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THE THESIS

Podcasting has evolved into a federation of
Interconnected creator-led experiences

“Podcasting” no longer describes a single behavior. It is a federation of content experiences — audio
episodes, video episodes, short-form clips, social distribution, and newsletter touchpoints — held
together by creator-audience relationships that flow across all of them.
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Distinct territories, distinct The creatoris the The whole system

roles connective tissue outperforms any single
Each format does a different job in the The relationship — not the platform —is piece

advertising value chain. what audiences follow. No single territory captures the full

advertising value alone.
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METHODOLOGY

About This Study

An independent study of how U.S. audiences use ad-supported creator and media platforms.

01 02 03

The sample How to read the data Definitions
5,061 U.S. adults aged 18+ who used at Figures are reported as collected, without “Primes” are each platform’s most engaged
least one ad-supported creator or media demographic weighting — read them as users. “Top-2-Box” combines the two most
platformin the past 30 days. describing ad-supported-platform users, positive responses on a scale. Full

not the U.S. population. Multi-select guestion-level detail is available on
Data collected by Signal Hill Insights guestions may sum to more than 100%. request.
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THE MAP

The creator ecosystem is composed of five distinct functional territories

Audio Podcasting
The Trust Engine

Deep credibility via intimate,

undistracted creator-
listener relationships.

e
\
Newsletters
Re-engagement \
Owned-audience
relationships independent of
platform algorithms.
J
4 D
Social Platforms
Distribution
Infrastructure
Reach, daily engagement,
algorithnmic scale.
N\ J/
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Video Podcasting
The Deepening Layer

Visual attention intensifies
trust and convertsitinto
downstream action.

Clips
Discovery & Conversion

Short-form social content
recruits new audiences and
reactivates old ones.
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TERRITORY 1

AUDIO
PODCASTING

The Trust Engine

Deep credibility built through intimate, undistracted creator-
listener relationships. The companion medium.
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Platform . 50
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% of U.S. ad-supported-platform

users Instagram THE READ
TikTok N 50 Audio Podcasting’s
Video Podcasts ) 37 role is not reach.
Audio Podcasts | At 36% it trails YouTube and
S Facebook by a wide margin — but

Sponsored by X[ Twitter ) 29 reach was never its job. Its job is
Reddit [ to build and store trust.
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Twitch
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Attention level while listening

Audio: Attention &
Listening Contexts
Full attention Mostly paying attention

Audio listeners Split attention Background (5)

Sponsored by
i r
betterhelp
' £ #£O givefull or near-full
attention
W AMERICAN
SiriusXm 1130 © FUstic meoua (full + mostly)
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Top listening contexts

Exercising or walking

Doing housework or
chores

Commuting or
traveling

Cooking

Relaxing with
dedicated attention

Eating or drinking
Killing time while
waiting

Falling asleep orin
bed

Working or at my
desk

Scrolling other
social media
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TERRITORY 1 - AUDIO
PODCASTING

Audio goes where
screens can’t

Among people who consume both
formats, audio owns the screen-free,
hands-busy parts of the day.

Dual audio + video listeners
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What they’re doing while

consuming each

HANDS-BUSY / ON-THE-GO

Exercising or walking

Doing housework or
chores

Commuting or
traveling

Cooking

Falling asleep or in
bed

G 46
G 22

G 46
G 25

G 38
G 20

G 41
G 27

G 35
G 31

LEAN-BACK / DEDICATED

Eating or drinking

Relaxing with
dedicated attention

G 35
G 42

G 39

G S0

® Audio @ Video

-1

Use the format during at least one
hands-busy or on-the-go moment

95%

Video

Commuting, exercising, chores or cooking —
the most repeated daily moments in the
format.

The formats are complementary

Video still leads the lean-back moments
— relaxing with dedicated attention (50

vs 39) and eating or drinking (42 vs 38).

Each format owns a different part of the
day.

