
Making Headlines For Brands



We live in turbulent times. Worldwide 
and political events with far reaching 
consequences are impacting our daily 
lives in more ways than ever before.  

The news is always on, always breaking.  

The deluge can leave us all feeling a 
little overwhelmed at times. We’re also 
worried about fake news and suspicious 
of sensationalism but we don’t often 
have the time to fact-check every single 
thing we see or hear. 

That makes credible, engaging news 
sources more important than ever – 
and this is playing out in the audience 
numbers. Trusted news providers are 
attracting more people as they look to 
make sense of the world around them. 

Take Global’s news shows. LBC dominates 
commercial news and talk radio and 
is now listened to as often as its BBC 
equivalents, while the broadcaster’s 
hit podcast The News Agents has 
consistently topped the charts since 
its launch this summer. 

Executive 
Overview

Trusted, credible,
engaging news
sources are more
important than 
ever – and podcasts
are leading the way  



Podcasts are beating other news formats 
by providing different perspectives, 
challenging listeners’ thinking, offering 
expert opinions and in-depth analysis 
of a topic. They’re entertaining and 
they’re very different from the breaking 
news bulletins, websites and apps that 
people use for quick updates. They 
are also increasingly becoming part of 
people’s daily routines. 

That’s according to the 600 news 
consumers* we spoke to who are on 
our ‘Work, Shop, Play’ insight panel. 
We asked them about their attitudes 
to news consumption habits - and they 
made it clear that news podcasts are 
having far more than just 15 minutes of 
fame. 

The panel says podcasts are more
personal (80% agree), easier to 
understand (71%) and more uplifting 
(69%) than other news formats – the 
perfect bridge between hard news 
and entertainment, giving hosts the 
freedom to be more considered 
and conversational. 

 

Podcasts are
helping people 
dive behind the
headlines in a
convenient and
informative way.  



Podcast listenership is growing year-
on-year as people form new habits. 
Two thirds (66%) consume more news 
podcasts now than they did a year 
ago, and 71% intend to listen even 
more in 2023. Three quarters (75%) 
listen at least two or three times 
every week, while 82% spend between 
one and seven hours listening.  

News-based podcasts are becoming 
a regular companion for many, and 
they present an attractive proposition for 
brands and advertisers too. 
A whopping 97% of listeners say they 
expect to hear some form of advertising.

Most people (69%) know podcast ads 
are necessary to keep the content free, 
and 78% feel such content reflects 
positively on brands – making news 
podcasts the ideal way to reach a 
highly engaged audience. 

Read on to find out why news podcasts 
are proving so popular, how they stack 
up against other news formats, and 
the best way to ensure success with a 
podcast ad campaign.  

 

They’re exploding
in popularity

*People who engage with current affairs at least once a 
week, and who listen to news or current affairs podcasts at 
least once a month.



Why podcasts cut through, and how they 
provide the antidote to fake news.

The new podcast listening habits now 
being adopted.

Where podcasts fit within the news
media landscape.

How brands can use podcast advertising 
to make headlines of their own. 

We’ll cover:
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Podcasts cut through the 
noise of the news



Here’s what people said about the 
current news landscape:

We asked our respondents for their 
views on the current news landscape 
and what they want from news sources in 
the UK. Being trustworthy (61%), 
informative (58%) and reliable (55%) 
ranked highly – they also want to 
understand the implications and 
context of the news (71%) with insight 
from informed, expert voices they 
trust (68%). 

But with so many news sources available, 
they know they need to choose wisely. 
The majority (67%) are concerned 
other people only read snapshots 
of the news and are therefore 
less informed.   

 

Geopolitics is 
on a knife-edge 

right now.

Anybody can 
put anything 

on the internet 
these days and 

call it news.

We live in a tumultuous time, 
politically, economically 

and with the war.
The world is in a particularly 
important time where we 

need to stay informed.

It’s true, right now 
there are too many 
news sources – so 
fake news is easily 
spread, especially 

online.



Verified and trusted content is the 
antidote to fake news

Despite feeling strongly about news 
and where it comes from, almost half 
(47%) say they hardly have the time 
to read newspapers or articles. We’re 
all busy and bombarded by multiple 
sources, on multiple platforms, which 
makes finding our way through the 
‘noise’ of the news a challenge. 

Podcasts fit perfectly
into busy lives

Thankfully, that’s where news podcasts 
come in. They’re an antidote and 
companion, providing expert, trusted 
voices, giving listeners an opportunity to 
get behind the headlines while they’re 
on the school run, on their lunchbreak 
or working out.  

When we asked how people access 
news and how much time they spend 
with different media, we found heavy 
news consumption via news podcasts 
outpaces traditional media. In fact, 
while 6% said they listen to podcasts 
for 11 hours or more each week, fewer 
people (5%) said the same for sources 
like news websites, apps, newspapers 
and magazines.

 

Almost half 
say they hardly 
have the time
to read
newspapers
or articles.

