The Safest Bet

The State of Podcast
Advertising

March 2024




‘| am more willing to consider products and services after
| learn about them on this media”
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How likely are you to look for more info about a product or
service you see or hear advertised on this medium?

% Very/somewhat likely, used past week

)
65% 60%
I l 54%

Podcasts YouTube Streaming TV
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How likely are you to recommend a product or show you
see or hear advertised on this medium?

% Very/somewhat likely, used past week

)
59% 589
. . )

Podcasts YouTube Streaming TV
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How likely are you to purchase a product or service you
see advertised on this medium?

% Very/somewhat likely, used past week

53%
49%
. 5
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Podcasting is Incredibly well-regarded by consumers
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Are you familiar with the term, ‘podcast’?

No, 5%

Yes, 95%

SOUNDS Sponsored by
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Think about podcasts as a medium. Which words or phrases below would you use
to describe podcasts, in general?

/ oL .
Entertaining (cont'd)... less than 10%.

Interesting Boring 8%
Informative A waste of time [ 7%
Educational Amateurish [ 6%
A good pastime Offensive [ 4%
Easy to use Risky [ 4%
Free Hard to find B 4%

Expensive §3%
Difficulttouse [2%
None/ nothing [} 7%

Funny I 25%
Innovative [ 20%
Exciting [N 18%
Not for people like me [N 14%
Too many choices N 11%
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Think about podcasters and podcasting as a job. Which words or phrases below
would you use to describe the work of podcasting, in general?

Respectable
Valuable
Skilled
Rewarding
Professional
Not for me
Something I'd like to do
Amateur
Risky

Highly paid
Unimportant
Prestigious
Frivolous
Poorly paid
None of these

SOUNDS Sponsored by
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The ads you hear or see on the following help creators to
continue making new content?

% Agree, used past week

Your favorite YouTube channel(s) _ 78%
Your favorite streaming TV show(s) _ 70%
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% = — — - iri / 1 |
WONDERY ~ Spreaker' €7 zsehpodaasts  elbsyn npr I signalhl



..And the podcast
= creators
are positive about ads EERCNeS
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CREATORS ARE EXTREMELY RECEPTIVE T0 ADVERTISING IN PODCASTS

Compared to hearing advertisements in other places, when you hear ads on
podcasts, how likely are you to consider the brand advertised?

Much More Likely | IEE e 44
Somewhat More Likely [ 32
Neither Likely Nor Unlikely [ 19

Somewhat Less Likely [ 3

Much Less Likely [l 2
Base: have ever created a podcast
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CREATORS ARE EXTREMELY REGEPTIVE 10 ADVERTISING IN PUDCASTS

How do you feel about sponsorship messages in podcasts you regularly listen to?

52
Plot Area 31
10
Generally Dislike /Occasionally Find  Dislike Completely/Never Find Useful
Useful
Base: have ever created a podcast

Don't mind them/Occasionally Find
= Sereaker,

Useful
RedCircle

Are Interested/Often Find Useful
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Host-read Ads are "Beachfront Property,” but the effect
extends to any well-executed podcast ad
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e PODCAST ABOUT COURSES CONTACT SPEAKING ARTICLES SPONSORS

JORDAN
HARBINGER

SHOW

The Jordan Harbinger Show

RedL. NJELLlrenT. TALK

455: Matthew McConaughey |
Following Life's Greenlights to

Success

([
STITCHER
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Athletic
(Greens

ULTIMATE DAILY
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ADVERTISING TREATMENTS

Live Read: Ad-lib ad read by host, Jordan Harbinger

Scripted Read: Scripted ad read by host, Jordan
Harbinger

Announcer Read: Scripted ad read by announcer, Ashley
Hamer
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PERFORMANCE SUMMARY

Have ever listened to show

Overall Appeal (10-point scale) 7.9 7.5 7.8
Overall Appeal (10-point scale)
o . Fit with show (5-point scale) 4.4 4.2 4.2
Fit with show (5-point scale) 3.7 3.6 3.4
Unaided recall 51 34 33
Unaided recall 68% 55% 47%
Interest in learning more 85% 86% 83%
Interest in learning more 58% 53% 49%
Likelihood to purchase 82% 82% 71%
Likelihood to purchase 52% 45% 44%
Likelihood to learn more 79% 84% 82%
Likelihood to learn more 54% 55% 48%
Green: Top score
'
SOUNDS | WONDERY MOWPOY gyema
PROFITABLE edison b MEDIA
researc betterhelp ©barometer IfjirAUDIOHOOK
|




Branded Podcasts are particularly effective
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For each type of podcast, how likely would you be to listen?

