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Podcast Listenership Trends Among the
Kenyan Youth: Are Podcasts Viable Advertising
Channels?
For those in the business of persuasion and influencing attitudes, the search for perfect mediums
and methods of influencing behaviour is a never-ending pursuit. Social, cultural, and technological
dynamics are always in constant flux, bringing with them new barriers to communication. But 
the democratization of new media space is opening several opportunities for marketers and
communication specialists to reach niche audiences. In this featured insight, we ask: are podcasts 
viable advertising channels? 

By Stephen Osomba & Sophie Wasike

The field of communication and media has undergone a profound transformation over the 
years in terms of the medium used and content structure. As one of the growingforms of New 
Media, podcasting is now part of the anticipated future of the broadcasting sector. With the 

youth constituting a large proportion of the country’s population, these forms of media can carry 
relevant but impactful content for their consumption.
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The emergence of new, digital technologies
signals a potentially radical shift in who is in
control of information, experience, and
resources. Podcasting, an emerging form in the 
realm of new media, constitutes content that 
is distributed based on the kind of information
acquired from various personal experiences
encountered, and the message is
communicated to targeted audiences.

Young people have been termed digital natives
due to their reliance on the internet. As such, 
they have embraced the internet in almost
all facets of their life from learning, 
entertainment, and shopping among others. 
Thus, communicating with them through

internet-based channels would be a sound
strategy since they can easily relate. Podcasts
allow listeners to choose the programming
content, download it and listen while on the go. 

A friend, Sophie Wasike, and I conducted an
online survey sometime back to investigate
podcasting listenership trends among the youth 
in Kenya. We targeted the men, and women,
aged between 15-35 using a simple random 
sampling method through web and email.
A total of 120 respondents were sampled, but 
only 63 participated in the study in the end.

So, what did we find? Let’s see in the next few 
pages!
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Level of Awareness
Based on a scale where 1 represents very aware and, 5 is very unaware, the study got to measure the level of the
respondents’ awareness as observed in the table below.

Level of 
Awareness

Very Aware Fairly Aware
Neither 

Aware nor 
Unaware

Fairly
Unaware

Very Unaware Total

1 2 3 4 5 -

Frequencies 26 33 1 3 0 63

Percentage 41.26% 52.38% 1.58% 4.76% 0% 100%

From the findings above, 52.38% of the respondents said that they were fairly aware of podcasts, followed closely by 
a 41.26% who indicated that they were very aware. 1.58% were neutral, while 4.7% acknowledged that they were fairly 
unaware. None of the respondents indicated that they are very unaware of podcasting. We, therefore, concluded that 
the majority of the youth are aware of podcasting to a large extent.

Level of Listenership
In the study, we asked the respondents about the level of engagement by measuring the frequency of listenership. The 
findings are as shown in the table below.

Level of Listenership
Never Rarely Sometimes Often Always

1 2 3 4 5

Frequencies 4 14 23 14 8

Percentage 6.34% 22.22% 36.51% 22.22% 12.69%

The respondents were asked to estimate their level of listenership by highlighting how frequent they indulge in
podcasting shows. 36.51% indicated that they sometimes listen to podcasts. An equal proportion, of 22.22%, said 
they rarely and often listen to podcasts. 12.5% always listen, while 6.3% have never listened to a podcast show before. 
Based on these findings, we deduced that the level of listenership among the youth is relatively high with 71.42% of the
respondents indicating that they either sometimes, often, or always listen to podcast shows.
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PODCAST

Reasons for Listenership
We delved deeper and probed the reasons behind the various levels of listenership. The table provides a modal
scoresheet of statements describing possible reasons why the respondents listen to podcasts.

Statement N Mode

I find podcasts to be highly educative 63 3

I like the analysis and insights provided in the podcast shows. 63 3

I find podcast shows to be pretty boring 63 1

I like podcasts because they provide me with information on the subjects I love. 63 3

I enjoy the entertainment content from the podcasts. 63 3

The majority of the respondents were neutral when it came to reasons why they listen to podcasts. Even so, most
respondents disagreed that podcasts are boring which is an indication that they find some form of value, albeit it is 
different for everyone. Motivation for listenership range from education, news, analysis & insights, to entertainment.

Podcast Subscription
The respondents were also asked to give an estimate on the number of podcasts shows they have subscribed to. The 
findings are displayed in the table below.