6% spend 11+ hours
consuming news podcasts 
vs 5% who use news 
websites, news apps 
and newspapers  

47%
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Podcasts have a clear and unique
position in the news media landscape



Looking at the news media landscape 
as a whole, it’s clear that podcasts not 
only have a point of difference, but 
they complement other formats.
 
Podcasts aren’t stealing share from 
the audience pie; they’re adding to it 
and making it bigger.

The chart [opposite] is striking. When 
asked why they listen, our respondents 
were unanimous in their agreement 
that news podcasts tick every box outside 
of breaking stories – which simply isn’t 
this format’s function. 

Traditional TV and radio bulletins still 
have a very important role to play in 
bringing everyone the headlines, but 
they don’t always have the luxury of 
digging deeper into a single story or 
topic. 

If traditional sources have breaking 
news covered, people hit ‘play’ on 
their favourite podcasts for everything 
else. They’re listening to find something 
new, to discover different perspectives 
or points of view, to challenge their 
thinking, hear expert opinions, and 
gain a more in-depth understanding.
 

2
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Perhaps most critically, podcasts fit 
into people’s busy lives – often as 
something to help pass the time while 
travelling.

And despite news having a reputation 
for highlighting negative stories, podcasts 
also offer something a little unexpected: 
they’re chosen because they enter-
tain, distract, inspire, and even amuse.

This experience seems to be something 
podcast audiences can’t find 
anywhere else. 

And, as we’ll find out, much of that is 
down to the personalities and chemistry 
of news podcasts’ much-loved hosts.

I think podcasts fill a gap 
between TV and radio news 

and newspapers. TV and radio 
news can only concentrate on 

headlines. Newspapers can 
provide depth of coverage but 
require time and concentration. 

Podcasts can go behind the 
headlines and also liven up 

what could be a ‘heavy’ read in 
a newspaper.

I find them more
entertaining because 

they are enjoyable 
and a lot more 
relaxed than 

watching normal 
news on TV.

I find them relaxing 
and engrossing.
I give them full 

attention and learn 
more in-depth facts 
than normal news.



We also specifically asked people 
how they feel about news podcasts 
in comparison to other formats. And, 
once again, podcasts came out 
strongly.

People see them as a more 
convenient way to consume the news 
(82% agree) and more personal than 
other formats (80%). Podcast listening 
is becoming a habit, too, with 79% 
saying they’re now part of their 
normal daily routine.

News podcasts are considered a 
more suitable home for opinions (80% 
agree) and open discussions (76%) – 
and, because people have explicitly 
chosen when and where to listen, they 
devote more of their attention (72%) 
and concentration (71%). 

They’re also enjoying them more, 
feeling uplifted (69%) and with a 
greater connection to podcast hosts 
than those seen or heard on other 
news formats (68%). 

As a result, nearly three quarters (74%) 
agree they’re more likely to remember 
what they’ve heard, while 71% say 
they find podcasts easier to understand 
– both crucial points for brands 
interested in podcast ads.
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I think they are unique news sources. 
Because they are more personal 

and freer, they can talk about topics 
and situations in a more open way 
than other sources, as long as the 

hosts know how to handle news and 
topics in an open, interesting and 

friendly way. 

Podcasts are an amazing and 
entertaining way to stay informed 
and updated on a daily basis and 

while doing other activities.



Podcasts aren’t for breaking news
but people do choose them for 

everything else.

People see podcasts as a more
 convenient way to consume 

the news.

Nearly three quarters (74%) agree 
they’re more likely to remember 

what they’ve listened to.

1.

2.

3.

3
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A new habit in the daily routine



Many news podcasts have 
already built a dedicated 
following, but their popularity 
isn’t slowing. More people 
than ever are subscribing 
and downloading – and these 
enthusiasts plan to spend even 
more time listening.

3
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The majority (66%) are already spending 
more time listening to news podcasts 
than they did last year, and 71% say 
they expect to increase listening once 
again in 2023. It also appears that 
listeners are forming habits and 
making more room for news shows 
in their daily lives – 75% listen two-to-
three times each week, 82% listen for 
up to seven hours, and 61% listen to 
between four and 10 different 
podcasts during that time.

Podcasts are slotting seamlessly into 
people’s routines because they’re the 
perfect companion for most of life’s 
daily activities. 

People are most likely to be listening while 
walking or relaxing, but they’ll also play 
a podcast when they’re exercising, 
cooking, commuting, studying, or even 
simply to take a break from their many 
screens – a non-starter for most other 
news formats.

News podcasts give people the 
opportunity to focus their attention 
at a time and place of their choosing, 
in a way that perfectly complements 
their daily routine. 
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A lot of what makes podcasts so 
unique comes down to the hosts. 
They’re trusted, familiar voices who 
are free to speak their minds – but 
what else do our respondents value in 
the people behind the pods?

