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METHODOLOGY

In Jan/Feb 2025, Sounds Profitable 

Profitable partnered with Signal Hill 

Hill Insights to field an online study 

study of 5,005 Americans ages 18+ 

18+ — the largest public study of 

of podcasting and advertising in 

in America.

The sample was weighted to the 

most recent census data to be 

representative of the US population, 

using a single source matching The 

Podcast Landscape.

Respondents had to consume at 

least one type of ad-supported 

media to qualify. All media users 

were stipulated to be users of the 

ad-supported version of each media 

channel.

Results were analyzed by the total 

sample, and also by the monthly 

audience for Sports podcasts 

(n=493) .



Who is the sports podcast 
listener, compared with the 
average podcast listener?

S P O R T S  V S  A L L  P O D C A S T  L I S T E N E R S

Skewed male, slightly younger, higher income and higher 
education.

G E N D ER

76%
+21 pts

Male

vs 55% of all podcast listeners

I N C O M E

34%
+5 pts

$100K+ household

vs 29% — under-indexed below $25K

A G E

45%
+4 pts

Age 26–40

vs 41% of all podcast listeners

E D U C A T I O N

19%
+4 pts

Post-graduate degree

vs 15% of all podcast listeners

Source: Sounds Profitable · Advertising Landscape 2025 · Sports podcast listeners n=493 (weighted=579) vs all podcast listene rs n=1,442 (weighted=1,545). Population-

weighted.



"I trust the content 
moderation and/or quality 
control on [MEDIA]."

six 

points higher 

A U D I E N C E S  T R U S T  P O D C A S T I N G  C O N T E N T

Trust in moderation & quality, ranked across 20 ad-supported media.

Twitch 51%

Paid Streaming Music WI TH AD S 51%

Streaming AM/FM Radio 49%

Telegram 48%

Podcasts  WITH ADS 46% Sports podcast consumers 52%

TikTok 45%

Premium TV Streaming WITH  AD S 42%

AM/FM Broadcast Radio 40%

Free Streaming M usic 40%

X /  Twitter 38%

Free TV Streaming WITH ADS 37%

Instagram 36%

YouTube  WITH ADS (not Premium) 35%

Ne twork or Cable TV WITH  AD S 33%

Satellite Radio WITH ADS 33%

Snapchat 31%

Threads 31%

Discord 27%

Facebook 26%

Reddit 25%

Base : For ea ch media type, "Pri me " use rs comprise adul ts  18 + who name me dia one of thei r top four ad -supported medi a choice s, used daily or "near  dail y." ·  Source:  Sounds Profi ta ble  · Advertis ing  

Landscape 2 025 .



"The content on [MEDIA] is 
generally factual and 
accurate."

57% 

A U D I E N C E S  T R U S T  P O D C A S T I N G  C O N T E N T

"Factual & accurate," ranked across 20 ad-supported media.

Discord 55%

Twitch 52%

Podcasts  WITH ADS 51% Sports podcast consumers 57%

Streaming AM/FM Radio 51%

TikTok 47%

Paid Streaming Music WI TH AD S 47%

AM/FM Broadcast Radio 45%

Free Streaming M usic 43%

Premium TV Streaming WITH  AD S 43%

Free TV Streaming WITH ADS 42%

X /  Twitter 40%

Ne twork or Cable TV WITH  AD S 38%

YouTube  WITH ADS (not Premium) 37%

Instagram 36%

Satellite Radio WITH ADS 36%

Reddit 35%

Snapchat 33%

Threads 30%

Facebook 27%

Telegram 26%

Base : For ea ch media type, "Pri me " use rs comprise adul ts  18 + who name me dia one of thei r top four ad -supported medi a choice s, used daily or "near  dail y." ·  Source:  Sounds Profi ta ble  · Advertis ing  

Landscape 2 025 .



HOW THEY ENGAGE 

WITH ADVERTISING.



