The State of Podcast
Advertising
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Statisticl after statistic shows that
nodcasting delivers for advertisers
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'l am more willing to consider products and services after
| learn about them on this media®
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% Agree, seen or heard advertising past week on each medium
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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?

2% 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?

2% 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?

2% Very/somewhat likely, used past week

53%
. )

46%

Podcasts YouTube Streaming TV
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Podcast Ads significant
% outperio
traditional broadcast meijia : b
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Our special guests

CCAVoLRLLEAN

¢ Dominos ceico ‘indeed ZipRecruiter < betterhelp [} shopify
S 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
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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)

86%
45% 43¢
39%| | 239, |36%

@ Dicn't watch Network/Cable TV/ pst wk
SOUNDS Sponsored by
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() watched Network/Cable TV/ pst wk

) Wwatched Network/Cable TV 20+hrs/ pst wk




Brand Metrics: ZipRecruiter (among AM/FM users)

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

purchased)

31% |34 28%|27¢ 9

() Listened to AMIFM / pst wk @) Listened to AMIFM10+hrs/ pst wk

@ Diontiisten to AMIFM/ 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)

L7%
41%
7

‘ Listened to podcasts/ pst wk

69%|69%
58%
43%
37%

‘ Didn’t listen to podcasts/ pst wk
SOUNDS Sponsored by
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14%

‘ Listened to podcasts 5+hrs/ pst wk




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: +594 Radio: +8% Podcasts: +142%

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
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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: +59% Podcasts: +15%%

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: +19%6 Radio: +69% Podcasts: +1694

Average action increase Average action increase 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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(F)’;)lcijrc]:ast advertising also outperforms
e video, especially for purchase behavior
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4 Heavy Cross-Channel Advertisers & 1 Top Podcast Advertiser

amazon GEICO
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Brand Metrics: HelloFresh (Podcast)

( 7 HELLO
Awareness Total Favorability Total Consideration Total Took Action
(very/somewhat) (very/somewhat likely to use) (looked online/used/
purchased)

57%
48% LL% :

‘ Past Week Users

SOUNDS Sponsored by
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For all five brands, Podcast listeners led the way In positive differential
between weekly users of each medium and the total population

Difference in brand measures between past week users and the average among American adults

UPPER FUNNEL MID-FUNNEL LOWER FUNNEL

Awareness Favorability* Took Action

CTV ~ YouTube Podcasts| CTV  YouTube Podcasts CTV  YouTube Podcasts| CTV  YouTube Podcasts
Amazon 2% 2% 5% 2% 1% 2% 1% 1% 0% 2% 2% L%
Walmart 2% 3% 3% -5% -6% -5% 1% 1% 1% 2% 2% L%
GEICO 1% 1% 3% 3% 3% 8% L% L% 10% 5% 3% 15%
State Farm 2% 1% 3% 2% 1% 5% 2% 1% 6% 3% 1% 109%
HelloFresh 4% 2% 9% 3% L% 10% L% L% 9% 5% L% 13%
AVERAGE 2% 2% 5% 1% 1% L% 3% 2% 5% 3% 3% 9%

SQUNDS Sponsored by * Among respondents aware of brand
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The average positive differentials for all five brands were also led by
weekly podcast listeners in every brand metric tested

Difference in brand measures between past week users and the average among American adults

UPPER FUNNEL MID-FUNNEL LOWER FUNNEL
Awareness Favorability* Consideration Took Action
CTV ~ YouTube Podcasts| CTV  YouTube Podcasts CTV  YouTube Podcasts| CTV  YouTube Podcasts
Amazon 2% 2% 5% 2% 1% 2% 1% 1% 0% 2% 2% L%
Walmart 2% 3% 3% -5% -6% -5% 1% 1% 1% 2% 2% 4%
GEICO 1% 1% 3% 3% 3% 8% L% L% 10% 5% 3% 15%
State Farm 2% 1% 3% 2% 1% 5% 2% 1% 6% 3% 1% 109%
HelloFresh 4% 2% 9% 3% L% 10% L% L% 9% 5% L% 13%
AVERAGE 2% 2% 5% 1% 1% L% 3% 2% 5% 3% 3% 9%
SUUNI]S Sponsored by * Among respondents aware of brand
WONDERY Spreaker' | “2 = ESriiPodasts  KElibsynads npir Qm SignalHil.



