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The definition of influence
has changed.

It’s no longer about how many people you can reach, it’s
about how deeply you can move them. That’s resonance.

In an era of endless-scroll algorithms and recycled content,
podcasting offers something curated and fresh. Podcasters
aren’t echoing what’s already been said; they’re sparking
new ideas, leading the discourse, and defining cultural
moments.

They do this by building loyal, multi-platform fandoms that
audiences actively seek out. Podcasters don’t just
entertain. They shape opinions, create communities, and
influence every stage of the consumer journey.

Because their audiences choose to listen, their attention is
focused. Recommendations from hosts are highly credible,
and this connection creates lasting impact that fleeting
impressions can’t deliver. Podcasting’s reach has weight.

And what we know as podcasting has also evolved, with
creators’ relationships expanding beyond audio: turning
episodes into video, live events, subscriptions, social
content, and merchandise. These creator ecosystems allow
brands to meet audiences wherever they are, deepening
engagement and recall.

For brands, podcast partnerships aren’t about trophy
names. In a media landscape where trust and connection
are the most valuable currency a brand can trade with,
podcasters are at the heart of a creator

economy. It’s here that brands can tap
into genuine influence, at scale, with
measurable results.

We’re in a new era of influence.

Greg Glenday
Chief Executive Officer
Acast
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What is[resonance)?

________________________________________________________________________________________________



Attention

Podcasting has the best of both worlds:
Massive reach with cinema-like attention

Every week, podcasting reaches
3 out of 5 Singapore consumers

No other media commands attention like podcasts

% of Singapore consumers reached weekly: % who are very or somewhat focused while consuming...

80% 90%

86%
84%

52% 80%
40% 79%

77%

73%
70%

68%

0%
Audio podcasts Video podcasts Any podcasts

60%
Audio Video Facebook Streaming Cable TV Radio
podcasts podcasts music services



Attention

Podcasts are sought not served,
and we look forward to them

7 1in 10

weekly podcast listeners in
Singapore say that tuning in
to their favorite podcast host
is a highlight of their day

5%

65%

55%

45%

35%

25%

Consuming content from

feels like a

personal, one-to-one conversation:

68%
Podcasters YouTubers

TikTok Creators




Podcast creators
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transcend) the B

Influencer label

86%

of weekly podcast listeners
do not consider podcasters
to be influencers, but...

97%

say a podcaster has changed
their mind about something




Podcast creators |build deeper
connections thanfelsEIR il Aol =]plel=1 6

Comparing podcast hosts with social-media influencers, who comes across more strongly on each quality below?

Podcast Hosts [ Social-first Creators

80%

71% 69%
60% 65% 64%

55% 55% 539% 53%
40% 45% 45% 47% 47%
35% 36%
29% 31%
20%
0%
Authentic Honest Knowledgeable  Trustworthy Passionate Relatable Persuasive Loyal to their

audience



Podcasts top the charts in [ credibility

Who consumers trust for product or brand recommendations

29 )
>27% 50% 48% )

: Podcast creators have what

1 every brand wants: real trust that
] drives decisions.

| 40% P
! hen li igh h

| adoastors rank alongside 33%
| p gside

I journalists, and ahead of

I YouTubers, social influencers,
: and celebrities.

I

I

|

I

I
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It’s proof that when a podcast
host recommends something,
people listen and act.

\______/ ____/

\___/ ./ \___/J
Podcasters Journalists YouTubers Social Media Celebrities
Influencers

Base: Podcast Listeners 18+ * How much do you trust product or brand recommendations from the following? (5+4 on a 1-5 scale included)
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Podcast creators are no longer confined to audio, they’re
bwtdlng creator ecosystems that encompass video, social, live
ever ts—rand merchandise. Their influence spans formats and
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( Podcasts go full-spectrum j

Canyou guess?

What % of Singapore audiences
mostly listen
mostly watch
listen and watch equally
a podcast?



[ Podcasts go full-spectrum J

More than 4 in 5 Singapore podcast consumers both listen & watch,
but audio remains the main consumption channel for podcasts

47% Mostly Listen 17% Mostly Watch

13% 13% | 4%
I only listen to Mostly listen to podcasts but | listen/watch both audio and Mostly watch | only watch
podcasts sometimes watch podcasts video podcasts equally podcasts but video podcasts

sometimes listen
to podcasts



Podcast fans follow creators(everywherethey go

Outside of listening to audio, where else do you follow or interact with podcast creators?

All Pod Listeners A18-24 Pod Listeners

)
63%

Podcast creators don’t just have
listeners; they have followers.

Whether it’s behind-the-scenes
content on Instagram, bonus clips
on TikTok, or longer-form video on

YouTube, podcast fans go where

/
1
1
1
1
1
1
1
61% :
1
1 their favorite creators go.
1
1
I
I
I
1
!
!
I
1
1
1
\

59%

And younger audiences in particular
are connecting across platforms.

