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Podcast Advertising
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US podcast ad spending 
will surpass $2 billion in 
2023.
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Podcasts pull from 
numerous ad budgets

§ Overall digital budgets were the most 
common funding source of podcast 
campaigns in 2021, per Advertiser 
Perceptions.

§ About half of marketers used their 
digital audio budgets for podcasts.

§ Most advertisers did not have dedicated 
podcast budgets.
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Podcast ad spend by 
industry

§ Tech, media, and finance brands spent the 
most on podcast ads in 2021, per 
MediaRadar. 

§ Just over half of podcast ads were mid-rolls.

§ In 2021, the number of brands running 
podcast ads grew 14%.
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Spotify’s US podcast ad 
revenues will reach 
$191.9 million this year.
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iHeartMedia US ad 
revenues will account 
for one-fifth of total 
podcast ad spending in 
2022.
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Podcast listenership doesn’t have 
a 1:1 relationship to ad revenue

§ Non-exclusive distribution is the norm.

§ Podcasters sell inventory themselves and bake it into episodes.

§ Subscriptions listening is common.

§ This makes for an uneven relationship between listening and ad revenues.
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BetterHelp was the top 
2021 podcast advertiser, 
spending $76.9 million, 
according to Magellan 
AI.
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One-third of adults said 
podcast ads were a good 
way to reach them and 
over one-fourth said they 
were enjoyable to listen 
to, via NCSolutions.
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Just over one-third of 
Morning Consult 
respondents rated 
podcast ads as 
somewhat or very 
effective.
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Nearly 6 in 10 listeners 
believe that podcast ad 
loads are increasing, 
according to Edison 
Research.
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Mid-rolls have higher 
conversion rates than pre-roll 
or post-roll podcast ads, per 
Podsights. 
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The number of times a 
listener received a 
particular podcast ad 
nearly doubled year over 
year in Q4 2021, 
according to Podsights. 
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Podcast Listening
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By 2026, nearly two-thirds
of digital audio listeners 
will tune into podcasts.
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Listening is nearly 
evenly split by sex. 
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Gen Z and millennials 
account for more than 
half of podcast listeners.
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Time spent among the 
general population will 
grow 15.1% this year

§ Podcasts account for about one-fourth
of digital audio time spent.

§ Time spent with podcasts is growing 
faster than listeners.

§ This suggests casual podcast listeners 
increased their usage faster than the 
medium is able to add new users.
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Next year among 
podcast listeners, time 
spent will approach an 
hour.
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Among people who 
listen to podcasts, the 
average number of 
episodes they listen to 
per week is about eight, 
according to Edison.
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At home’s share of total 
listening jumped 10 
percentage points in the 
early pandemic and has 
stayed there, via Edison.
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In 2021, Spotify overtook 
Apple in podcast listening.
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Among heavy listeners, 
YouTube, Spotify, and 
Apple were the top three 
podcast services, per 
Edison.
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Key Takeaways

US advertisers will spend 
more than $2 billion on 
podcast ads next year.

Time spent with 
podcasts is growing 
faster than the total 
number of listeners. 

Listeners are aware 
that podcast ad loads 

are growing. 

26



Introducing Rochelle 
Sanchirico, Global Director 
of SMB Marketing, Spotify 
Advertising
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Q&A Session




