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Public Radio
Playbook
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Methodology

• 64 U.S. Public Radio stations

• N = 27,086

• Interview dates: June 6-July 9, 2023

• Most respondents are members of station databases. Some responses 
were gathered via station websites and/or social media pages.

• All responses were collected online and weighted using Nielsen 2022 
market population data. 

• This is a web survey and does not represent all Public Radio listeners or 
even each station’s audience. It is not stratified to the U.S. population. 
Respondents are, by and large, Public Radio core users.
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The 
Sample 
(and the 
issue) 
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The “vital signs” for Public Radio are down 
in several places, flat-lining in others. Lower 
Net Promoter Scores are lackluster, too.  
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On-demand programming
Something to talk about

Music surprises
To be informed in an emergency
Discover new music/new artists

Breaking news alerts
Keeps me company

Music provides a break from news
Like to work with radio

Music curation
Needs my support

Hear my favorite music
Community information

It's listener-supported
Makes me smarter

Hear music I don't get anywhere else
In the habit of listening

Calm presentation
Hear different voices & perspectives

Fewer ads than commercial radio
Like particular shows/hosts

Balanced perspectives
Respects my intelligence

Deeper news perspective
Enjoy learning new things

To be informed about the news
More trustworthy & objective programming

Why Public Radio?

Among those who listen to AM/FM radio, % who say
this is a main reason they listen to Public Radio
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Why Public Radio? Generations
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Gen X
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Boomers
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Deeper news perspective

Balanced perspectives
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To be informed about the news

More trustworthy & objective programming

Greatest

Among those who listen to AM/FM radio, % (by generation)
who say this is a main reason they listen to Public Radio
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Since Peak COVID and the 2020 Election, 
Public Radio Listening Momentum Is At a Low Point

Among those who listen to AM/FM radio
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Main Reasons For Listening to Public Radio More

20%

22%

31%

37%

38%

42%

42%

46%

0% 20% 40% 60% 80%

App for my local Public Radio station

More time in a car

New programs/hosts I like

Feel the need to support Public Radio now

Availability on multiple platforms

Lifestyle change

Other local news media not as good as used to be

The current political climate

Among the 10% who say they are listening to Public Radio more in the past year,
% who say this is a main reason they listen more

(2022: 55%)

(2022: 37%)
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Politics Is Driving Momentum For Older Generations
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Feel the need to support Public Radio now

Other local news media not as good

More time in a car

Availability on multiple platforms

Lifestyle change

Millennials

Among those who say they are listening to Public Radio more in the past year,
% who say this is a main reason they listen more (Top 5 Reasons)
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Multi-Platform Delivery Resonates Most With Gens X and Y
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Among those who say they are listening to Public Radio more in the past year,
% who say this is a main reason they listen more (Top 5 Reasons)
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Main Reasons For Listening to Public Radio Less
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41%

45%

0% 20% 40% 60%

Not enough local information

SiriusXM satellite radio

Fundraising drives

Watching more TV, videos, etc.

Personal music (MP3s, CDs, vinyl, etc.)

Too much bias

Repetitive news

Using a mobile phone/apps more

Using internet more for info./music

More Pandora/Spotify/streaming services

Quality of Public Radio news has slipped

More audio options in the car

Need a break from the news

Getting news from other sources

News is depressing

More time with podcasts/on-demand audio

The current political climate

Less time in a car

Lifestyle change

Among the 9% who say they are listening to Public Radio less in the past year,
% who say this is a main reason they listen less

(2022: 46%; 2021: 57%)

(2022: 43%; 2021: 62%)
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Spending Less Time in a Car as a Reason to 
Listen Less Is Not Back to Pre-Pandemic Levels

“Spending Less Time in a Car”

Among the 9% who say they are listening to Public Radio less in the past year,
% who say this is a main reason they listen less
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Main Reasons For Listening to Public Radio Less
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Strongly Agree
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Disagree
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Don't Know
3%

Needing a Break From the News Peaked in the 2022 Election Year

15%
14%

17%
21%

17%
12%

16%
16%

11%

19%
17%

16%
20%

15%
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“I find myself spending less time with Public Radio
because I increasingly need a break from the news”

% Agreement (Strongly Agree + Agree)



Lower NPS scores 
raise questions 
about Public 
Radio’s “brand 
health.”
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Public Radio’s Net Promoter Score Stabilizes,
But Remains Well Below Recent Highs