‘Experienced’ and ‘engaging’ came 
out on top (both at 43%) when we 
asked what makes a good news 
podcast host, but people want that 
expertise combined with great story-
telling (39%). They’re after likeable 
personalities (37%) who not only offer 
advice (36%) and opinions (33%), but 
who do so in a humorous way (31%) 
– they want the serious stuff but they 
want to enjoy themselves, too.

Keep me engaged – 
and make me laugh!

They want the serious 
stuff but they want to
enjoy themselves, too.
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More than a third (35%) also say 
they’re drawn to specific news podcasts 
because they already know and like 
the host(s).  

When asked which other things attract 
them to a news podcast, responses 
were varied – spanning not only the 
topic of conversation (45%) but 
recommendations from family and 
friends (33%). Good reviews (30%) 
and a place in the top podcast charts 
(25%) were less important – suggesting 
people are more focused on the 
content itself. 

say they’re drawn to 
specific news podcasts 
because they already 

know and like the 
host(s).

35%



1.

2.

3.
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More than 70% say they’ll
continue to increase their news

podcast listening in 2023. 

News consumers are forming new 
podcast listening habits because the 
format fits seamlessly into their daily 

habits and routines.

Listeners want engaging and
experienced hosts, but they

also want to enjoy themselves
and to laugh. 

1.

2.

3.



The News Agents is a daily news podcast bringing 
excitement to the many twists and turns of the world’s 
current affairs. Hosts Emily Maitlis, Jon Sopel and Lewis 
Goodall – each journalistic royalty in their own right – 
explore the biggest news stories and strive to explain 
exactly why certain events unfold the way they do. 

An insightful daily antidote to the noise and doom-
scrolling that dominates today’s news cycle, The News 
Agents offers light-hearted commentary relatable to 
listeners. With a dash of irreverent wit and fun, the podcast 
is an accessible way for audiences of all ages to 
consume the latest news stories from across the globe. 

The News Agents is a perfectly formed, 30-minute news 
fix delivered at the end of each day. 

3

The News Agents offers a unique opportunity to place advertisers at 
the heart of the world’s biggest, most exciting news stories – as told 
by three of the greatest journalists working in the UK today. Maitlis, 
Sopel and Goodall connect with their audience every day, shining a 
light on some of the biggest issues that affect us all. 

The News Agents
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The power of podcast advertising



Marketers are facing fragmenting 
audiences, shorter attention spans, 
lack of engagement with advertising, 
ad blockers, and are navigating many 
other challenges. News podcasts are 
one answer to those issues. 

According to our panel, 97% of listeners 
expect to hear ads in podcasts. They 
understand the value exchange and 
appreciate that support from brands 
keeps the content free (69%). 

Importantly for advertisers, 78% feel 
brands benefit positively from being 
placed in podcast ads. Listeners agree 
they’re more likely to concentrate on 
ads they hear in news podcasts, and 
that they’re informative, useful, and 
memorable (all 58%). 

More than half (56%) also say they’ve 
taken direct action – such as visiting a 
brand’s website – after hearing a 
podcast ad. 

There are postive 
benefits for brands 
that invest in news 
podcasts.

4

of listeners 
expect to 
hear ads.

97%
Think advertising

reflects positivley for 
brands.

78% understand the 
value exchange and

appreciate that
support from brands

keep the 
content free. 

69%
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Podcasts can help tackle many
challenges faced by marketers today.

The overwhelming majority (97%) 
of news consumers expect to hear 

ads on podcasts.

More than half (56%) of podcast 
listeners have taken direct action 

after hearing an ad.

1.

2.

3.
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Conclusion: News podcasts
should be on your media plan 



News podcasts are growing at speed 
and at scale, and their audiences are 
hungry for more – their passionate fans 
say they intend to increase the time 
they spend listening still further.  

They’re being listened to widely and 
frequently, offering something not only 
unique in the news landscape but that 
complements existing formats such as 
radio and TV. They’re growing the total 
news audience and engaging more 
people with current affairs.  

Listeners love podcasts so much 
because, in a world of increasing turmoil 
and complexity with fake news at 
every turn, they bring engaging hosts, 
insightful conversations and vital 
information in such a personable, 
enjoyable way. 

For brands, shows like The News Agents 
deliver a quality, trusted, brand-safe 
environment, and should form a pillar 
of any media plan. 

Audiences are actively integrating 
their listening into important elements 
of their daily routines – and we know 
access to ingrained habits is the 
Holy Grail for advertisers. Listeners 
are demonstrably open to advertising 
and are more concentrated on the 
messages they’re hearing.  

 5 To find out more contact: 
Sarah Ray, Head of Podcast Sales
sarah.ray@global.com



Global’s consumer panel 
Work,Shop,Play

OCTOBER  2022  n=578

Targeted sample, news consumers 
(engage with current affairs once a 
week, news/current affairs podcast 
listeners at least once a month)

NB: The sample shown throughout the 
deck consists of news/current affairs 
podcast listeners only.

Defined as someone who listens to 
news/current affairs podcast once 
a month or more frequently.

Methodology
Research panel

Quantitative research
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