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Audio is an Important Part of Consumers' Lives.
Most Listening Happens on Podcasts and Broadcast.

DAILY MEDIA DAILY AD ENABLED AUDIO
CONSUMPTION SHARE LISTENING SHARE

207%
PODCASTS

697

LINEAR TV | PRINT
DIGITAL | ONLINE

VIDEO | SOCIAL DIGITAL AUDIO STREAMING

Ad-Enabled Spotify
Ad-Enabled Pandora
Ad-Enabled SiriusXM
Ad-Enabled iHeartRadio

! &P source: Edison Share of Ear, Q1 2025; eMarketer, 2023-2024



MULTI-PLATFORM AUDIENCE/USAGE

iHeart’s Total Audio Approach Gives you
Scale Across All Audio

Total Monthly . Monthly Podcast Monthly Ad-Enabled
Broadcast Reach . Downloads/Streams Digital Reach
Reported by Nielsen Reported by Podtrac Reported by Comscore
278M
180M
118M
105M
83M
75M  am 75M
52M
36M 20M 36M
17M

iHeart Audacy ABC CBS NBC iHeart NPR Fox News Daily Wire iHeart Spofiy Pandora  Soundcloud
Broadcast Podcasts Podcasts Podcasts Podcasts Digital Digital Digital Digital

Radio

vison: Nielsen NPOWER, P 6+, May2025, L+SD; Podcast: Podtrac, Top US Publishers, October 2025; Digital: Comscore Media Metrix Multi-Platform, October 2025;



346M

Social Media Fans

#1 AUDIO SERVICE IN
SOCIAL (7X THE NEXT)

® 278M

We are always Broadcast Radio
connected to
your audience.

180M

Podcasts

U.S. Monthly Downloads

#1 PODCAST PUBLISHER

Ad-Supported Monthly Listeners

#1 AUDIO GROUP

2000

Influencers
#1 PREMIUM NETWORK

/oM

Digital Audience
#1 DIGITAL RADIO APP



®iHeartPodcasts

From Mass Reach to Mainstream,
Podcasts are a Must-Have
For Marketers and Fans.



There Are
More Podcast
Consumers Than

Ever Before

158MM | 55%

of Americans are

&%@QLVT regularly consuming

consumers podcasts every month




Daily Podcast Listening Is Growing
Across Every Age Group

2020 vs. 2025

5 Year Growth in Daily Listening by Age Group

40%
+41%
+56%
+92%
20% +7%
+1 25%
- I -

0% A13-24 A25-34 A35-44 A45-54 A55- 64 Ab5+




+78%

Increase in Black
monthly listeners

In 4 years

Multicultural
Podcast Fans
Are Driving
Listener Growth

+93%

Increase in Hispanic
monthly listeners

In 4 years




ENTERTAINED 46%
Evel‘y — For Gen'Z it's cloout
DISCOVER SOMETHING NEW 37% Compqnio nship

Generation i

Finds A BE IN THE KNOW 34% Index 131
Reason For
More Py - | »

Podcasts i

For Gen Alpha, it's clbout
having fun

59% | A6-12

For Milennials, it's albbout
being productive

Index 127




Daily Time Spent with Podcasts
More Than Doubled In 8 Years

Average Daily Time Spent with Podcasts Among Consumers (minutes)

49
3w 4 U @
33 ®
\ I / 28 MIN
. . it ® -~ 0y 2022
_ 23 . & .,
P MIN 2018
/ | \
2017

2025



Podcast Listening Wins On Time Spent

More Time Is Spent With Podcasts Than Any Other Social Media Platform,
Per Day Among US. A18+

Podcasts TikTok Facebook |Instagram|Reddit




Where Are We Finding More Time For Podcasts?

From Social Mediaq, Video, and Music

Has your podcast listening taken the place of
time you used to spend with any the following?2

Social Media (net) Streaming Streaming TV Movies AM/FM Radio Peace and Quiet Local/Cable TV
Music
Facebook
TikTok
Instagram

e




All That
Listening
Adds Up To
A New
American
Pastime

9 Episodes
Per Week

Average for
Weekly Listeners

807

Binge Listen

(2+ episodes in a row)

8in10

Listen to All or Most
of Every Episode

6.5hrs+
Per Week

On Average
Listening to
Podcasts



Whose Influence Matters Most?