Net Promoter Score (NPS)
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NPS Is Strongest among Triple A Fans, Women, and Sustainers
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Triple A NPS Scores Are Solid, While Classical and 
News/Talk Are “Off” Their Pre-Pandemic Highs
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A Sense of Connection Is Flagging, Best Among Women and AAA Fans  

“I really feel a sense of connection to
THE STATION THAT SENT ME THIS SURVEY”

% Who “Strongly Agree”
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Three in Four Have a Regular Radio Where They Live;
Only Half of Millennials Now Own a Radio at Home

% with a regular radio in working condition where they live that they use
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Only Half of Millennials and Fewer Than Two 
In Three Gen Xers Now Own a Radio at Home

% with a regular radio in working condition where they live that they use
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How Do Public Radio Fans Listen to Their Favorite Stations?

AM/FM radio at 
home, work, or 

school
26%

AM/FM radio 
in vehicle

34%

Computer stream
12%

Mobile apps
9%

Podcasts
5%

NPR apps
3%

Smart speaker
7%

Other
4%

Traditional – 59%
Digital – 36%

% of time spent with P1 station with each platform in a typical week

Total
PRTS 2022

Traditional – 59%
Digital – 36%
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P1 Station Listening Platforms: Traditional vs. Digital
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Traditional Digital

% of time spent with P1 station in a typical week via
traditional platforms (an AM/FM radio at home/school/work or in a vehicle)
vs. digital platforms (computer, mobile/NPR apps, podcasts, smart speaker)
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Classical 
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AAA     
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News/Talk 
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Public Radio
Playbook

A Community Focus Could Be Public Radio’s Superpower
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Strongly Agree
25%

Agree
47%

Neutral
20%

Disagree
4%

Strongly 
Disagree

1%

Don't 
Know

2%

“One of radio’s primary advantages is its local feel”

Almost Three in Four Acknowledge Radio’s Local Advantage, 
Especially Progressively Younger Respondents

% Agreement (Strongly Agree + Agree)
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All News Types Are of Interest But Local Is a Top Choice 
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59%
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International news

Statewide news

Local news/events/happenings from where you live

National news

% “Very Interested” in Hearing Each News Type Presented by Their P1 Station
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Local News/Events/Happenings Are of Most
Interest to Millennials and Gen Xers
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65%
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Listeners’ Region and City/Town/Community
Are Perceived Equally as “Local”

“When you think of what it means to be ‘local,’ which of the following best defines ‘local’ to you?”

Your state
13%

Your region
43%

Your 
city/town/
community

42%

Other
2%

Among those very/somewhat interested in
local news/events/happenings coverage presented by P1 station 
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Strongly 
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Neutral
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13%

Strongly 
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3% Don't 
Know

5%

Millennials and News/Talk Fans Are Most Interested in More Locally-
Produced Programming From Their Favorite Public Radio Station

“I wish THE STATION THAT SENT ME THIS SURVEY was able to 
produce more locally originated programming content”

32%
29%

23%
29%

34%
40%

28%
30%
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23%
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29%
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PRTS 2023

% Agreement (Strongly Agree + Agree)
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Local Government and Cultural Events Are of Most 
Interest Among the Coverage Areas Tested 
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15%

19%

25%

28%
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47%
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School board coverage/related school issues

Feel-good news stories

Features on local community leaders

Concerts/festivals coverage

Cultural events coverage (ex. museums, arts, etc.)

Local government coverage

% “Very Interested” in Hearing Each Local News/Events/Happenings
Coverage Presented by Their P1 Station

Among those very/somewhat interested in
local news/events/happenings coverage presented by P1 station 
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Generationally, It’s a “Sweep” For Local Government Coverage 
With Cultural Events Finishing in a Solid Second Place Position 
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Millennials

Among those interested (very + somewhat) in local news/events/happenings coverage 
presented by P1 station, % “very interested” in hearing each presented by their P1 station

(top 5 items shown among those asked)
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Public Radio
Playbook

Establish “Eye Contact” With the Audience



jacobsmedia.com   |   @fnjacobs   |   #PRTS2023

Strongly 
Agree
11%

Agree
27%

Neutral
49%

Disagree
5%

Strongly 
Disagree

1%
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7%

Core Fans Say They Would Like to See Their 
Public Radio Station at Festivals, Concerts and Events 

