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A large scale quantitative survey was conducted in April 2026 
with a nationally representative sample of 3,647 Australian 
respondents aged 18 and older. The survey captured varying 
levels of audience engagement across six categories: 
Streaming, Audio, Cinema, Gaming, Live Events, and Cultural 
Events. 

Unless otherwise specified, all data are sourced from The 
Growth Distillery research and the methodology outlined 
above.

What we did



AUDIO
overview 
in numbers

To understand what drives audio listening, we explored 
listenersʼ motivations, habits and engagement levels across 
podcasts, vodcasts and audiobooks, and how well these 
formats deliver what audiences are looking for.



DIFFERENT FREQUENCIES IMPLY DIFFERENT MOTIVATIONS
The Casuals form the smallest cohort across all entertainment segments.

The Devoted are the intentional ecosystem 
explorers. For them, their motivators surround 
emotional fulfilment, identity and community. 

Not only do they know what they want, but they 
engage far beyond the activity itself. They dive 
into the broader ecosystem by actively 
exploring reviews, fan communities, content 
creators, and merchandising. 

Because they see the emotional and social return 
from entertainment spaces, they perceive it to be 
of high value in their spending, and they are the 
group most likely to further increase their 
engagement in the next 12 months. 

The Devoted
42% market proportion

The Casuals are the flexible escapists. They turn 
to entertainment to help decompress and 
escape everyday pressures.

They are less sure about what they want, meaning 
discovery comes from both their own decision 
making and external recommendations. 
However, they still tend to gravitate towards 
comforting, nostalgic, or feel good entertainment 
types. 

Their engagement in the wider ecosystem 
remains relatively light touch, which makes them 
more value conscious. They often need 
incentives or reassurance before committing time 
and money. 

The Seekers are the functional and friction prone 
users. They have a very transactional relationship 
with entertainment, but over index in motivators 
related to self exploration and validation.

Their discovery behaviour is heavily passive and 
reliant on advertising and mainstream visibility 
across digital and real life touch points. When 
faced with an abundance of choice, they are easily 
overwhelmed and often experience choice 
paralysis. 

Due to low ecosystem engagement and high 
price sensitivity, this audience requires targeted 
encouragement to clearly see the value in 
entertainment. 

The casuals
24% market proportion

The Seekers
34% market proportion

Most Frequent Least Frequent



A medium where 
devoted fans find 
each other
The most engaged listeners look for others who 
share their passion, and they join online 
communities and attend live events at about 
twice the rate of Low Engagers. 26%

of devoted listeners listen to feel connected to 
a community that shares their passion, against 
16% of Low Engagers



Audio has evolved 
from a daily 
companion to an 
intrinsic routine.
Listeners decide when and where audio fits, and they 
place it in the parts of the day that repeat. 64%

of podcast fans say podcasts feel like a 
companion in their daily routine
(Acast, Podcast Pulse 2026; 13 markets including Australia)

66%
of heavy listeners listen every day

44%
Of Australians say they consume audio as part 
of a routine to switch off, relax and unwind

https://www.acast.com/en-gb/news-and-insights/podcast-pulse-2026-the-format-argument-is-over


Crime & mystery leads, but audio tastes are broad
Comedy comes next, followed by eight genres attracting between 20% and 25% of listeners each.

Genres listened to across podcasts, vodcasts and audiobooks in the past 12 months

Crime / Mystery 40%

Comedy 33%

Society & Culture 25%

News 25%

Health 25%

Lifestyle 23%

Educational 23%

Science 23%

Self-Help / Motivational 23%

Romance & Relationships 20%

Fantasy 18%

Business & Strategy 17%

Family / Children's 13%

Classics (e.g. Literature) 12%

Something else 8%

8 genres between 
20% and 25%



AUDIO
DEEP DIVE

While our census covered the wider entertainment landscape, 
this deep dive explores audio – how it fits into Australiansʼ daily 
lives, the trust and loyalty podcasts build, and what listening to 
books means for people s̓ sense of themselves as readers.



Digital CHALLENGE
Specific audiences within 

digital spaces struggle with 
content overload, whilst also 

lacking motivational fulfilment.

audio CHALLENGE
In audio, the challenge is less about a 
consumer struggle and more about brands 
breaking into locked-in habits. Itʼs value lies 
in an intimate companionship that leaves 
listeners fully satisfied.



Understanding the CONTEXT
Section 01



Built on intimacy, 
Audio fosters a 
rare depth of 
connection.
It has a unique ability to foster deep, 
powerful parasocial relationships between 
hosts and listeners

31%
of audio users tune in for social 

connection, significantly higher than 
those who use gaming (21%) or 

streaming (17%) for the same reason

1 in 4
audio users seek self-exploration and 

validation, compared to just 18% of 
gamers and 9% of video streamers

62%
of multi-tasking listeners globally agree 
that podcasts make solo time feel less 

solitary

(Acast, Podcast Pulse 2026)

https://www.acast.com/en-gb/news-and-insights/podcast-pulse-2026-the-format-argument-is-over


Even in scripted audio, 
the voice builds a 
powerful bond.

