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• INTRODUCTION TO THE PROJECT: 
DAEL

• THE LEARNINGS:                           
CLAIRE

• HOW URBAN MEDIA ARE 
PLANNING FOR THIS NEW AUDIO 
WORLD: BRIAN

• WHAT MAKES AN ENGAGING 
PIECE OF AUDIO CONTENT:                            
SASHA



THREE HIGH LEVEL TAKE-OUTS



1.
CONTROL

HAS SHIFTED



The control has 

shifted from the 

broadcaster to the 

individual



The listener today has 

a world of options that 

they control
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1.
CONTROL

HAS SHIFTED

2.
AUDIO IS

MULTIFARIOUS



Morning routine
Jen awakes to the alarm on her mobile 
She asks her Amazon Alexa to tune into 
the Strawberry alarm clock to listen to 

while she gets ready

Gets the train to work
Jen listens to history extra 
podcast via her mobile 

phone on the train

Answers work e-mails
She opens her computer to 

check her work e-mails, 
listening to Spotify again so 

as not to get distracted.  

Listening to “One Fab Day” 

Podcast
AS part of her morning routine, 
Jen tunes into Urban Media’s 
essential wedding planning 

podcast. 

Receives promotional e-mail
Receiving an e-mail about a flash 

sale, Jen asks Siri to set a reminder to 
go to her  favorite clothing store 

before heading home

Drives home
After a long day at work, Jen 

gets the train home listening to 
Q102 for some relaxing music. 

Cooks a meal from a how-

to on YouTube
Jen looks at Tasty videos to cook 

while kicking off a Pandora
session

TV Choices
Sitting down to watch TV, Jen 

asks her Amazon Firestick to 

find ‘FYRE’.

Bedtime
Jen asks Alexa to set an alarm for the 

following morning before getting into 

bed.

3:00 pm

5:30pm

BETWEEN THE SOFTWARE AND HARDWARE AUDIO IS ALONGSIDE 

PEOPLE THROUGHOUT THEIR ENTIRE DAY 

Lunch Break             
Heading out for lunch, she 

puts her AirPods in and 
tunes into ‘Today’s Top Hits’

on Spotify. 

6:30pm 7:30pm

Working Out 
It’s a leg day today and Jen is 
blasting the “Beast” workout 
playlist from her Spotify to get 

her energized. 

Audiobook Listening
As Jen is getting ready for 

bed, she listens to 

“Becoming.”
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Context





ccs



D E N T S U  A E G I S  N E T W O R K

Surveying over 1,100 Irish adults aged 15-64 years we asked:

What audio

people listen

to

What 

motivates 

their choices

How they

listen to it

How they feel

about

advertising



Has digital killed the 
radio star?



In the last 30 days…

83%

59%

26%
16% 13%

Live radio Streamed
music

Podcast Catch up
radio

Audiobook



D E N T S U  A E G I S  N E T W O R K

58% of people say 
they are most likely 
to listen to radio if 
they want to listen 
to audio



Although those listening* vary in age substantially

59%

81%
88% 89% 91%

<24 years 25-34 years 35-44 years 45-54 years 55-64 years

Live radio

*last 30 days



Although those listening* vary in age substantially

59%

81%
88% 89% 91%

87%

75%

59%

44%

33%35%
31% 30%

21%
15%

<24 years 25-34 years 35-44 years 45-54 years 55-64 years

Live radio Streamed music Podcast

*last 30 days



D E N T S U  A E G I S  N E T W O R K



D E N T S U  A E G I S  N E T W O R K

70% 



44% feel that listening through earphones makes them more 
connected to their audio 

Podcast 

listeners

53% 43%52% 48%

Music 

streamers

Catch up radio 

listeners

Radio listeners



D E N T S U  A E G I S  N E T W O R K

Under half thought there was a 

difference between catch up 

radio and podcasts

– although this rose to nearly 

2 thirds of recent podcast 

listeners



Why are consumer 
motivations important?



D E N T S U  A E G I S  N E T W O R K

We can all think of campaigns 

that have been tone-deaf in 

much less intimate spaces 

than our headphones.



D E N T S U  A E G I S  N E T W O R K

Knowing why consumers 
are listening allows our 

messaging to be more 
relevant and more 

resonant



D E N T S U  A E G I S  N E T W O R K

9 in 10 as likely or more 

likely to listen to a podcast 

if it’s Irish made



Why are we 
listening?



D E N T S U  A E G I S  N E T W O R K

It depends



D E N T S U  A E G I S  N E T W O R K

To be informed - more 
likely to be used to keep 
up to date with current 
affairs or as company



D E N T S U  A E G I S  N E T W O R K

To be informed - more 
likely to be used to keep 
up to date with current 
affairs or as company

Tends to be mood based –
chosen to accompany how 

listeners are feeling or when 
they’re seeking to relax



D E N T S U  A E G I S  N E T W O R K

People seek out podcasts 
for entertainment or 

knowledge

To be informed - more 
likely to be used to keep 
up to date with current 
affairs or as company

Tends to be mood based –
chosen to accompany how 

listeners are feeling or when 
they’re seeking to relax



D E N T S U  A E G I S  N E T W O R K

Comedy 

39%

News & Politics 

32%

Society & Culture 

31%

Sports 

31%



And how does advertising 
fit in?



D E N T S U  A E G I S  N E T W O R K

8 in 10 adults are willing to listen to 

at least some audio advertising



D E N T S U  A E G I S  N E T W O R K

With 1 in 3 adults willing to listen 

to over 15 seconds of advertising



D E N T S U  A E G I S  N E T W O R K

45% of music streamers agree that they are willing to pay to use a 

service like Spotify if it means they don’t have to listen to adverts



D E N T S U  A E G I S  N E T W O R K

Listen to FREE music 
streaming services with 

advertising

87%
Listen to PAID music 
streaming services

64%



D E N T S U  A E G I S  N E T W O R K

Of podcast listeners 
are subscribers

would be willing to 
pay for a podcast

52% 43%



D E N T S U  A E G I S  N E T W O R K

68% ignore ads that they think are 

not relevant to them

- rising to 74% of podcast listeners



D E N T S U  A E G I S  N E T W O R K

42% of podcast listeners feel more 

favourably towards sponsors than 

advertising during breaks



Has digital killed the 
radio star?



D E N T S U  A E G I S  N E T W O R K

No…
but it’s time to start 

thinking differently 
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Understand our future 
audience



Radio to Audio 







Be Brave with Audio



Sasha Slide



Storytelling. 

Authentic. 

Pushes boundaries.

Sharing.





Explores.

Innovates. 

Teaches. 

Helps.
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Take a brave step into the world of audio!



D E N T S U  A E G I S  N E T W O R K