“I would like to see THE STATION THAT SENT ME THIS SURVEY be 
more visible at local places like festivals, concerts, events, etc.”
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% Agreement (Strongly Agree + Agree)
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Don't 
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There Is Support For Greater Visibility in the Community 
For Public Radio Stations, Especially Among Millennials

“I would like to see THE STATION THAT SENT ME THIS 
SURVEY be more visible in my community”
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% Agreement (Strongly Agree + Agree)
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14%
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Disagree

1% Don't Know
6%

The 2023 Survey Shows a Precipitous 
Drop For Strong Community Connection

“THE STATION THAT SENT ME THIS SURVEY
is well connected to the local community”

% Who “Strongly Agree”
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Public Radio
Playbook

Focus Fundraising On Local Impact – Bettering the Community
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Station Membership Remains
Mostly Consistent Across the Board
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87%
83%

85%
82%

85%

87%
86%
86%
86%
87%

85%

0% 20% 40% 60% 80% 100%

Greatest
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Gen X
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News/Talk
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AAA
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Sustaining Membership Is Rock Solid, Strongest
Among Millennials, Gen Xers, Females, and News/Talk Fans

% Who are Sustaining Members

50%
57%

68%
75%

62%
55%

63%
50%

58%

58%
59%

55%
58%
60%
59%

0% 20% 40% 60% 80% 100%

Greatest
Boomers

Gen X
Millennials

Female
Male

News/Talk
Classical

AAA

PRTS 2018
PRTS 2019
PRTS 2020
PRTS 2021
PRTS 2022
PRTS 2023

Sustaining
59%

Annual
36%

Don't 
Know

5%

Among Public Radio members
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The Top Appeal: Donations Make the Station Available to Everyone 

7%

8%

10%

13%

35%

41%

42%

47%

49%

61%

0% 20% 40% 60% 80% 100%

Access to premium station items (wearables, etc.)

Testimonials from public radio celebs & hosts

Access unique experiences (meet personalities, lunch w/ station staff, etc.)

Testimonials from other listeners in the community who have donated

Station needs add'l resources to grow news team & provide better local coverage

As a listener, you should feel obligated to support the station

If you don’t donate, station won’t be able to continue its on-air service

Resources needed to run the station keeps increasing

Station needs resources to pay for networks/syndicated programs

Donation makes station available to everyone, even those who can't afford it

multiple responses accepted

“Of the following list of appeals/offers THE STATION THAT SENT YOU THIS SURVEY might make during its fundraising efforts – 
which of these are most likely to impact your decision to make a financial contribution to the station?”

(Women: 66%)
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While Secondary Appeals Vary By Generation, the Most 
Impactful Is Donations Making the Station Available to All

28%

40%

43%

47%

49%

66%

0% 20% 40% 60% 80% 100%

Listener obligation to support the station

Needs resources for networks/syndicated pgms

Resources needed keeps increasing

Add'l resources needed to grow news team

Station won't be able to continue on-air service

Donation helps make station available to all

Millennials

35%

40%

44%

46%

47%

64%

0% 20% 40% 60% 80% 100%

Listener obligation to support the station

Add'l resources needed to grow news team

Needs resources for networks/syndicated pgms

Resources needed keeps increasing

Station won't be able to continue on-air service

Donation helps make station available to all

Gen X

28%

39%

48%

49%

49%

61%

0% 20% 40% 60% 80% 100%

Add'l resources needed to grow news team

Station won't be able to continue on-air service

Resources needed keeps increasing

Listener obligation to support the station

Needs resources for networks/syndicated pgms

Donation helps make station available to all

Greatest

34%

41%

41%

47%

51%

60%

0% 20% 40% 60% 80% 100%

Add'l resources needed to grow news team

Station won't be able to continue on-air service

Listener obligation to support the station

Resources needed keeps increasing

Needs resources for networks/syndicated pgms

Donation helps make station available to all

Boomers

“Of the following list of appeals/offers THE STATION THAT SENT YOU THIS SURVEY might make during
its fundraising efforts – which of these are most likely to impact your decision to make a financial 

contribution to the station?” (top 6 items mentioned among those asked – multiple responses accepted)
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Fund Drives Cause Tune-out Across-the-Board, 
Impacting a Majority of Public Radio Core Fans

Stick with 
this station

42%

Go back & forth betw. 
this station and another 

station(s)
39%

Don’t listen to this 
station until return 

to normal pgmg
16%

Don’t know
3%

“When THE STATION THAT SENT YOU THIS SURVEY is in a fundraising drive, 
which of the following best describes how you listen?”