Audio is the only podcast format that
travels. A video-only buy goes dark
during the commute, the workout,

SignaIHlll

Insights Same people reported their context for both formats — the gap is

within-person. - Multi-select.

and the kitchen.
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Audio Leads on
Credibility

Sponsored by
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betterhelp
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E>r11 Podcasts

Accurate & factual

Video ]
YouTube D
TikTok L]

Instagram

Facebook B

55
50
50

36

Never misled

TikTok ) 41
Video ) 40
Instagram

YouTube B 35
Facebook @B 31

Had a bad LOWER =
experience  BETTER
Video ) 21
YouTube @B 21
Instagram

Facebook (B 29
TikTok ) 35



SOUNDSPROFITABLE

SSSSSSSSSSSSSSSSSSSSSSS

Episode Completion:
Audio vs. Video

How often listeners finish an
episode they start

Audio - Video
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@ Video

Almost always

More than half the time

About half the time

Less than half - Almost never

36

33

19
19

Audio finish “almost always +
more than half”

69%

Video finish “almost always +
more than half”
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Least Skeptical of Ad
Claims

“Question ad claims most or all of
the time” - lower = better
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YouTube

Video Podcasts
TikTok
Instagram
Facebook

X/ Twitter

37
38
4]

42
43

31%

of Audio Primes question
ad claims most or all of the
time

The lowest refiexive skepticism
of any platform — versus 42% on
Facebook.
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TERRITORY 1 - AUDIO
PODCASTING

Perceived Creator
. . ® Pri , , , O ® i :

Motivation Primarily helping Somewhat helping Equally Somewhat money Primarily money

“Are creators motivated by money Audio n 30

or by helping their audience?”
TikTok =B 26
Instagram u 27

Sponsored by
YouTube u 29
<
betterhelp I' Facebook u 24
PODCAST o AMERICAN Audio podcast creators are seen as the most genuinely motivated — 27% of Audio Primes say audio podcast creators are mostly or entirely
PUBLIC MEDIA motivated by helping their audience, the highest of any platform and well above Facebook’s 17%. - Among each platform’s Primes
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S[-JUN[ISDH"FITABE Audio creator-trust dimensions Preferred ad format in podcasts
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Audio Primes Single-select - podcast listeners
TERRITORY 1 - AUDIO
inown
Creator Trust & Strong connection = s words
Preferred Ad Format Follow across platforms O 56 No
@ Transparent re sponsorships 53 ?ifrlerence 2%
_ a
Relevant expertise 48 equally
Genuinely believe in products 45 3 5 % Produced
Trust as much as friends 43 host-read radio-
style
Read by
Sponsored by other 13
voices
et lin pr
betterhelp notice the 12
difference
|
EYTS (] PODCAST AMERICAN
= O e Host-read converts trust into ad value —
35% prefer it; only 12% don’t notice the

difference.
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base: Audio Primes (T2B) - base: podcast listeners single-select



TERRITORY 1 - THE TRUST ENGINE

Audio podcasting builds the deepest trust, the
most credible ad environment, and the lowest
rates of skepticism and disappointment. It is
the foundation on which the rest of the
federation’s advertising credibility rests.
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TERRITORY 2

VIDEO
PODCASTING

The Deepening Layer

Visual attention intensifies trust and converts credibility into
downstream action — the federation’s activation layer.
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TERRITORY 2 - VIDEO
PODCASTING

Video: Attention &
Viewing Contexts

Video listeners
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Full + Mostly attentive, by format

Video Podcasts  ([EEGEGED 81
Audio Podcasts (NG 17

Video commands the highest
dedicated attention of any format.

Bases: Video - Audio - Clips

Top viewing contexts: Video

Relaxing with
dedicated attention

Eating or drinking
Killing time while
waiting

Falling asleep orin
bed

Doing housework or
chores

Cooking

Scrolling other
social media

Exercising or walking

Working or at my
desk

Commuting or
traveling

54% — “relaxing with dedicated attention” — is the highest single context in the study. - Base: video listeners - multi-select.

54

45

37

33

31

31

30

26

24

23
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TERRITORY 2 - VIDEO
PODCASTING

Trust & Post-Ad
Actions: Audio vs.
Video

® Audio @@ Video

Trust dimensions (T2B)

Transparency
) 53 (I
Genuine belief
) 45 D

57

48

Post-ad actions taken
‘None of the above” — lower = more action

Made an immediate purchase

- 10 G

Took a screenshot

) 1. R

15

19