A great narrator can still turn a solitary audiobook into 
a shared companion journey, building a powerful, 
ongoing bond between the listener and the voice.

"I've definitely discovered books I 
otherwise wouldn't have because they 

were narrated by someone I like"

Reddit r/audible, April 2026). Qualitative. 

In 2025, Spotify named a top narrator for the first time: Julia Whelan. 
 (USA Today, December 2025).

https://www.reddit.com/r/audible/comments/1sqq8c3/do_you_follow_narrators_or_just_authors/
https://www.usatoday.com/story/entertainment/books/2025/12/03/spotify-wrapped-audiobooks-top-narrator/87573642007/


In a fragmented media landscape, audio remains a rare haven of trust.
While the value of digital influence is shifting across most channels, the host-to-listener bond is uniquely resilient, making 

audio one of the few environments where genuine loyalty still grows.

42%
of listeners now trust podcasters (up from 
33%) while trust in YouTubers, influencers, 
and celebrities remained stagnant or 
declined

90%
of weekly listeners say they have had 
their mind changed by a podcaster.

(Acast, Podcast Pulse 2026)
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https://www.acast.com/en-gb/news-and-insights/podcast-pulse-2026-the-format-argument-is-over


Across choice, quality, cost, and time spent, listeners feel completely satisfied  
with what they already have and see no reason to change their routines.

say there's the "just right amount" of podcast, 
vodcast, and audiobook platforms and content. 
Only 5% say there's not enough to choose from

The selection feels right

66%

say paid podcasts, vodcasts, and audiobooks 
are fair (47%) or excellent (25%) value. Only 
8% say they don't get value.71%

Reason reported to stop them from engaging 
more is “Nothing”, ranking ahead of cost 
(19%) and life commitments (18%)#1

rate the quality of platforms and content as OK 
(64%) or excellent (31%). Just 5% say it's "not 
good enough"95%

say the time and energy they spend is "just right", 
and 71% expect to listen about the same amount 
over the next 12 months81%

know what or who they want before they open 
the app61%

Paid audio feels fair

No complaints on quality

Time spent feels balanced

Nothing holds them back Listeners arrive with 
intent



SO How do brands tap into audio’s rare currency of deep trust and loyalty 
when the listener’s world already feels completely whole?

With almost no complaints about choice, price, or 
quality, audio users are completely content with their 
current routines which leaves no real friction for brands 
to solve and no natural openings to break through.



Podcasts build unmatched passive trust, 
but the real commercial potential might 
be the active surrounding ecosystem.1
PODCASTS



The more engaged they are, the more they do  around the episode

The most engaged listeners 
are the biggest group. 

Listening alone 
stops being enough.

Reading is the 
biggest signal.

of audio users are High Engagers, making them 
the largest listener group ahead of Low 
Engagers at 34% and Casual Engagers at 24%

42%

of High Engagers actively read news, reviews, or articles 
about what they listen to, making reading the single most 
common activity they do beyond just listening26%

71%
of High Engagers actively do more than just listen (compared to 
57% of Low Engagers), showing that heavy listeners consistently 
seek out content, reading, and community around their shows



Every signal of commitment roughly doubles  with high engagers
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For many, the initial 
passive  engagement 
can even turn into 

front-row advocacy  30%
of Australian fans have 
been to a live podcast

50%
say live podcasts 
strengthen their 

connection to the 
creator

Acast Podcast Pulse 2026

https://www.acast.com/en/podcastpulse2026


DESPITE THEIR SATISFACTION THEY 
ARE STILL OPEN TO MORE 

72% 
of High Engagers are interested in at least one 
more type of content about what they listen to, 

against 59% of Low Engagers.



Standard audio ads might help build reliable awareness in the 
background and capture high-trust consideration at scale

HIGH 
ENGAGERS

LOW
ENGAGERS

ACTIVE

PASSIVE

Builds baseline reach, consideration & 
routine familiarity



But Expanding beyond the audio feed targets 
high engagers in their most active state 

HIGH 
ENGAGERS

LOW
ENGAGERS

ACTIVE

PASSIVE

High engagers carry hard-earned routine trust into active touchpoints. Layering into the show's 
wider ecosystem meets them at peak attention, turning passive loyalty into brand advocacy.

Builds baseline reach, consideration & 
routine familiarity

Captures active eyes and ears to 
drive direct action and advocacy



Podcasts let listeners lean 
back, but the most valuable 
ones want to lean in.

THE TRUTH IS

28%
of live podcast attendees bought 

from a sponsoring brand
Acast Podcast Pulse 2026

Independent podcasts or videos about it
Original source material

Behind-the-scenes content
Official podcasts about it

17%
16%
16%
15%

Read news, reviews, or articles about what they listen to 26%

What high engagers do in their most active state

https://www.acast.com/en/podcastpulse2026


Audiobook listeners are unsure where they 
stand as readers, and the medium gives them 
no way to settle it. 2
AUDIOBOOK



Audiobooks 
build a reading 
habit, but they 

don't grant a 
reader's 
identity.

1 in 3  
of audiobook listeners see listening as 
something different from reading, and 

1 in 5  
are unsure.