% Switching Away at Least Occasionally
When P1 Station Is in a Fundraising Drive

51%

55%

58%

54%

51%

58%

56%

54%

52%

55%

0% 20% 40% 60% 80%

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2023
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What Causes the Most Tune-Out? 
Repetitive Messaging Is the Main Culprit

10%

32%

35%

45%

46%

55%

0% 20% 40% 60% 80%

Try to make me feel guilty

Interrupts the news

Interrupts the music

I find them to be annoying

Runs on too long

Keep repeating their messages

Among Those Who at Least Occasionally Switch Away From Their P1 Station
When It Is in a Fundraising Drive, % Mentioning Each as Reason They Do So

Among a list of presented options (multiple responses accepted)
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Repetitive Appeals During Fund Drives Is the Top Reason to 
Switch Stations Across All Four Generational Groups

12%

33%

40%

43%

43%

57%

0% 20% 40% 60% 80% 100%

Try to make me feel guilty

Interrupts the music

I find them to be annoying

Runs on too long

Interrupts the news

Keep repeating their messages

Millennials

8%

33%

37%

39%

44%

54%

0% 20% 40% 60% 80% 100%

Try to make me feel guilty

Interrupts the music

I find them to be annoying

Interrupts the news

Runs on too long

Keep repeating their messages

Gen X

9%

24%

43%

49%

52%

56%

0% 20% 40% 60% 80% 100%

Try to make me feel guilty

Interrupts the news

Interrupts the music

Runs on too long

I find them to be annoying

Keep repeating their messages

Greatest

11%

30%

34%

46%

46%

55%

0% 20% 40% 60% 80% 100%

Try to make me feel guilty

Interrupts the news

Interrupts the music

Runs on too long

I find them to be annoying

Keep repeating their messages

Boomers

Among those who at least occasionally switch away from their P1 station when in a fundraising drive, 
% mentioning each as reason they do so (among a list of presented options – multiple responses accepted)
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Visiting the Station Website Is the Top Donation Method, 
But Secondary Payment Platforms Differ By Demographic

18%

20%

21%

24%

29%

34%

35%

41%

51%

67%

0% 20% 40% 60% 80% 100%

Responding to an appeal you see via this station’s social media page(s)

Text-to-donate

Using a QR code

Using a service like Venmo or Zelle

Using the station’s mobile app

Calling the station phone number

Attending a station event or activity that has an admission fee/donation

Responding to an appeal sent to you in the mail

Responding to an appeal sent to you via email

Visiting the station website

% Interested (Very + Somewhat) in Each Method of Donating to Their P1 Station
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Secondary Fundraising Avenues for Millennials and Xers?
Station Events and Payment Services (ex: Venmo)

44%

52%

57%

63%

83%

0% 20% 40% 60% 80% 100%

Using the station’s mobile app

Using a service like Venmo or Zelle

Responding to an appeal sent to you via email

Attending a station event or activity that has an
admission fee/donation

Visiting the station website

Millennials

% interested (very + somewhat) in each method of donating to their P1 station
(top 5 donation methods shown among those asked)

42%

43%

54%

58%

81%

0% 20% 40% 60% 80% 100%

Using the station’s mobile app

Using a service like Venmo or Zelle

Attending a station event or activity that has an
admission fee/donation

Responding to an appeal sent to you via email

Visiting the station website

Gen X

16%

37%

44%

44%

50%

0% 20% 40% 60% 80% 100%

Attending a station event or activity that has an
admission fee/donation

Calling the station phone number

Visiting the station website

Responding to an appeal sent to you via email

Responding to an appeal sent to you in the mail

Greatest

32%

37%

42%

50%

67%

0% 20% 40% 60% 80% 100%

Attending a station event or activity that has an
admission fee/donation

Calling the station phone number

Responding to an appeal sent to you in the mail

Responding to an appeal sent to you via email

Visiting the station website

Boomers



Public Radio
Playbook

Establish and Optimize the Newsletter Opportunity 
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Never
15%

Daily
47%

Weekly
22%

Monthly
6%

< Monthly
10% 61%

71%
70%
69%

69%
69%

72%
63%

73%

63%
69%

0% 20% 40% 60% 80% 100%

Greatest
Boomers

Gen X
Millennials

Female
Male

News/Talk
Classical

AAA

PRTS 2022
PRTS 2023

Nearly Seven in Ten Read Online Newsletters Featuring
Coverage of Their Local Areas/Regions Weekly or More