% “Very” or “'Somewhat” likely

52%

48% 46%
I I 41%

A podcastabouta A podcastproducedby Apodcasthostedbya  Apodcastabouta

favorite TVshowor  afavorite TVshowor  favorite celebrity or favorite brand or
movie movie creator from another product
medium
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Likelinood to listen to a podcast about a favorite brand or product

DUNDS

Neutral/Not
Likely, 59%

Sponsored by

barometer

x PRX CoHost i

L ¢ 4
betterhelp

| —— p § |

Very Likely, 15%
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Somewhat
Likely, 26%

{1 AUDIOHOOK

Approximately
106 Million

Americans 18+

Brand Fans = 41%
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Imagine you are interested in a podcast and you learn it is produced by a company
that offers products/services to consumers or businesses. In general, does a
company's involvement make you more or less likely to listen to it?

B Much more likely m Somewhat more likely Neither Somewhat less likely ® Much less likely

so%
6% 2

Listeners

Brand Fans

Base: Ever listened to a podcast
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Podcast Ads significantly outperform
traditional broadcast media
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Our special guests

AV IRLEAN

Qo Dominos GEICO indeed ZipRecruiter €2 betterhelp l shopify
' Liberty Mutual. PROGRESSIVE AthleticGreens.
PROGRESSIVE WAY upside +Babbel PROGRESSIVE
TV Brands Radio Brands Podcast Brands
Top brands in TV advertising by share of Top brands in Radio advertising by share of Top brands in podcast advertising by share of
voice, 2022, as published by iSpot voice, 2022, as published by Media Monitors voice, 2022 - sourced exclusively from
Magellan.Al

SOUNDS Sponsored by

o % I S— — Sxm . .
S'Q“a'.';'ig'hlts ) SOUNDRISE betterhelp WONDERY  barometer ESriiPodcasts (1Y webn  MOWPOY Ifi- AUDIOHOOK



Brand Metrics: Progressive (among TV users)

PROGRESSIVE Top Advertiser for TV
Awareness Total Favorability Total Consideration Total Took Action
(very/somewhat) (very/somewhat likely to use) (looked online/used/

purchased)

36%|20%[""
45%
39%| | o7 o 42% 399

‘ Didn’t watch Network/Cable TV/ pst wk ‘ Watched Network/Cable TV/ pst wk ‘ Watched Network/Cable TV 20+hrs/ pst wk
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Brand Metrics: ZipRecruiter (among AM/FM users)

ZipRecruiter Top Advertiser for AM/FM
Awareness Total Favorability Total Consideration Total Took Action
(very/somewnhat) (very/somewnhat likely to use) (looked online/used/

purchased)

70%
58%
(o

@ Dion'tlisten to AM/FM / pst wk () Listened to AM/FM / pst wk () Listened to AM/FM 10+hrs/ pst wk
SOUNDS Sponsored by
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Brand Metrics: Shopify (among Podcast users)

£ shopify Top Advertiser for Podcasts
Awareness Total Favorability Total Consideration Total Took Action
(very/somewhat) (very/somewhat likely to use) (looked online/used/
purchased)
69%|69%
58%
47%
7% L

‘ Didn’t listen to podcasts/ pst wk ‘ Listened to podcasts/ pst wk . Listened to podcasts 5+hrs/ pst wk
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Difference in brand measures between past week users and non-users of
each medium past week

Average Favorability Increase, Top Five Brands Per Medium

TV: +5% Radio: +8%% Podcasts: +149%

Average favorability increase Average favorability increase Average favorability increase
Of top five TV brands by share of Of top five radio brands by share of Of top five podcast brands by share of voice
voice between Weekly TV Viewers voice between Weekly radio between Weekly Podcast listeners and
and non-weekly viewers listeners and non-weekly listeners non-weekly listeners

SOUNDS Sponsored by
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Difference in brand measures between past week users and non-users of
each medium past week

Average Consideration Increase, Top Five Brands Per Medium

TV: +494 Radio: +5% Podcasts: +159%

Average consideration increase Average consideration increase Average consideration increase
Of top five TV brands by share of Of top five radio brands by share of Of top five podcast brands by share of voice
voice between Weekly TV Viewers voice between Weekly radio between Weekly Podcast listeners and
and non-weekly viewers listeners and non-weekly listeners non-weekly listeners
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Difference in brand measures between past week users and non-users of
each medium past week

Average Action Increase, Top Five Brands Per Medium

TV: +196 Radio: +6% Podcasts: +16%%

Average actionincrease Average actionincrease Average action increase
Of top five TV brands by share of Of top five radio brands by share of Of top five podcast brands by share of voice
voice between Weekly TV Viewers voice between Weekly Radio between Weekly Podcast listeners and
and non-weekly viewers listeners and non-weekly listeners non-weekly listeners
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Podcasting has all the tech for brands to ensure
safety and suitability - plus a passionate audience
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REASONS FOR LISTENING 10 TRUE CRIME PODCASTS