"Whenever I want to tell somebody 
that, oh, I read that book, I feel the need 
to almost apologize and say, oh, but I 
actually just listened to the audio book"

(Australia Reads)

(A Way with Words 2026)

https://australiareads.org.au/news/new-research-audiobooks-australia/
https://waywordradio.org/do-you-read-audiobooks-or-another-action/


When listeners can't display their taste, 
platforms substitute it with stamina.

➔ Mount Everest – finishing a book of 24, 30 or 60 hours

➔ Marathoner – listening for 16 to 24 hours straight

➔ Daily Dipper – listening every day for 7, 30 or 90 days

➔ Repeat Listener – hearing the same book 3, 10 or 20 times

➔ Watchtower – checking your stats 50, 200 or 500 times

(Audible Badge Collection sample)

Unable to easily signal their literary taste, platforms instead offer listeners 
gamified badges that track listening endurance. 



The physical book still acts as the tangible 
trophy for an invisible digital habit.

- They don't buy the physical copy 

because they need the story, they 

buy it as a tangible trophy.

61% 
of listeners have read the 
book in print or eBook 
after listening to it

63% 
listened to an author on 
audio and subsequently 
purchased their 
physical/print books

(Audible & NielsenIQ 2026)

A digital audio file has limited social currency in the real world. 
By purchasing a physical copy of an author they just listened to, listeners 
are buying a permanent, visual anchor that validates their identity and 
broadcasts their taste.

https://www.audible.com/about/newsroom/audible-reveals-nielseniq-data-how-were-fueling-a-global-listening-surge


Audiobook Listeners have 
the reading habit but not 
the reader identity.

THE TRUTH IS

“Thereʼs sort of a particular form of 
shame associated with audiobooks; 
itʼs all too often perceived as not 
being real reading.”

Professor Matthew Rubery
Professor of Modern Literature, Queen Mary University of 
London, speaking to ABC Radio National in May 2021.



UNPACKING THE OPPORTUNITY
Section 02



VALIDATEDEEPEN

Create social currency for 
the invisible habit 

Give loyal listeners 
somewhere to go next

Podcasts let listeners lean back, but the most 
valuable ones want to lean in.

Listeners have the reading habit but not the 
reader identity.

INSIGHT

NEED

OPPORTUNITY Bridge the gap between digital listening and 
tangible pride by creating the artifacts, receipts, 

and badges that validate the reader identity.

Step beyond standard background ads to 
convert built-in routine loyalty into direct 

advocacy.

Audio builds unmatched passive trust, but the real 
commercial potential might be the active 

surrounding ecosystem.

Audiobook listeners are unsure where they 
stand as readers, and the medium gives them 

no way to settle it. 

audiobookpodcast

TRUTH



The insight: 
Audio is unmatched at building routine intimacy, but everyday audio ads are largely 
consumed with split attention during commutes and chores. When high-engagers 
look to deepen their connection to a show, they migrate beyond the RSS feed, 
leaning into reading editorial coverage and attending live tours.

Strategic opportunity:
Complement broad-reach audio ads by investing across the surrounding 
multi-format ecosystem to intercept superfans at their peak moment of active 
focus.

What it looks like in practice:

➔ Own the post-listen debrief in newsletters: Capitalise on the reflection phase. Sponsor 
the editorial newsletters and cultural debriefs that unpack each episode s̓ revelations, 
intercepting loyal fans while they are actively digesting and discussing what they just heard.

➔ Surround the audio with companion journalism: When a podcast tackles an investigation, 
cultural debate, or business case, listeners naturally turn to the news for more. Anchor 
brand presence within the adjacent investigative articles, explainers, and op-eds covering 
the show s̓ topics to capture audiences when their eyes and focus are fully engaged.

➔ Bring the connection to life in physical spaces: Meet superfans where their digital 
intimacy manifests in the real world. Sponsor live tours, local events, or interactive physical 
experiences that turn solitary listening into shared community moments, cementing brand 
loyalty when emotions and attention are at their peak.

Give loyal 
listeners 
somewhere to go 
next



The insight: 
Audiobook listeners log substantial literary hours, but the digital format leaves them 
without the visible artifacts of reading. Without physical spines to display on a shelf, 
listeners suffer from a reading impostor syndrome. Meanwhile, platforms default to 
gamifying listening endurance rather than validating literary taste.

Strategic opportunity:
Create the artifacts, social receipts, and public milestones that bridge the gap 
between digital consumption and true reader identity.

What it looks like in practice:

➔ Mint the "receipt" of reading: Partner with publishers to offer exclusive physical dust jackets, 
collector bookmarks, or print companion editions when listeners finish a title.

➔ Design for public taste-signaling: Build shareable digital bookshelf recaps and social badges 
engineered for messaging apps and book communities.

➔ Reward literary depth over stamina: Move beyond tracking "marathon hours" and introduce 
milestones celebrating genre mastery, back-catalog completions, or author deep-dives.

➔ Sponsor the physical-to-digital bridge: Co-sponsor bookstore and library initiatives that let 
consumers purchase the physical book while unlocking seamless audio companion access.

Create social 
currency for 
the invisible 
habit 