% Who Read Online Newsletters That Provide News on
the Area/Region in Which They Live Weekly or More
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Read local online newslettersPlay online word gamesListen to podcasts

Playing Online Word Games and Reading Local Newsletters Is 
More Habitual For Public Radio Fans Than Listening to Podcasts

Never
30% Daily

18%

Weekly
21%

Monthly
11%

< Monthly
20%

Never
0%

Daily
0%

Weekly
0%

Monthly
0%

< Monthly
0%

Never
40%

Daily
40%

Weekly
7%

Monthly
3%

< Monthly
10%

Never
15%

Daily
47%

Weekly
22%

Monthly
6%

< Monthly
10%
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Public Radio core 
listeners are 
alarmed about 
AI technology, 
especially its 
potential impact 
on the election 
process.
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Seven in Ten Are at Least Somewhat Familiar With Artificial 
Intelligence, Especially Progressively Younger Listeners

“AI applications can be used in various forms, including creating realistic images, 
cloning voices, writing copy, and organizing content. 

In general, are you familiar with these (and/or other) forms of AI?”

% Familiar (Very + Somewhat) With 
Forms of Artificial Intelligence (AI)

Very Familiar
13%

Somewhat 
Familiar

58%

Not Familiar, 
Interested

15%

Not Familiar, 
Not Interested

15%

51%

70%

85%

91%

68%

75%

74%

63%

75%

71%

0% 20% 40% 60% 80% 100%

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2023
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Very Alarming
34%

Somewhat 
Alarming

40%

Somewhat 
Intriguing

16%

Very 
Intriguing

7%

Unsure
3%

There Is a High Level of Alarm Over 
AI’s Rapid Growth, Especially Among Women

“Based on what you know about ‘AI,’ which comes closest to your opinion? 
The rate at which AI is progressing is:”

% Saying Rate at Which AI Is Progressing
Is Alarming (Very + Somewhat) 

Among those familiar with AI

70%

75%

73%

74%

81%

67%

75%

72%

75%

74%

0% 20% 40% 60% 80% 100%

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2023
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Highly Regulated 
by Fed Govt

42%

Somewhat 
Regulated by 

Fed Govt
43%

Little to No 
Fed Govt 

Regulation
3%

Unsure
11%

Most Say the Federal Government Should Regulate AI;
Four in Ten Say AI Desire Strong Government Safeguards

“Based on what you know about ‘AI,’ which comes closest to your opinion? 
AI should mostly be:”

Among those familiar with AI

49%

43%

37%

36%

47%

36%

42%

44%

37%

42%

0% 20% 40% 60% 80%

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2023

% Saying AI Should Be Highly
Regulated By the Federal Government 
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% Negative (Very + Somewhat) 
Short-Term Impact on Society 

Very Positive 
Impact

2%

Somewhat 
Positive 
Impact

28%

Somewhat Negative 
Impact

37%

Very Negative 
Impact

15%

Unsure
17%

A Majority Feel AI Will Have a
Negative Short-Term Impact on Society

“Which best represents your opinion about AI (and its impact on society)? 
In the short term (that is, within the next year or two),

I expect AI will generally have a….”

Among those familiar with AI

46%

53%

54%

54%

57%

48%

52%

52%

53%

52%

0% 20% 40% 60% 80%

Greatest

Boomers
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Millennials
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Male
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Classical
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Very 
Concerned

60%

Somewhat 
Concerned

32%

Little to No 
Concern

5%

Unsure
4%

Most Are Highly Concerned About AI’s Potential to Influence 
2024 Elections, Especially Women and Older Listeners

“Which of the following best describes how you feel about AI
and its potential to influence upcoming 2024 elections?”

Among those familiar with AI

% Who Are Very Concerned With the 
Potential of AI to Influence 2024 Elections 

62%

63%

53%

46%

66%

53%

62%

58%

54%

60%

0% 20% 40% 60% 80%

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical
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How can AI 
technology be 
used at Public 
Radio stations 
(or can it)? 
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Read Station IDs

Read Sponsor Announcements

Produce a Top of the Hour Newscast

Major Concerns No Problem With It

Of the Three Applications Tested, Using AI Technology to 
“Voice” Station IDs is the Most Acceptable to Public Radio Fans

“One of the applications of AI technology is its ability to clone voices – that is, to make artificial voices sound human 
and/or to copy a familiar personality’s voice. Some stations are thinking about how they might use AI in the future. 

