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Growth Potential Around the Globe

Global marketers are 10X more likely to predict an increase in ad spend vs. a
decrease in ad spend on podcasts in the next 5 years.

How do you expect advertising spend cn podcasts to change over the next o years?
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Podcast Spend Expectations - Buyers vs. Non Buyers

Marketers who have bought podcast advertising before are more likely to project podcast ad
growth, indicating that the power of podcasting works for advertisers and leads to increased
spending on the medium.

How do you expect ad spend on podcasts will change in the next 5 years?
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Low Advertising Levels Promise Untapped Consumers

Podcasts are one of the most under-advertised mediums, promising huge
untapped potential for global marketers

How would you describe the amount and length of ads on the following types of media®?
(Showing % saying “"Too much advertising”
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Overall Audio Rank
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