Creator ecosystems let brands meet
audiences wherever they are,
without losing the intimacy and trust
that makes podcasting so powerful.
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Acast podcasts have o
over 2.66 billion followers across social networks,
extending their relationships far beyond the podcast feed.




Multi-platform fandoms
that drive impact

5%

of podcast fans say their trust in a creator’s
recommendation grows when they see
products featured across multiple platforms.

Weekly podcast listeners, Singapore, 2025




True Fandom: We |ove to see our
favorite podcasts everywhere

50%
40%
30%
20%

10%

0%
On social As guests on Creating On Doing live In branded
media other YouTube TV/Streaming  events and content
podcasts content shows tours

Source: Podcast Pulse 2025 | Base: Weekly podcast listeners




Podcasts are at the
heart of culture

7 1in 10

of weekly podcast consumers in
Singapore say podcasts
significantly shape the cultural
conversation

g0 PRIMETMNISTER | s
5L/'WI?ENGE WONGls

\axﬂ

Weekly podcast listeners, Singapore, 2025



Big moments drive

big listening

During which cultural moments do you consume more

podcasts than usual?

During the holidays

Major breaking-news
events

Breaking pop-culture
news or celebrity
moments (album

drops, viral trends)

National or local
elections / political
debates

Travel periods

Premieres, finales or
big plot moments in a
favourite TV series or

film franchise

0%

10%

20%

36%

30%

29%

27%

26%

24%

30%

Source: Podcast Pulse 2025 | Base: Weekly Audio or Video Podcast listeners

40%

Why listeners tune in
at these moments

Deeper analysis and expert commentary

______________________________________________________________

Feeling part of a like-minded community

Source: Podcast Pulse 2025

A



When listening during cultural moments, hearing a
makes listeners more likely to...

50%

|
When culture moves, make : X
sure your brand is in the mix. 1 Ak
|

|
Podcast ads put you in the I )
spotlight during key moments, | 7
keeping your brand in the I
public consciousness long :

|

|

I

|

after the event. ok

10%

0%

Learn more about the Remember the brand Talk about the brand  Try or purchase the
brand online after the event has with friends or on brand's product /
passed social media service



Podcasting’s power
to shift perception

4 in 5 marketers
say podcast hosts
are effective at
shaping consumer
perceptions of
brands

/A
-




[ Creator marketing that drives brand discovery and perception

4%

say podcasters have changed the
; way they think about brands

70%

have discovered new brands or
. products on podcasts that they
now view positively

Weekly podcast listeners, Singapore, 2025

66% i

say they trust podcast hosts to give
genuine endorsements

say a recommendation from a
podcast host has made them
consider a brand they never heard
of before
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Michelle Fernandez,
Director, Creative Partnerships & Strategy,
Acast Creative Studios




Influence only matters when it delivers results.

Podcasting’s unique environment of trust and

attention turns cultural connection into measurable
' nd impact.

ad they lean into them




75%

70%

65%

60%

55%

50%

Low levels of ad saturation

keeps engagement high

Ads on feel light or moderate:

66% 66%
65%

60%

56%

Audio Video Radio TikTok Facebook Cable TV YouTube
podcasts podcasts

For advertisements they
actually want to hear

Compared with ads you notice on other platforms, podcast ads are...

B Vore Less

Memorable

Authentic

Relevant

Engaging

Impactful

0% 10% 20% 30% 40%



high reward for brands

On which of the following types of media do you see or hear
content that occasionally offends or aggravates you?

50%

0,
40% 41%
39%
36%

30%
29%

20%
/ 19%

10%

0%
YouTube TikTok Facebook Instagram X Video Audio

podcasts podcasts




Podcast impressions work harder

25%
20%
15%
10%

5%

0%

Need over 5 ad exposures to consider a brand advertising on...

25%

25%

22%

21%

21%

Instagram

YouTube

TikTok

Cable TV

Streaming
music services

Audio
podcasts

Video
podcasts




Key takeaways]

__________________________________________________________________________________________________________________________

1 Podcasts are sought, not served. This is a media habit that has high attention and trust.

2 Podcasters are not influencers, they are influential. Podcasters build deeper
connections than social media creators, and 97 % of podcast consumers in Singapore say
a podcast has changed their mind.

3 Most Singapore podcast consumers both listen & watch. Don’t think of podcasts as
just video or just audio — it is transcending a single format.

4  True fandom: We love to see — and engage — with our favorite podcast everywhere.

5 Your ad dollars go further with podcasts. Resonance means results.

__________________________________________________________________________________________________________________________



Methodology

____________________________________________________________________________________________________________________________________

This report was built from a quantitative survey via Attest that was conducted in
November 2025 with consumers in Singapore. Demographics of the consumers are
as follows:
e Age
o 18-24-23%
o 2b5-34-30%
o 35-44-25%
o 45-54-20%
e Gender
o Male-50%
o Female-50%

Sample size = 250 Singapore consumers.

____________________________________________________________________________________________________________________________________



Timi Siytangco
International Key Account Director - Asia
timi.siytangco®@acast.com