"[MEDIA] effectively 
prevents misleading or false 
advertising."

50% 

P O D C A S T I N G  P E R C E I V E D  A S  S A F E  F R O M  F A L S E  C L A I M S

Effectively prevents misleading or false advertising, ranked across 20 ad-supported 
media.

Telegram 52%

Twitch 49%

Streaming AM/FM Radio 46%

Podcasts  WITH ADS 41% Sports podcast consumers 50%

Paid Streaming Music WI TH AD S 40%

TikTok 39%

X /  Twitter 37%

AM/FM Broadcast Radio 36%

Premium TV Streaming WITH  AD S 35%

Threads 35%

Free Streaming M usic 34%

Free TV Streaming WITH ADS 33%

Instagram 32%

YouTube  WITH ADS (not Premium) 32%

Snapchat 31%

Ne twork or Cable TV WITH  AD S 30%

Satellite Radio WITH ADS 29%

Reddit 26%

Facebook 25%

Discord 22%

Base : For ea ch media type, "Pri me " use rs comprise adul ts  18 + who name me dia one of thei r top four ad -supported medi a choice s, used daily or "near  dail y." ·  Source:  Sounds Profi ta ble  · Advertis ing  

Landscape 2 025 .



"The advertising on 

[MEDIA] feels authentic 

and natural."

55% 

A U T H E N T I C I T Y  O F  M E S S A G I N G

"Feels authentic and natural," ranked across 20 ad-supported media.

Streaming AM/FM Radio 50%

Twitch 48%

Podcasts  WITH ADS 45% Sports podcast consumers 55%

TikTok 45%

Telegram 44%

AM/FM Broadcast Radio 42%

Paid Streaming Music WI TH AD S 42%

Threads 40%

Premium TV Streaming WITH  AD S 38%

X /  Twitter 37%

Free Streaming M usic 36%

Free TV Streaming WITH ADS 36%

Instagram 35%

YouTube  WITH ADS (not Premium) 35%

Satellite Radio WITH ADS 33%

Ne twork or Cable TV WITH  AD S 33%

Snapchat 32%

Facebook 30%

Reddit 27%

Discord 20%

Base : For ea ch media type, "Pri me " use rs comprise adul ts  18 + who name me dia one of thei r top four ad -supported medi a choice s, used daily or "near  dail y." ·  Source:  Sounds Profi ta ble  · Advertis ing  

Landscape 2 025 .



"I trust the people delivering 
the advertising messages on 
[MEDIA]."

47% 

C O N S U M E R S  T R U S T  T H E  V O I C E S  O F  P O D C A S T I N G

"Trust the people delivering the advertising," ranked across 20 ad-supported media.

Twitch 46%

Telegram 42%

Podcasts  WITH ADS 39% Sports podcast consumers 47%

Streaming AM/FM 39%

Paid Streaming Music WI TH AD S 35%

TikTok 34%

X /  Twitter 33%

Snapchat 33%

Free Streaming M usic 30%

Instagram 29%

AM/FM Broadcast Radio 29%

Premium TV Streaming WITH  AD S 28%

Free TV Streaming WITH ADS 26%

YouTube  WITH ADS (not Premium) 25%

Satellite Radio WITH ADS 25%

Reddit 24%

Facebook 23%

Threads 23%

Ne twork or Cable TV WITH  AD S 21%

Discord 19%

Base : For ea ch media type, "Pri me " use rs comprise adul ts  18 + who name me dia one of thei r top four ad -supported medi a choice s, used daily or "near  dail y." ·  Source:  Sounds Profi ta ble  · Advertis ing  

Landscape 2 025 .



Where the audience finds 
new brands — and who they 
trust to surface them.

B R A N D  D I S C O V E R Y  A N D  P L A T F O R M  T R U S T

Half of sports listeners discover new brands through 
podcast ads.

