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SOUNDSPROFITABLE

METHODOLOGY

How the study was conducted

The Podcast Landscape is This wave surveyed 5,473 US Year-over-year comparisons This report covers core usage.
Sounds Profitable’s annual adults 18 and older in August use the 2025 wave (n=5,034), Discovery, advertising,

study of how Americans 2026, weighted to US Census fielded with the same content, and Al are covered in
consume podcasts. targets. methodology. separate reports.

BASES FIGURES WORDING

Named by population, not sample size All figures are population-weighted:; “Consumers’, never “listeners”

percentages are rounded to whole numbers.

The Podcast Landscape 2026, Sounds Profitable with Signal Hill Insights.

Sponsored by betté rhelp mm E>r-11 Podcasts :{f;ﬁf ?n!nw SiriusXM dQX SignaIH|||

AAAAAAAAAAAAAAAAA

Insights
= global




SOUNDS
Key findings

1 7426 of US adults have consumed a podcast; 55% did so in the past month, 39% in the past
week. Reach has changed very little since 2024.

2 Netflix became the third most-named podcast platform in its first year carrying podcasts,
behind YouTube and Spotify and ahead of Apple Podcasts.

3 Podcast-native apps continued to lose share: 159 of consumers now call one their most-
used platform, down from 19% in 2025. Apple Podcasts fell from 11% to 8%.
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SOUNDS
Key findings

ll- Video continued to grow inside a stable audience: 44% of consumers watched a video
podcast in the past week, up from 40%.

5 The typical weekly consumer spent an unchanged 4 hours a week with podcasts; the

average slipped from 6.3 to 5.7 hours as very long listening weeks became rarer with the shift
to video.

6 Co-consumptionisrising: 40% of consumers at least occasionally consume podcasts with
other people, up from 37% in 2025.
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SOUNDS

93% of US adults know
the term "podcast”
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Familiarity with the term “podcast’, % of US adults

935%

of US adults are familiar with the
term "podcast”

Year over year
2025
2026

Base: all US adults. Population-weighted.

@ Familiar Not familiar FEach dot = 1%




SOUNDS

What people expect a podcast to be

Most Americans
no longer expect

a podcast to be
audio-only

@8 Audio-only
@8 Usually audio-only, but may be video
B May be audio-only or video

Usually video, but may be audio-only

Video-only
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Base: US adults familiar with the term "podcast” Population-weighted.
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Reach has changed
very little since 2024

Sponsored by

daX =seiPodeasts

DIGITAL AD EXCHANGE
=nglobal

r AMERICAN
PUBLIC MEDIA®

% irius
betterhelp Srusxm [y

SignaIH|||

Insights

Recency of podcast consumption, % of US adults, 2024-2026

74% 75%

Ever consumed @&

53%
Monthly+ @—

37%
Weekly @~

26%
Never consumed

2024 2025

Most recent podcast consumption, 2025 and 2026
Past week Past 30 days Past12 months 12+ months ago

2025 38% 17% 13% 8%
2026 39% 16% 10% 8%

Base: all US adults; 2024 figures from Podcast Landscape 2024. Population-weighted.
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Weekly consumers
average 5.7 hours of
podcasts a week
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Hours of podcasts in the past week

5 o 7 mean hoursin 2026
2025:6.3

24%

18%
] I
1%
2026 —

4 o 0 median hours in 2026

2025: 4.0

Hours <1 1 2 3-4
2025 1% 10% 19% 25%

Base: weekly podcast consumers. Population-weighted.
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The typical consumer’s
hours did not change

The median weekly consumer: 4 hours
iINn 2025, 4 hours in 2026.

Most of the decline in the average
comes from a smaller share reporting 16
Oor more hours.
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Weekly hours by percentile, weekly podcast consumers

2025 @ 2026 ® Changed
10th percentile @
25th percentile o
Median
75th percentile
90th percentile

95th percentile
0

Share reporting 16+ hours

Mean hours among those under 16 hours

The decline appears within every tenure group, so it is not explained by the influx of newer
consumers.

Base: weekly podcast consumers. Population-weighted.
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Audio-focused
consumers’ hours held
steady; the decline is
on the video side
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Mean weekly hours, weekly podcast consumers

2025 W8 2026

Did not watch a video 4.8

poccastinthepestwee | - ¢

Watched a video podcast

2025 2026
Share of weekly consumers in the video group 72% 77%

Very long listening weeks are a background-audio behavior. Watching is a foreground
activity, and as more consumption moves to video and the television, extreme weekly
hours become rarer — while the typical consumer’s time is unchanged.

Self-reported hours; some of the change at the high end may refiect how people estimate
ambient listening versus on-screen sessions.

Base: weekly podcast consumers, split by whether they watched a video podcast in the past
week. Population-weighted.
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Most recent video podcast consumption
44% of podcast 2025 mm 2026
consumers watched
3 VldeO pOdcaSt in In the past week or 7 days
the past week, up
from 40%

In the past 30 days
In the past 12 months

More than 12 months ago

| have never watched a
Sponsored by podcast on video
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Among past-week
video podcast viewers,
video is roughly half

of all podcast time

and largely flat year
over year
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Share of podcast time spent on video

< Mostly video Mostly audio -

Share of podcast time on video 2025 2026
76-100% 32% 29%
51-75% 20% 21%
25-50% 27% 27%
0-24% 22% 24%

2025 collected banded responses; 2026 collected a 0-100 slider, banded here to match.

Base: consumers who watched video podcasts in the past week. Population-weighted.
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How long have you been consuming podcasts?

349 of podcast 2025 EE 2026
consumers started 55
within the past year resSTRAN DS . 1%

9%
Less than 6 months
N 109

12%

6 to 11 months
N 12
1-2
R I 2

3_5 23%
Speiseidly T N 20%

20%
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Base: ever-consumers of podcasts. Population-weighted.
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Platforms named for podcast consumption, last 12 months

Netflix is the third VouTube
most-named Spotify
podcast platform Netfiix

YouTube Music
“Which apps or services have you used to

consume podcasts in the last 12 months?”
Multi-select. Amazon Music

Apple Podcasts

Pandora
iHeartRa~" -
HBO N
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