If a station you listen to used AI voice technology to (item), which of the following best describes your opinion?” 

55%

29%

18%

8%

31%

52%
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Would have 
no problem

8%

Would have 
some issues

23%

Would have 
major concerns

55%

Unsure/ 
Doesn’t Apply

14%

A Solid Majority Express Major Concerns Over the Use of 
AI Voice Technology to Produce a Top of the Hour Newscast

“One of the applications of AI technology is its ability to clone voices – that is,
to make artificial voices sound human and/or to copy a familiar personality’s voice.

Some stations are thinking about how they might use AI in the future. If a station
you listen to used AI voice technology to produce a TOP OF THE HOUR NEWSCAST, 

which of the following best describes your opinion?”

% Saying They Would Have
“Major Concerns” or “Some Issues”

71%

78%

83%

81%

79%

76%

80%

74%

78%

78%
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Greatest

Boomers
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Millennials
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Male
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Classical

AAA

PRTS 2023
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25%

31%

34%

36%

30%

33%

36%

26%

26%

31%

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

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2023

Reactions Are Mixed About Using AI Voice to Read Sponsor Ads,
But Younger Listeners and News/Talk Fans Are Most Open to It

% Saying They Would Have “No Problem”

“One of the applications of AI technology is its ability to clone voices – that is,
to make artificial voices sound human and/or to copy a familiar personality’s voice.

Some stations are thinking about how they might use AI in the future. If a station
you listen to used AI voice technology to READ SPONSOR ANNOUNCEMENTS, 

which of the following best describes your opinion?”

Would 
have no 
problem

31%

Would have 
some issues

27%
Would have 

major concerns
29%

Unsure/ 
Doesn’t Apply

13%
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52%

54%

50%

48%

50%

57%

57%

49%

45%

52%
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Classical
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A Majority Have No Problem With Stations
Using AI Voice Technology to Read Station IDs

% Saying They Would Have “No Problem”

“One of the applications of AI technology is its ability to clone voices – that is,
to make artificial voices sound human and/or to copy a familiar personality’s voice.

Some stations are thinking about how they might use AI in the future. If a station
you listen to used AI voice technology to READ STATION IDs (call letters/dial position), 

which of the following best describes your opinion?”

Would 
have no 
problem

52%

Would have 
some issues

18%

Would have 
major concerns

18%

Unsure/ 
Doesn’t Apply

11%
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The new management 
regime under Elon 
Musk is creating much 
turbulence among 
Public Radio’s Twitter 
(X) users.
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Most Social Platforms Are Stable. YouTube Is Showing 
Nice Gains While Twitter Is Experiencing Speed Bumps

Among those with any social media profile, % who have a profile on (platform)

3%

6%

12%

14%

16%

38%

39%

44%

48%

54%

70%

71%

88%
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47%
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55%
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88%
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More Social Media Users Have Left 
Twitter (X) Than Any Other Platform

Among those with any social media profile

% Who Used to Have a Profile on (Platform) But Have Deleted It

1%

1%

2%

2%

4%

4%

4%

4%

5%

7%

8%

11%

0% 5% 10% 15% 20% 25%
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Instagram
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Snapchat

Facebook Messenger

Pinterest

Facebook

Nextdoor

LinkedIn

Twitter
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One in Three Says They Are Strongly
Considering Deleting Their Twitter Profile

Strongly 
Agree
12%

Agree
22%

Neutral
31%

Disagree
20%

Strongly 
Disagree

11%

DK
5%

“I’m strongly considering deleting my Twitter profile”

% Agreement (Strongly Agree + Agree)

Among Twitter users

28%

32%

38%

37%

36%

31%

38%

26%

32%

34%
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Younger Generations Are the Most “Down” on Twitter

Strongly 
Agree

4%

Agree
4%

Neutral
16%

Disagree
24%

Strongly 
Disagree

45%

DK
7%

% Disagreement (Strongly Disagree + Disagree)

Among Twitter users

“Twitter is as good now as it has ever been”