New Study Finds Podcast Hosts Are 5X More Influential
Than Social Media Influencers

A18+ U.S. Podcast Listeners

15%

Social Media Influencers

10%

TV/Movie Celebrities

75%

Podcast Hosts







Podcasis
Are Media’s
Most Trusted
Medium,
By A Lot!

23X

More trustworthy
and authentic when

compared to social media

# 1

For trust among voters,
when compared to
TV, newspapers, and
social media

1in3

Changed opinions
on a topic because
of something they
heard on a podcast

807

Of fans trust their hosts,
making their influence
on par with friends
and family
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For Marketers,
Podcasts Are
A Must-Buy
Medium



Yol MediaSurvey; 2022 Ad Perc

Podcast Advertising Drives Results

60% 77% 81%  99%

Have bought Say podcast ads Say they pay attention to Of US marketers
something from exposed them to new podcast ads more than think podcast ads
a podcast ad products or services any other medium are effective

1sStudy: 2 Acast Study via Attest, Decerr
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The Landscape
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iHeartPodcasts: A Full-Service Partner
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iHeartPodcasts: A Full-Service Partner
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If You Can Measure it in Digital,
You Can Measure it in Podcasting

PERFORMANCE KPI BROADCAST . STREAMING | PODCASTING | KEY PARTNERS
Brand Awareness v v v . S,
<> Nielsen {J dynata
Brand Affinity /Consideration v v Vv
@ DISQO KANTAR
Purchase Intent v v v
Website Visits v v v . rk\k ArtsAl
Online Transactions v v v MAGELLAN P> claritas
Retail Store Traffic v v v FOURSQUARE @ GroundTruth
Tune In v v v . .
) «** Nielsen @ Ncsolutions
CPG Brand Sales Lift v v v . .
ran ales Li Uffln"y
solutions

Retail Sales Lift J J <



If You Can Measure it in Digital,
You Can Measure it in Podcasting

PERFORMANCE KPI BROADCAST STREAMING PODCASTING PREFERRED VENDORS

Brand Awareness
@DISQO Jam

Brand Affinity/Consideration v v v
<> Nielsen
Purchase Intent v v v
Website Visits* v v v MAGELLAN
W\ ArtsAl claritas
Online Transactions v v v A P
FOURSQUARE
Retail Store Traffic v N4 v IN MASKET @ GroundTruth
Tune In v v v <> Nielsen EzZIV:-IN\%
CPG Brand Sales Lift v v v @CCircanc.
ABCS Insights  affinii
Retail Sales Lift v v v L nsigh®s soluhtgns

*Appsflyer, is one of the few Mobile Measurement Partners (MMPs) supported by Magellan and ArtsAl,
to track and aftribute mobile app downloads across broadcast, streaming, & podcasting.



iHeart is #1

The most creators and listeners, on the
biggest stage in podcasting.

o JHeat __180MM - 851

[PUBLISHER] U.S. Monthly Downloads Criginal Podcasts



Post Run High

WITH KATE MACKZ

A

%

The Broadest 5 A e
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Selection of b | "CEECOR cigEAITH + WELLNESS
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Shows In et E ACTon
Podcasting j gt TRUE CRIME
1 M MUSIC

: BUSINESS

#1 in unique U.S. listeners FOOD + TRAVEL
for 3-years in a row , NEWS + POLITICS
- (A TV+FILM

The only network with @ e HISTORY
shows ranked in all 19 o (oS KIDS+FAMILY
Podtrac categories |-, P 't DREHERSS LGBTQ+
8 - Sy — SPANISH

LANGUAGE




ED

iHeartPodcasts
Are Available

Everywhere

Across platforms, in audio
and video our mission is to
ensure brands and fans can
connect with our content
wherever available.

@ Listening Plafforms/Apps
rex e (G
|

- <
musIc
~— Spotify
v v
L Lewis Howes: The Scarcity Beli " A
ewis Howes: The Scarcity Belief Th:
On Purpose with Jay Shetty
o il
> |
@ You([?