The average positive differentials for all five brands were also led by
weekly podcast listeners in every brand metric tested

Difference in brand measures between past week users and the average among American adults

UPPER FUNNEL MID-FUNNEL LOWER FUNNEL

Awareness Favorability* Consideration Took Action

CTV YouTube Podcasts, CTV YouTube Podcasts CTV YouTube Podcasts| CTV YouTube Podcasts

AVERAGE 2% 2% 5% 1% 1A LA 3% 2% 5% 3% 3% 9%

* Among respondents aware of brand
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For each type of podcast, how likely would you be to listen?

% “Very” or “Somewhat” likely

52%

48% 6%
I 41%

A podcastabouta A podcastproducedby A podcasthostedbya  Apodcastabouta

favorite TVshowor  afavorite TVshowor  favorite celebrity or favorite brand or
movie movie creator from another product
medium

SOUNDS Sponsored by
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Likelihood to listen to a podcast about a favorite brand or product

Approximately
106 Million

Very Likely, 15%

Americans 18+

rand Fans = 41%

DUNDS

barometer

Neutral/Not
Likely, 59%

Sponsored by
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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

59%

(6% 2

Listeners

Brand Fans

Base: Ever listened to a podcast

SOUNDS Sponsored by
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But 1/7)/do podcast ads worik?
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But do podcast ads

People are very positive about podcasting in

® general - even people who don’t currently

listen to them have a favorable opinion!
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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?

’ os .
Entertaining (contd).. less than 10%.

Interesting Boring [ 8%
Informative A waste of time 7%
Educational Amateurish [ 6%
A good pastime Offensive [ 4%
Easy touse Risky 1 4%
Free I 26% Hardtofind 4%
Funny I 25% Expensive [3%

Difficult touse [ 2%
None/ nothing [l 7%

Innovative | 20%
Exciting |G 18%
Not for people like me [N 14%
Toomany choices N 11%

SOUNDS Sponsored by
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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?

Sponsored by

SOUNDS

barometer

€ PRX

CoHost !

Respectable
Valuable
Skilled
Rewarding
Professional
Not for me

Something I'd like to do

L € 4
betterhelp

Amateur
Risky

Highly paid
Unimportant
Prestigious
Frivolous
Poorly paid
None of these

N 31%
N 30%
N 29%
N 27%
N 27%
D 27%
N 19%
N 12%

N 11%

B 8%

8%

B 7%

7%

5%

B 10%

ESriiPodcasts  Yelbsyn SN A AupioHook

lelelele

tttttttttttttt

MAGELLAN Al

R

nnnnnn



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

% Agree, used past week

Your favorite podcast(s) 80%

Your favorite YouTube channel(s) 78%

Your favorite streaming TV show(s) 70%

SOUNDS Sponsored by
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But do podcast ads

People are very positive about podcasting in

® general - even people who don’t currently

listen to them have a favorable opinion!

Podcasting is attracting a younger, more
® exclusive audience, and they are more

positive about brands than older generations




Podcasting reaches nearly as many 18-34s as Radio/ TV

% Of each age group consuming media in last week

Age 18-34 Age 35-54 Age 55+

Podcasts AM/FM TV Podcasts AM/FM TV Podcasts AM/FM TV

SOUNDS Sponsored by
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Heavy users of Podcasting are nearly a generation
younger than heavy Radio/ TV users

Mean Age: Mean Age: Mean Age: Mean Age:
47.8 37.0 56.3 58.7

US population Podcasts AM/FM TV

Heavy Users: Podcast/pst wk Shrs+; Radio/pst wk 10hrs+; TV/pst wk 20hrs+
SOUNDS Sponsored by

Signalp;!g!t! A) SOUNDRISE _.icnelo WONDERY  barometer ESriiPodcasts [N Sy Mowpod ifir AubioHOOK




Exclusive Reach - 18-34

Additional % of podcast listeners not using AM/FM or TV in the past week

g | N | N
Used in past week Used in past week
+18% +19%
exclusive| |exclusive
reach reach

AM/FM TV

SOUNDS Sponsored by
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Favorable Opinion of each Brand

(aware of each brand)

McDonald's | 7096
Domino's [ 68 96
Subway [ 7296

GEICO [ 695

Progressive [ /O %5

Liberty Mutual | 39%
indeed | 58 95

ZipRecruiter |G /.0
Shopify [ 3795
Babbel | 35
Upside | 5 2%

BetterHelp [ 56 95

Athletic Greens |GGG 50

SOUNDS Sponsored by
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Favorable Opinion of each Brand

(18-34, aware of each brand)

McDonald's | 7595
Domino's |, 7595
Subway [ 7196

GEICO [ 19

Progressive | 5195

Liberty Mutual | 43%
indeed | © 695

ZipRecruiter [ O %5 18-34s are an average of six
Shopify [ /: 5 %% ® percentage points higher on a//
Babbel | /5% brands for for T2B favorability.