Subscriptions Frequency Percentage 

0 16 25.39%

1-5 34 53.96%

6-10 5 7.93%

Over 10 8 12.69%

Total 63 100.00%

From the findings, the average number of podcast subscriptions among the respondents ranges between 1-5 shows. 
This is an indication that people prefer to listen to a limited number of shows, possibly due to time constraints.
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Device Used
During the study, we also sought to find out the devices used by the respondents in listening to podcasts. The table 
below shows the distribution of devices used.

Device Frequency Percentage

Smart Phone 54 85.71%

Personal Computer 7 11.11%

Tablet 2 3.18%

Total 63 100.00%

Smartphones emerged as the most preferred devices by the respondents, 85.71%. This could be because smartphones 
provide convenient, on-demand access to the podcast apps anywhere, anytime, and the experience is much more
personalized.

Frequency of Listening
The survey also probed the frequency of listenership among the respondents. The table below shows the distribution 
of frequency. 

Listening Time Frequency Percentage

Daily 9 14.29%

Weekly 16 25.40%

Fortnightly 14 22.22%

Once a month 24 38.10%

Total 63 100.00%

From the table above, it is apparent that podcasting is not a daily routine among the majority of the respondents.
We can, therefore, deduce that podcast listenership is an incidental behaviour, at least for most respondents, and 
it is largely considered a pastime time activity. Also, there are lots of information being published on various digital
platforms, and it could be difficult to keep up with everything given the limited time.
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Podcasting Content
We also investigated the type of podcasting content preferred by the respondents. The goal was to establish popular content.
Results are as shown in the table below.

Podcasting Content Frequency Percentage

News 1 1.59%

Sports 4 6.35%

Health and Wellness 6 9.52%

Entertainment 11 17.46%

Career 6 9.52%

Inspirational 10 15.87%

Educational 5 7.94%

Personal Productivity 18 28.57%

Business 2 3.17%

Total 63 100.00

Even though the majority of the respondents said that they listen to podcasts once in a while, personal productivity, entertainment 
and inspiration are the top three most preferred podcast content. This could be an indication that most youths are concerned about 
their personal growth and fulfilment. But from time to time, they seek out entertainment to cheer themselves up.  

Podcasts Listening Time 
We were also interested in finding out how much time the respondents spend listening to podcast shows whenever they choose to. 
The table below shows the range of time in podcast listenership.

Podcasting Listening time Frequency Percentage

Less than 30 Minutes 31 49.20%

Between 1-2 hours 26 41.26%

Between 3-4 hours 3 4.76%

More than 5 hours 3 4.76%

Total 63 100.00%

Total 63 100.00%

We observed that the majority of the respondents, 49.20%, spend less than 30 minutes listening to a podcast show for every
listening event. A further 41.26% spend between 1-2 hours listening to podcasts, while an equal number of the respondents at 4.76 
each spend between 3-4 hours and more than 5 hours per listening event. From these findings, we can conclude that the average 
podcast listenership time is between 30 minutes to 2 hours.
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Summary of Key Findings & Insights

•	 Podcasting is now considered a relatively mainstream medium of communication. It can provide 
access to and connection with niche audiences. Businesses targeting niche markets might

      consider advertising in relevant, high performing specialist podcasts.

•	 Podcast listenership is an incidental behaviour, and it is largely considered a pastime time
     activity. However, it is possible to nudge listenership to be a routine for the target audience by    
     providing highly valuable content.

•	 Motivation for listenership is majorly education, news, analysis & insights, and entertainment.

•	 Personal productivity, entertainment, and inspiration are the top three most preferred podcast 
content among the respondents surveyed.

•	 Podcast subscription range between 1 and 5 shows. This means that the podcast content must 
be meaningful and impactful to become part of the audience’s evoked set.

•	 Smartphone is the most preferred device for podcast access, given its convenience in terms of 
portability and ease of use. Podcast publishers should therefore stream their shows via mobile 
apps (use syndicated apps like Google Podcasts or iTunes).

•	 The average podcast listenership time is between 30 minutes to 2 hours. Producing a longer 
show may be an exercise in futility as listeners are likely to drop off after the 2-hour mark. Instead, 
do shorter podcasts of 30 minutes or less and publish weekly.
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