How to Work with
iHeartPodcasts

Host Reads
Lend authenticity to your brand message,
collaborate with top creators in podcasting

PUSHIIN

Extended Mid-Rolls Broken

Longer format for deeper storytelling
during select podcasts

In-Show Podcast Segments
In-content brand integrations s

Voice Extension

A podcast host represents your brand’s ' %
message across iHeart’s ecosystem \ h
FAKE DOC TORS:

Themed Episodes REAL FRIEND2

Sponsor episodes aligned to your brand

Custom Podcasts
Your brand story in a series designed for you

ﬂ D souce *Apple Podcc

onnect publisher dashboard, Q1-Q2 2022



RUBY®

We've Built The Largest Slate
of Branded Podcasts In The Industry

2B+ 32+

IMPRESSIONS THE LARGEST SLATE OF
DELIVERED BRANDED PODCASTS
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PUSHKIN
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of TOdCly S ' ON 7 = ¥ ¥)'| Media
Biggest
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Black Effect




Creating Space for Topics That
People Redlly Care About

MY CUTURA THE BLACK EFFECT A HEALTHIER MIND OUTSPOKEN

Growing Platform From Podcast Network This Is iHeart's Where we elevate
For Latino Cultura fo Multimedia Powerhouse Destination For Wellness LGBTQ+ creators




PODCASTS
3X Weekly

Episodes

Creating 360° Experiences
with Today’s Top Creators

BROADCAST
Daily Mindful
Moments

g“ﬂll“"

On Purpose Podcast

Jay Shetty Podoast - 1/ 321

No.1 Neuroscientist

4 Reveals The Science-...
Jay Shetty Padcast

Lewis Howes: This ONE
Mindset Shift Will Make...

Jay Shetty Padcast

| HAVEN'T

Alia Bhatt's Hidden
DONE AN &3

Struggles: ADHD, Anxiet...
Jay Shenty Podcast
These Kids Are

A 12032

YOUTUBE
Jay Shetty
Podcast Channel

jayshetty @  fotowng  Memae oo

/Di ase s san

s fine o fight for somscne vho
e you s awasieof s o

SOCIAL
Jay Shares Content
Across Social

JAY SHETTY

ON PURPOSE LIVE TOUR

FEATURING SURPRISE GUESTS

|
NORTH AMERICA 2025

MAY 12 VANCOUVER, BC

N 3 CHICAGO, IL
TORONTO, ON

5 BOSTON, MA

7 NEW YORK, NY
PHILADELPHIA, PA
MAY 21 WASHINGTON, D.C.
MAY 22 ATLANTA, GA

MAY 23 HOLLYWOOD, FL
MAY 29 LOS ANGELES, CA
| MAY30 SANFRANCISCO,CA |

LIVE EXPERIENCES
Guided Meditations
& Live Interviews



Podcast-Style Storytelling, Built For Radio

SCX

W/ EMILY




Ad-Enabled Audio Makes Other Media
Work Harder

Bundling audio with other media will...

Increase Social Add Incremental Increase TV Ad Lift Google
Performance By Reach to CTV by Recall By Search Activity

83% 81% 357% 29%



If You Can Measure it in Digital,
You Can Measure it in Podcasting

PERFORMANCE KPI BROADCAST . STREAMING | PODCASTING | KEY PARTNERS
Brand Awareness v v v . S,
<> Nielsen {J dynata
Brand Affinity /Consideration v v Vv
@ DISQO KANTAR
Purchase Intent v v v
Website Visits v v v . rk\k ArtsAl
Online Transactions v v v MAGELLAN P> claritas
Retail Store Traffic v v v FOURSQUARE @ GroundTruth
Tune In v v v . .
) «** Nielsen @ Ncsolutions
CPG Brand Sales Lift v v v . .
ran ales Li Uffln"y
solutions

Retail Sales Lift J J <



What's Nexi?

Daily Podcast Listening and Time Spent Will Accelerate
Essential daily content, we'll keep spending more time with podcasts

Fans Will Seek Out 360° Podcast Experiences
Listeners want to connect with their favorite hosts everywhere

More People Will Turn to Podcasts For News and Information
#1 for trust, podcasts will lead in reliability compared to other media

Al Will Advance Ad Tech and Podcast Globalization
New audio targeting, brand safety, and translation solutions

Hispanic and Black Listeners Will Continue to Drive Audience Growth
Representative storytelling continues to bring in multicultural listeners

Gen Z Listenership Will Grow — Big Time!
30% of all listeners are expected to be Gen Z by the end of 2025



®iHeartPodcasts

From Mass Reach to Mainstream,
Podcasts are a Must-Have
For Marketers and Fans.