Upside |, 6095
BetterHelp | C 395
Athletic Greens | © 59

SOUNDS Sponsored by

Signalll-h! A) SOUNDRISE betgﬁ,e,p WONDERY barometer ESriiPodcasts [1l*J1 sxm)m owpod Ifj- AUDIOHOOK
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But do podcast ads

People are very positive about podcasting in

® general - even people who don’t currently

listen to them have a favorable opinion!

Podcasting is attracting a younger, more
exclusive audience, and they are more

positive about brands than older generations

Podcast listeners are more likely to subscribe
to ad-free content, and hear fewer ads period-

so they aren’'t inundated with advertising




Seen or Heard an Ad in the Past Week

Network/Cable TV AM/FM Social Media YouTube/Online Podcasts
Video

Past week users of each media type

SOUNDS Sponsored by
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Podcast listeners more likely to consume
ad-free on-demand media

‘ Total ‘ Listened to podcasts/past week ‘ Heavy podcast listeners - 5+ hrs/past week

Premium TV Streaming Paid Music Streaming Audiobooks
Services - no ads Services - no ads

Past week users of each media type

SOUNDS Sponsored by

SignalHil 3) SOUNDRISE vetieihels WONDERY  barometer ESriiPodcasts [DEME X3, mowpod fi AubioHoOK

Insights




Podcasts more likely than other digital or analog
media to reach ad-free, on-demand consumers

% accessed paid TV streaming, paid music streaming or audio books/ past week

82%
79%
I I

Podcasts YouTube/Online Video Social Media AM/FM Network/Cable TV

Past week users of each media type

SOUNDS Sponsored by
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As a result, even consumers who pay to
avold 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 getan ad-free YouTube experience [ 1%
To stop YouTube from interrupting my videos [ 53%
To get YouTube Music withoutads [ £8%

To use YouTube while my device's lock screenison [ 59%

To get access to Premium-only content |G 359

To support YouTube creators [ 26 %

Other |[<1%

SOUNDS Sponsored by

barometer

RPRX  CoMostu . 7., SSFiiodasts Kelbsyn i aupionoox B, signalt]



How would you describe the regular YouTube ads you
recelive while consuming podcasts?

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

Annoying I 43%
Disruptive I 40%
Too frequent I 37%
Irrelevant NG 26 %
Toolong NN 1%
Informative NG 2%
Boring I 20%
Interesting NN 18 %
Relevant NN 16 %
Entertaining NN 16%
Unexpected I 12%
Fun I 9%
Inappropriate M 3%

SOUNDS Sponsored by

barometer  #$PRX  CoHostrr =7 ESFiiPodasts elbsyn 11 AUDIOHOOK I signait|



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 I 33%
Interesting N 26 %
Relevant I 25%
Entertaining NN 20 %
Disruptive NG 20 %
Annoying I 20 %
Toolong NN 17%
Boring NN 15%
Fun I 13 %
Irrelevant NN 13%
Too frequent N 13%
Unexpected I 10%
Inappropriate W2%

SOUNDS Sponsored by

L PRX CoHost! betﬁmelp =577 Podcasts Xillbsyn Ifj- AUDIOHOOK 9)% signa|mg!ts
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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

877
A

Like/don't mind them

51%
) I

7% 6%
_ I
| like them | don't mind them | don’t have an opinion | dislike them
SOUNDS Sponsored by
barometer 8 PRX  CoHostir 7 ESFiiPodcasts Jefbsyn SFusXMEEETIIHE i AUDIOHOOK I signait|




Compared to standard YouTube video ads, what Is your
opinion of these creator/host podcast ads you receive 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%
4% 2%
E—

Theyare much better Theyaresomewhat  Theyareaboutthe  Theyaresomewhat Theyare muchworse
better same worse

16%

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 who avoid ads

» Podcasting is particularly effective in lower-funnel measures

« Why? The audience - they are less saturated with ads, less likely to be
exposed to broadcast advertising, and more positive about brands

» The goal of brands today is not to buy ads - it's to earn attention.

Podcasts deliver attention.

SOUNDSPROHITABLE



The Safest Bet

Sources:

i

The Medium Moves the Message
Sound You Can See
The Ad Bargain B
The Podcast Landscape 2024 —~

www.soundsprofitable.com