42%

66%

74%

79%

72%

67%

73%

58%

67%

69%
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53%

68%

74%

77%

74%

66%

75%
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68%

70%

0% 20% 40% 60% 80% 100%

Greatest

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2023

Women, News/Talk Fans, and Younger Twitter Users
Are Most Unhappy With Elon Musk’s Ownership

Among Twitter users

“I’m unhappy with Twitter since Elon Musk bought the company”

Strongly 
Agree
45%

Agree
25%

Neutral
14%Disagree

3%

Strongly 
Disagree

9%

Don't 
Know

4%

% Agreement (Strongly Agree + Agree)
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There Is Support for Public Radio No Longer Being
Active on Twitter Due to Recent Controversies

Strongly 
Agree
20%

Agree
20%

Neutral
35%

Disagree
6%

Strongly 
Disagree

4%

Don't 
Know
16%

“Given the recent controversy, I would prefer public radio
stations and networks no longer be active on Twitter”

% Agreement (Strongly Agree + Agree)

42%

41%

35%

32%

40%

39%

42%

38%

34%

40%
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Among core 
Public Radio 
listeners, 
usage & 
momentum of 
podcasts IS 
slowing.
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Never
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Podcasts Reach About Four in Ten Weekly, and Is Most
Popular Among Millennials, Gen Xers and News/Talk Fans

% Who Listen to Podcasts/On-Demand Audio Weekly or More
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Podcast Momentum Continues to Cool 

% of Weekly Podcast Listeners Who Say They Are
Listening to Podcasts/On-Demand Audio More in the Past Year

26%
31%
32%

28%

32%
29%

32%
28%

30%

44%
44%

39%
38%

32%
30%
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More
30%

Less
8%

Same - 
A Lot
32%

Same - Not a Lot
29%
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News/Talk Listeners Are Especially Likely to
Listen to Daily News Podcasts Weekly or More

49%
47%
48%

52%

49%
47%

55%
39%
39%

43%
47%
48%
49%
48%
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Don't listen to daily news 
podcasts regularly

52%

Listen to daily news 
podcasts regularly 

48%

Among Weekly Podcast Listeners, % Who 
Listen to Daily News Podcasts at Least Weekly

“Which of the following daily news podcasts -- 
featuring news and headlines each morning –

do you listen to at least once per week or more often?”



jacobsmedia.com   |   @fnjacobs   |   #PRTS2023

Half of Daily News Podcast Users Listen to
“The Daily” At Least Weekly, Though Its Lead Is Slipping

“Which of the following daily news podcasts -- 
featuring news and headlines each morning –

do you listen to at least once per week or more often?”

25%

2%

4%

6%

9%

10%

10%

28%

44%

49%

0% 20% 40% 60% 80% 100%

All Others

“What Next” (Slate)

“Apple News Today” (Apple)

“Today Explained” (Vox)

“Post Reports” (Wash. Post)

“Global News Podcast” (BBC)

"The Headlines" (NYT)

“Up First” (NPR)

“NPR News Now” (NPR)

“The Daily” (NYT)

% Who Listen to Each Podcast, Among 
Weekly Podcast Listeners Who Listen to Daily 

News Podcasts at Least Weekly

(2022: 53%; 2021: 54%)

Don't listen to daily news 
podcasts regularly

52%

Listen to daily news 
podcasts regularly 

48%

(2022: 45%; 2021: 38%)
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Six in Ten Weekly Podcast Listeners Show at Least Some
Interest in a Daily Morning Podcast From Their P1 Station

Among weekly podcast listeners

“How interested would you be in a daily morning podcast 
produced by THE STATION THAT SENT YOU THIS SURVEY 

covering local/regional news and events?”

Among Weekly Podcast Listeners, 
% Interested (Very + Somewhat) in a Daily Morning Podcast 
From Their P1 Station Covering Local/Region News & Events

49%
58%

63%
71%

63%
56%

69%
46%
47%

63%
60%

0% 20% 40% 60% 80% 100%

Greatest
Boomers

Gen X
Millennials

Female
Male

News/Talk
Classical

AAA

PRTS 2022
PRTS 2023

Very 
Interested

18%

Somewhat 
Interested

42%

Not at All 
Interested

29%

Don't 
Know
11%



Public Radio
Playbook

Audience Research Beyond Demographics
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• www.jacobsmedia.com

• www.jacapps.com

• fred@jacobsmedia.com

• @fnjacobs

• @jacobsmedia

• www.jacobsmedia.com/blog

Contact Us
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