35%

30%

25%

20% +

15%

10% +
5%
0%

AM/FM Radio BvVOD Music Live TV SvOD
Streaming

Incremental reach: the percentage of people who listened/watched podcasts but
didn't consume the other media channels

Source: Acast Incremental Impact Report UK, 2025
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Podcasts Deliver
8 Reach and Attention
at Scale

Podcasts put your brand in
listeners' ears when they’re
focused, turning attention into
engagement.

Attention by audio format

Radio

Music Streaming

Podcast Audio

0% 20% 40% 510)74 80% 100%

Source: Acast Incremental Impact Report UK, 2025
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9 Podcasts Bring Us Together

Podcasts are often enjoyed together. In the US, 69% of
weekly listeners who share podcasts with friends or
family did so in the past week.

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

Children/Family Adult family Net: Friends Net: Friends/
members under 18 members or family family/children

54% 75% 69% 72%
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Podcast Engagement Lasts
Beyond the Episode

7 in 10 listeners want a TV show or film based on their
favourite podcast, nearly 2 in 3 would attend a live event,
and half are interested in merchandise.

70%

of listeners
want to be
able to

on video
streaming
services

70%

of listeners
would
watch a

based on
their

favourite

podcasts

64%

of listeners
would

hosted by

their
favourite
podcasters

)?

Source: MRI-Simmons 2026 April Podcast Study (F25 USA)

55%

of listeners
would

from their
favourite
podcasts

52%

of listeners
would

that features
quotes or
logos from
their
favourite

podcasts
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BONUS: The Al Debate

Listeners accept Al in podcasting, as long as it stays behind
the scenes. Efficiency, targeting and workflow tools get a
thumbs up. The host or the storytelling? Support drops

sharply.

Do you approve or disapprove of podcasts using generative Al
to complete the following steps of the podcast creation process?

m Approve mDisapprove

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

> egta

About Knowledge Hub

Weilcome to our comprehensive library of industry insights! Delve into our
extensive collection featuring innovative business case studies, latest
research, and best practice examples showcasing the power of multiplatform
TV and audio, These resources, curated by egta, cover a diverse array of
Industry topics and challenges, and offer invaluable guldance and Inspiration
for TV and audio professionals. Learn from the best in our industry, get

Inspired, and oxplore the wealth of resources available at your fingertips
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