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• egta - who we are

egta international trade body of audiovisual sales houses

180+
members

45+
markets

2000+
network of 
senior executives

• Top management 
• Marketing & sales
• Research/Audience
• Creative depts
• Special ops
• HR, IT, Legal

• Content monetisation, ads sales, revenue optimisation 
• Across platforms and devices
• Meeting the needs of advertisers and audiences

Monitor  Help align  Benchmark  Share  Inspire 
Lobby  Network  Prove  Promote  Futureproof
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1981
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Radio is alive,
and 

audio is booming

2025
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Audio (r)evolution 
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Radio is dead. 
Long live radio.

More 
Devices

Enhanced
Quality

Live 
& 

On-demand

Higher 
Coverage

More 
Formats

More 
Content

More 
competition

Audio = Ubiquity & Growth
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Music streaming is on the rise 

Source: Statista Digital Market Insights

Number of music streaming users in Europe 2017-2027 (in millions)
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Podcast listening is increasing
But it’s audience share is still low in Europe

Podcast’s daily share of time spent listening

10%

6%3%8%4%4%

9%3%6%

41% of consumers across 49 markets listen to at 
least 1 hour of podcasts per week.

0% 10% 20% 30% 40% 50%

Romania

Spain

Hungary

Slovakia

Bulgaria

Switzerland

Turkey

Portugal

Greece

Croatia

Finland

Netherlands

Belgium

% Podcast Listening

The chart highlights the share of regular podcast listeners — defined as those who listen for one 
or more hours each week — in each surveyed market.
Source: YouGov Global Profiles

Global  
average

Source: IE: Ipsos JNLR 2024 2 Audio Module (April 24 – June ’24), pop. 15+ | AU: GFK Share of Audio 
2022, Metro, pop. 10+ I BE: CIM Audio Time 2025, pop. 12+ | NL: NMO December 2024, pop. 13+ |
DE: Medienstudie 2024, pop 14+ | UK: Rajar Midas 2024 | FI: National Radio Survey, Finnpanel, Jan-
Nov 2024, population 9+ | FR: Mediametrie Global Audio 2024, pop. 15-80 y.o. | US: Edison Share 
of Ear 2024, pop. 13+ |
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Radio is the audio 
leader
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Radio has an unmatched reach
Across the globe, Radio allows brands to reach millions of potential consumers

Sources: : DE: ARD/ZDF-Medienstudie 2024, pop. 14+| UK: RajarMidas 2024 | IE: Ipsos JNLR 2024 2 Audio Module April 24 , pop. 15+ | NL: NMO December 2024, pop. 13+ | FR: EAR Insights, Sept-Oct24, pop. 13+ | BE : 
CIM RAM sept23-aug24, pop. 13+ |  ES: EGM 3rd wave 2024 | PT: Marktest Bareme Radio, Jan-Dec 2024, pop. 15+ |  FI: National Radio Survey, Finnpanel, Jan-Nov 2024, pop. 9+ | US: Nielsen Radar 162 2024, pop. 12+ | CA: 
Numeris PPM Total Meter CTRL, Fall 2024, pop. 18+  | ZA: BRC RAM data for Jan 22 - Dec 23, pop. 15+ | AU: The Infinite Dial 2024, total pop. 12+ | NZ: The Infinite Dial 2023, total pop. 16+

83% 84% 80% 82% 74% 81% 74%

% of population listening to radio every week

78% 88% 90%90% 84%86% 64% 83%
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Radio dominates the audio consumption
Radio captures the largest share of listening time across platforms

Sources: IE: Ipsos JNLR 2024 2 Audio Module (April 24 June 24), pop. 15+ | AU: GFK Share of Audio 2022, Metro, pop. 10+ I BE: CIM Audio Time 2025, pop. 12+ | NL: NMO December 2024, pop. 13+ | DE: Medienstudie 2024,
pop 14+ | UK: RajarMidas 2024 | FI: National Radio Survey, Finnpanel, Jan-Nov 2024, population 9+ | FR: Mediametrie Global Audio 2024, pop. 15-80 y.o. | US: Edison Share of Ear 2024, pop. 13+ |
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24%
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1%

44%
6%

20%

10%

14%

6%

 Broadcast radio LIVE 
(FM / AM / DAB / online radio via 
app or site / on TV)

 Owned music (CDs, digital file

 Music streaming / Music on 
demand (e.g. Spotify)

 Podcasts

 Online music video (e.g.
YouTube)

 Other
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Radio is the biggest part of the ad-supported audio 
landscape and is the only format that offers scale for brands to reach their 
consumers within the audio landscape

Daily share of time spent with LIVE RADIO within ad-supported audio listening

Daily share of time spent with RADIO within total audio listening

76%

88%88% 87% 65% 70% 78%

63% 66% 51% 44% 59%

 Broadcast radio LIVE (FM / AM / DAB / online radio via app or site / on TV)      Music streaming / Music on demand (e.g. Spotify)  Podcasts  Other

Source: IE: Ipsos JNLR 2024 2 Audio Module (April 24 June 24), pop. 15+ | BE: CIM Audio Time 2024, pop. 12+ I NL: NMO December 2024, pop. 13+ | FR: Mediametrie Global Audio 2024, pop. 15-80 y.o. | US: Edison Share of
Ear 2024 | AU: GFK Share of Audio 2022, Metro, pop. 10+



www.egta.com

13

Radio = trust, 
engagement and  
community
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Radio is uplifting brand trust by being the most trusted 
medium.

Source: EBU based on Standard Eurobarometer 102 (2024) // Radiocentre Ireland – CampaignFX
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Radio personalities engage all generations

Source: Jacobs Media Techsurvey 2023: Personalities are the primary reason for listening to AM/FM radio
- Jacobs Media, 2023 (U.S.)