®iHeartPodcasts

Supplemental Slides



What's New and Next:
iHeart’s Programming for 2026

Q1:The New Year (Jan-

iHeartRadio AlLTer EGO (Jan)

Black History Month (Feb)
Honoring Black excellence through
local storytelling.

Live atthe SuperBowl (Feb)
Multi-platform coverage leading into
the Big Game

Winter Olympics - Milano Cortina (Feb)
Official iHeart/NBC audio partnership
bringing Olympic coverage.

International Women's Day (Mar)
Spotlighting women's voices and
achieve ments.

NFL Draft Preview (Mar)

Pre-draft coverage and analysis across
iHeart's NFL Podcast Network.
iHeartRadio Music Awards (Mar)

iHeartPodcast Awards and Hotel (SXSW,
Mar)

Q2: Spring (Apr-Jun)

The Black Effect Podcast Festival (April)

WNBA Draft (April)
Spotlighting rising stars and the next
generation of women's sports.

NFL Draft (Apr24-26)
Comprehensive coverage and player
stories across iHe art Sports.

iHeartCountry Music Festival (May)

iHeart America (May-Jul)
Celebrating America's 250th birthday
across platforms.

Black Music Month (Jun)
Amplifying the artists and sounds that
shaped culture.

Pride Month (Jun)

Highlighting iHeart’s year-round LGBTQ+
voices and stories across the Outspoken
Podcast Network, PRIDE Radio, and live
events.

World Cup Coverage (Jun-Jul)
iHeart launches the first soccer podcast
network ahead of World Cup 2026

Q3: Backto School (Jul-Sep)

iHeartRadio’s Thank a Teacher
(Jul-Aug, Dec-Jan)

National salute to e ducators making a

local impact.

WNBA All-Star Weeke nd (Jul)
Culture, music, and women's
basketball converge on one stage.

NFL Preseason (Aug)
Training-camp stories and team
previews across iHeart Sports shows.

Back fo School (Aug-Sep)
Local campaign engaging famiies
with seasonal giveaways.

iHeartRadio Music Festival and
House of Music (Sep)

Hispanic Heritage Month

(Sep 15-Oct 15)

Showcasing Hispanic pride, culture,
and influence.

iHeart America (Year-Round)
Culmination of the nation’s 250th
celebration.

Q4: Holiday & End of Year (Oct-Dec)

iHeartRadio Fiesta Lafina
(Oct)

HBCU Homecoming (Oct)
Celebrating HBCU pride,
culture, and community.

Shop Local (Oct)
Spotlighting small
businesses locally.

NFL Regular Season Run &
Playoffs (Oct-Jan)
Weekly analysis and
branded segments

WNBA Finals and NWSL
Championship (Oct-Nov)
Coverage of women's
championship moments.

Veterans Day (Nov 1-11)
Recognizing America’s
military heroes.

iHeartPodcast Holiday
Episode Series (Nov-Dec)
20+ festive podcast
episodes, with Black Effect
and My Cultura holiday
speciak.

Holiday Flip (Nov-Dec)
80+ statfions switch to 24/7
Christmas music.

The iHeartRadio Holiday
Special (Nov 25)

2-hour audio special airing
across holiday radio stations

Granfing Your Christmas Wish
(Nov 23-Dec 20)

Sharing listener storie s
through daily wish-granting
moments.

iHeartRadio Jingle Ball Tour
(Dec)

iHeartRadio Rewind (Dec):
Year-end recap of 2026's top
songs and moments.

Year-End Countdowns (Dec):
Holiday and year-end
speciak feature the top
songs of the year.

New Year'sEve - Dick Clark’s
Rockin’ Eve (Dec 31):
Nationwide celebration on
iHeart stations.



New, Diverse
Podcast Fans
Are Driving
Listener
Growth

+787

4-year growth in
regular, monthly
Black podcast
listeners

+937%

4-year growth in
regular, monthly
Hispanic podcast
listeners

6in10

LGBTQ+ Americans
regularly listen

to podcasts

every month

+1097%

Increase in Gen Z
podcast audience
2018 v. 2025

63% of Gen Z
are regular, monthly
podcast consumers



Today’s Ignored Consumers Are
Everywhere, and They Defy Labels

i \\

— B

Every Age Group Every Community Men & Women Alike

39%

55% 35% 57%
45% I I 26% 42%
A18-44 A45-64 Suburban Urban Rural Men Women
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