
If 2021 was a story of content explosion, 
then 2022 is one of diversi�cation. 
As podcasting matures as a medium, we’re 
seeing growth among new segments - for 
example, listenership from outlying demos 
and countries newer to podcasting, 
consumption of di�erent genres, and 
investment from more traditional brands. 

Podcast listening skyrockets 
in Southern Europe
Established markets like the US, Germany, and the UK saw steady increases 
in downloads, but the largest jumps in growth came from markets newer to 
podcasting, like Spain, Italy, and France.
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Listeners turn to podcasts in their quest 
towards physical and mental health  
Listeners in many countries appear to be interested in bettering themselves either physically or 
mentally, showing increased listenership across genres like Health & Fitness and Religion & Spirituality. 
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The core 
demo expands
Since their debut, podcasts have been most 
popular among people aged 25-54, but as the 
content has diversi�ed so has the audience. 
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Podcast publishers see the power of 
cross-promotion in audience development
Cross promotion remained a popular growth tactic in 2022 and appeared to be the most e�ective when 
placed within shows across storytelling genres like True Crime, Comedy Fiction, and Documentary. 

As podcast audiences evolve, so too are 
the ways of listening (or co-listening)
Whether on-the-go or at home, listeners continue to prefer mobile devices. 
As new audiences discover podcasting, though, new ways of listening are gaining traction. 

New advertiser 
categories help to drive 
increased investment in 
the podcast space
Early investors in podcast advertising continue to 
understand the value of the medium and were top spenders 
across Spoti� in 2022. However, we’re seeing growth 
among advertisers new to the medium. 
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2022 proved to be another electric year for podcasting. This has always been a 
democratic medium, but the continued momentum towards diversi�cation on 
all fronts - from audience and content to choice of device and advertiser 
investment - is thrilling. We can’t wait to see what’s in store for 2023!
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