48%

56%

63%

65%

65%

Greatest (78+)

Boomers (59-77)

Gen X (43-58)

Millenials (27-42)

Gen Z (13-26)

The younger the radio listener, the more
important radio personalities are as the main reason for listening
Among those who listen to AM/FM radio, % who say this is the main reason they listen 

“I like particular DJs, shows, or hosts”
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DJs are the original influencers

Source: Audacy Music and Talent Study 2025

54% of Australians say they would personally try a brand 
or product endorsed on the radio or by their favourite 

radio personality, demonstrating the trust and emotional 
connection that drives purchase consideration. 

Source: Deloitte – Connecting Communities: The economic & social contribution of commercial radio
& audio in Australia 2023

54% 44%

Feel a stronger connection to a 
brand when they hear it endorsed 

by their favourite audio creator. 



www.egta.com

17

Radio = business 
booster
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Radio Doubles Campaign 
Effectiveness

Radio is the business booster

Radio drives ROI Audio drives more attention 
than TV and digital

Average attentive seconds per (000) – APM*

10,126

6,1
4,43 3,975

1,416

Audio Online
video

TV Social Display

*APM (Attentive seconds per 1000 impressions)= Per 1000 billable
impressions served, how many seconds of attention to my
advertising should I expect to receive.

Source: dentsu Attention Economy Study - Lumen, 2023 (U.S.)

Myriad of studies proving radio’s effectiveness
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Challenges 
remain
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opportunities

1. Radio is 
underinvested 

2. Decline in reach 
and TSL - need to 
retain and attract 

audiences

3. Lack of knowledge 
& misperceptions 
among clients and 

agencies

Technology & AI
Radio: The 

everywhere 
medium

Collaboration, 
Education & 

Advocacy
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1.Technology & AI
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Tech is an enabler
Simplifying access & 
buying, empowering 
creativity, targeting & 

interaction
dynamic ad insertion, 

programmatic buying, self-serve 
platform,  voice interactive ad 
formats, yield management, 

innovative formats (shake me), 
measurement, AI powered

solutions, ...

AI: not another tech trend, but a 

70%
of top executives 

view AI as an 
opportunity

27 markets

Source: egta CEO & Top Execs Survey 2024 
Spot creation – content creation – sales optimisation –
yield management – predictive modelling - ...
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Geo-localized / personalized audio campaigns 
• One campaign → infinite versions

• Data-driven, localized by city, weather, time, traffic…

• Multilingual/local accents without re-recording

• Quick, cheap to produce

AI making radio ads easy to create and buy

audiostack.ai/en/blog/customer-story-penny

Campaign from PENNY: 
• 220+ stores, 26 products, dynamic pricing per market

• 2,800 spots - Core spot + automated customisation for each store 
via synthetic voices

• Exclusive cloned brand voice maintaining PENNY’s sonic identity
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AI making radio ads easy to create and buy

Self-service platform for SME clients:

• Create, produce, and book radio ads in under 
3 minutes with AI

• Simple workflow: choose location, keywords, 
budget — AI handles the rest

• Get instant script options, custom voice and 
music selections

• Making radio easy, fast, and affordable
• Take back budgets from GAFAs

www.radioadmaker.de
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2. Radio: The 
everywhere 

medium
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Social & Creator 

Platforms

•DJs as content creators
•Trusted voices 

•Fan communities beyond 
broadcast

•Shareable moments, viral 
snippets

Apps & 

Smart Devices

•Station apps
•Smart speakers

•Connected 
cars

Live Events & 

Experiences

•Concerts, festivals, 
meetups

•Pop-up activations & 
IRL community 

moments
•Bringing the radio 
brand to life offline

Radio is a brand, not just a frequency

DAB+ / AM/ FM

The Foundation
Mass reach + Quality + 
Automotive advantage

Broadcast is the anchor. Multi-platform presence is the amplifier.
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Radio is everywhere
Extend the experience beyond airways

➤ Turning followers into listeners
➤ Digital-first non-radio related content 
➤ Viral clips, memes – speak in the language of the audience
➤ Live sessions on Twitch, TikTok – leverage connection to artists
➤ Social media as a core business platform
➤ Stations seen as a lifestyle brands
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Making audio content available and resonate everywhere listeners are. Collaboration is essential 
to make sure radio remains widely accessible

Distribution is key

WorldDAB “Dashboard Dialogue” study from Edison Research

90% 
of car buyers say broadcast 
radio should be  standard in 

every vehicle
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3. Collaboration, 
Education & 

Advocacy
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Old Model = Transactional

"Buy 60 spots per week"

New Model= Business Partnership

"Let's build something together“

Consulting mindset:
➤ Developping full-funnel audio solutions
➤ Co-created campaigns & brand experiences 
➤ DJs as multi-platform influencers
➤ Creative services: Position radio as the sonic branding expert 
➤ Champion local media power 
➤ Measure and prove outcomes

Collaboration with brands: from media vendor to 
strategic partner
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Education: Myth-busting perception vs reality 
Radio, more than a playlist
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www.worldradioalliance.com

Advocacy - Active promotion of radio and audio

http://www.worldradioalliance.com/
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INVEST
in DAB+, smart devices, cars — keep 

radio everywhere people listen.

INNOVATE
embrace AI and new tools that make radio 

smarter, more personal, and easier to 
create

EXTEND
Take radio beyond broadcast, into social 

media, podcasts, and real-world 
experiences that build community.

COLLABORATE
radio’s greatest strength is unity — our 

ability to evolve together.

Let’s ensure RADIO REMAINS THE AUDIO LEADER





Katerina Borovska 
Senior Manager – Marketing & Innovation
Katerina@egta.com
www.egta.com
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