% saying reason applies

You like solving mysteries of

You like learning about the methods used to solve crimes _ 54
They provide an escape from reality _ 43
You feel emotionally connected to the victims of the story _ 40
Your family and friends also listen to true crime podcasts _ 34
You hope to help an investigation _ 28
You feel personally connected to the host(s) _ 25
Base: Listen to true crime podcasts
' e
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PERCENT AGREEING WITH THE FOLLOWING STATEMENTS ABOUT
[RUE CRIME PODCASTS

You are comfortable with the subject matter discussed in the true crime podcasts 74
you listen to
You think true crime podcasts are an appropriate place for brands to advertise _ 58

Base: Listen to true crime podcasts

SPONSORED BY %

SUUNBS @ dison SXm barometer betterhelp l
PROFITABLE esearch MEDIA mowpod  WONDERY IfjrAUDIOHOOK  VERITONE




PERCENT WHO AGREE THAT THEY "LIKE IT WHEN A BRAND
SUPPURTS THEIR FAVURITE TRUE CRIME PODCAST
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PERCENT WHO AGREE THAT THEY ARE "MORE LIKELY T0 REMEMBER A
BRAND IF [T ADVERTISES ON THEIR FAVORITE TRUE CRIME PODCAST
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Even consumers who pay to avoid ads find
podcast ads compelling
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Do you subscribe to YouTube Premium, a paid subscription service

that offers an ad-free experience and premium content?
Watched video podcast on YouTube in last 30 days

Yes, 23%

No, 77%

SOUNDS Sponsored by
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Why do you subscribe to YouTube Premium?

Watched video podcast on YouTube in last 30 days, subscribe to YouTube Premium

To get an ad-free YouTube experience [N 61%
To stop YouTube from interrupting my videos [ 53%
To get YouTube Music without ads  [[NEEGEGEEEEEEEE £8%

To use YouTube while my device's lock screenison [ 30%

To get access to Premium-only content [ 35%
To support YouTube creators [ 26%

Other |[<1%

SOUNDS Sponsored by
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How would you describe the regular YouTube ads you
recelve while consuming podcasts?

Watched video podcast on YouTube in last 30 days, does not subscribe to YouTube Premium, see
YouTube native ads

Annoying " 43%
Disruptive I 40%
Toofrequent NN 37%
Irrelevant G 26 %
Toolong NN 21%
Informative NG 21%
Boring NN 20%
Interesting NN 18 %
Relevant [N 16%
Entertaining NN 16 %
Unexpected I 12%
Fun [N 9%
Inappropriate M 3%

SOUNDS Sponsored by
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How would you describe the type of ads read by
creators/hosts on the podcasts you consume on YouTube?

Watched video podcast on YouTube in last 30 days, does not subscribe to YouTube Premium, get host/creator/etc. ads

Informative N 33%
Interesting N 26%
Relevant [N 25%
Entertaining NN 20 %
Disruptive N 20 %
Annoying N 20%
Toolong |NEEEGEGEG—__— 17%
Boring NN 15 %
Fun I 13%
Irrelevant I 13%
Too frequent I 13%
Unexpected I 10%
Inappropriate W 2%

SOUNDS Sponsored by
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What is your opinion of the ads read by creators/hosts on
the podcasts you consume on You Tube Premium?

Watched video podcast on YouTube in last 30 days, have YouTube Premium, get host/creator/etc. ads

87%
A

Like/don’t mind them

51%
35%
] .

| like them | don't mind them | don't have an opinion | dislike them

SOUNDS Sponsored by
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Compared to standard YouTube video ads, what Is your
opinion of these creator/nost podcast ads you recelve on

YouTube?

Watched video podcast on YouTube in last 30 days, does not subscribe to YouTube Premium, get host/creator/etc. ads

50%
( Better 45%
34%

16%

They are much better Theyaresomewhat  Theyareaboutthe  Theyaresomewhat Theyare muchworse
better same worse

4% 29%

SOUNDS Sponsored by
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Podcast Advertising - The Safest Bet

* Thereisaunigue bond between the creators and consumers of

podcasting
 That bond extends to advertisers - even with those to avoid ads

» Podcasting is particularly effective in lower-funnel measures
» Podcasting benefits from brand safety and suitability tools AND a self-

selected audience

» The goal of brands today is not to buy ads - it's to earn attention.
Podcasts deliver attention.
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Complete Report - April 3