SPO RTS PODCAST LISTENERS AL L PODCA ST  LIST ENERS

Discovered new brands through 

podcast ads
+7

Trust content recommendation 

algorithms
+13

Products advertised on podcasts feel 

distinctive
+12

Podcast platforms prevent misleading 

ads
+9

Source: Sounds Profitable · Advertising Landscape 2025 · Brand impact + content-trust battery. Sports n=493 / All n=1,442. Population-weighted.



How do you feel about the 
advertising you hear on the 
podcasts you listen to?

+16 pts

A D  A T T I T U D E S  —  %  A G R E E  /  S T R O N G L Y  A G R E E

Sports listeners outperform on every attribute we 
measured.

SPO RTS PODCAST LISTENERS AL L PODCA ST  LIST ENERS

Ads feel relevant to my interests +16

Confident making purchases from ads +15

Ads are easy to remember +13

Ads feel non-disruptive +11

Ads feel authentic and natural +10

Ads feel personalized +9

Trust the ad messenger +8

Ads provide accurate information +6

Source: Sounds Profitable · Advertising Landscape 2025 · Q20, Top 2 Box on 5-pt scale. Asked of Podcast Primes (used podcast ads in past month). Sports n=493 / All n=1,442.



PURCHASE 
AND BRAND 
IMPACT.



Did the products you bought 
through podcast ads meet 
your expectations?

P U R C H A S E  O U T C O M E S

A satisfaction premium that protects everything 
downstream of the click.

L A R G E S T  G A P  I N  T H E  S T U D Y

54%
Products met expectations.

+17 PTS VS 37% ALL LISTENERS

Purchased an advertised product (any 

media)
+11

Purchased specifically from a podcast 

ad
+5

Would recommend podcast-advertised 

products
+7

Source: Sounds Profitable · Advertising Landscape 2025 · Q23 (purchase effectiveness, asked of podcast purchasers)  and prior questions. Sports n=493 / All n=1,442. 

Population-weighted.



After hearing a podcast ad, 

what — if anything — did 

you actually do?

A C T I O N  B E H A V I O R S  A F T E R  A  P O D C A S T  A D

From talk to transaction — every action lifts.

SPO RTS PODCAST LISTENERS AL L PODCA ST  LIST ENERS

Told someone about the product +7

Visited the advertiser's website +7

Told someone about the ad +7

Used a promo code +5

Purchased the product +5

Source: Sounds Profitab le · Advertising Landscape 2025 · Q19, asked of all respondents. Sports n=493 / All n=1,442. Populatio n-weighted.



How sports listeners describe 
themselves as shoppers and 
influencers.

P S Y C H O G R A P H I C  S T R E N G T H S

Opinion leaders, brand-first shoppers, and explicitly ad-
receptive.

61% +11

Peers look to them for advice

O P I NI O N  LEA DER S  ·  VS  50%

61% +8

Advertising helps purchase 
decisions

AD - R EC EPTI V E  ·  VS  5 3%

56% +9

Place brand ahead of price

B R AN D- L O YAL  ·  VS  47%

51% +8

Early adopters of new products

I N N O VATO R S  ·  VS  43%

Source: Sounds Profitable · Advertising Landscape 2025 · Q33 psychographics, asked of all respondents. Sports n=493 / All n=1,442. Population-weighted.



A high-value advertising audience that outperforms the 
podcast norm on receptivity, conversion, and brand trust.

F O R  B U Y E R S

The math works on both sides of the click.

Higher recall, higher conversion, and a +17-point lift in product satisfaction protect return 

rates and CAC payback. Sports inventory is rare audio inventory where the audience opts in, 

listens through, and acts.

F O R  P U B L I S H E R S

A premium-pricing case backed by 
behavior, not just demos.

Six-in-ten listeners are opinion leaders. Half discover new brands inside your shows. That 

justifies integrated sponsorships and category exclusivity — not just spot rates.



HEARTY 
THANKS TO

S P O N S O R E D  B Y


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18

