
 

 

OAM 2026: Key Facts 

 

Online audio is established as a mass medium, with usage stabilising at a high level – 
competition is shifting from reach to access points. 

Who are we talking about? The reference groups behind these key facts 

Group Size Definition 

Population 71 million (100%) German-speaking population aged 14 
and over in Germany (n=5,206) 

Online audio users 53 million (75%) listen to online audio at least 
occasionally (n=3,947) 

Regular online audio users 48 million (68%) listen to online audio at least once a 
month (n=3,533) 

Derived groups specified in each fact e.g. regular podcast users (20 million) or 
online audio users in the car (30 million) 

The reference group for each percentage is stated in the same sentence. Figures in millions are absolute values and 
are comparable across all key facts. 

I · The market holds firm 

1. Online audio is a mass medium: three in four people in Germany listen to it. 
– 53 million people aged 14 and over listen to online audio at least occasionally, which is three 

quarters of the population. Around 48 million, or 68 per cent, listen regularly, at least once a 
month. 

– Following strong growth in recent years, usage is stabilising at a very high level. Among 14- to 29-
year-olds, 93 per cent listen to online audio at least occasionally; among 30- to 49-year-olds the 
figure is 89 per cent. 

Base: Population aged 14 and over (71 million; n=5,206) 

2. Online audio is part of the daily routine: six in ten users tune in (almost) every day. 
– 44 per cent of the population listen to online audio daily or almost daily, equivalent to six in ten 

of the 53 million online audio users. 

– Daily usage is driven above all by web radio and music streaming; both remain the mainstays of 
everyday online audio use.  

Base: Population aged 14 and over; share of daily users based on the 53 million online audio users 

3. The formats hold their positions: music streaming leads, followed by web radio; 
podcasts are holding steady, with a slight upward trend. 

– Music streaming remains the format with the widest reach at 66 per cent of the population, 
ahead of web radio (54 per cent), podcasts (34 per cent) and audiobooks / audio dramas (25 per 
cent). 

– Web radio and audiobooks / audio dramas are each down around two percentage points on the 
previous year, a relative decline of 3.9 per cent (web radio) and 7.5 per cent (audiobooks / audio 



 

 

dramas); music streaming and podcasts remain stable. Notably, among those under 30, regular 
podcast usage has risen again to 48 per cent. 

– Web radio continues to be largely shaped by simulcast programming: eight in ten web radio 
listeners tune in to stations that also broadcast on FM or DAB+, and more than half listen 
exclusively to such programmes. 

Base: Population aged 14 and over; simulcast: web radio users (38.0 million) 

II · How Germany listens to online audio 

4. Online audio is an everyday companion, especially in the car and while doing 
housework. 

– Around six in ten regular online audio users listen in the car (62 per cent), and a similar share 
while doing housework (61 per cent). These are by far the most important listening situations. 

– Younger users are more likely to listen alongside other activities, such as working, browsing, 
gaming or when out and about. Older users are more likely to listen without doing anything 
else. Overall, respondents named slightly fewer listening situations than in the previous year. 

Base: Regular online audio users (48 million; n=3,533) 

5. Each format has its strengths: music streaming for choice, web radio for quick 
access, podcasts for depth. 

– In the listening situations analysed in detail, entertainment, easy access and listening without 
needing to look at a screen are among the key strengths of online audio. 

– Music streaming stands out for letting listeners choose exactly what they want to hear and is 
the format most likely to make listeners feel good. Web radio offers quick, spontaneous access 
and is a reliable source of information. Podcasts are valued for background knowledge, trust 
and the ability to choose specific topics, and are most often listened to without doing anything 
else. 

Base: Regular online audio users who most frequently use the respective service in that situation (car, housework, listening 
without other activities) 

6. Podcasts are part of everyday life for 20 million people and a serious source of 
information. 

– 20 million people (29 per cent of the population) listen to podcasts at least once a month; 
regular usage is unchanged from the previous year. 

– For 35 per cent of regular podcast users, podcasts are one of their main sources, or even their 
most important source, of information on current affairs; a further 42 per cent use them to 
supplement other sources. 

– Politics and society remain by far the most listened-to topic at 50 per cent. At category level, 
information programmes and knowledge and learning content have moved ahead of 
entertainment/comedy again this year. Younger users are more likely to look for entertainment, 
older users for information and regional content. 

Base: Regular podcast users (20 million; n=1,493) 
 



 

 

7. Podcasts continue to evolve: video as an add-on, and users willing to pay. 
– Four in ten regular podcast users use video podcasts, unchanged from the previous year. 

However, only just over a fifth of them now watch attentively most of the time: video is 
increasingly becoming an optional extra, while the focus remains on the audio. 

– 18 per cent already pay for podcast content or support podcasters financially. And there is 
further potential: around six in ten would pay for at least one additional feature, and the 
strongest driver is an ad-free listening experience (30 per cent). 

Base: Regular podcast users (20 million); details on video usage: video podcast users (9 million) 

III · The battle for access 

8. In the car, radio remains number one, but CarPlay and Android Auto are intensifying 
competition. 

– 30 million people listen to online audio in the car. Of these, 84 per cent also listen to radio in the 
car (FM/DAB+: 74 per cent; web radio: 60 per cent), and 70 per cent use music streaming. 

– The most important access route is the built-in radio / infotainment system (66 per cent), where 
radio is particularly prominent: 95 per cent find the radio section easy to locate. Among users of 
Apple CarPlay and Android Auto, by contrast, radio faces considerably stronger competition 
from music streaming and other audio services. 

– Web radio is most often accessed in the car via a radio station’s app or the vehicle’s built-in 
online radio function; aggregator platforms come third. 

Base: Online audio users in the car (30 million; n=2,145); access routes: of these, radio users in the car (25 million) 

9. Access to online audio is concentrated on Spotify and YouTube. 
– Across the market as a whole, Google/YouTube remains the most-used access point (51 per 

cent of regular online audio users), just ahead of Spotify (48 per cent). They are followed by 
broadcasters’ audio on-demand platforms, apps and websites, radio aggregator platforms and 
Amazon. 

– Spotify leads in music streaming (57 per cent) and in podcasts as well (52 per cent, ahead of 
YouTube at 44 per cent), making podcast access more concentrated on the two leading 
platforms than in the previous year. For audiobooks, Amazon (including Audible) leads, with 
Spotify closing the gap. Web radio, by contrast, is accessed via a broader mix of stations’ own 
websites, apps and audio libraries as well as via aggregators. 

– Spotify is particularly strong among younger users, while YouTube is relevant across all age 
groups. Audio libraries and radio station services are popular with older users. 

Base: Regular online audio users (48 million) or regular users of the respective format 

10. The smartphone is the device for everyday audio; almost every other device has lost 
ground on the previous year. 

– 83 per cent of regular online audio listeners use a smartphone; it is the first choice in every age 
group. Smart TVs, laptops, tablets, PCs, games consoles and smartwatches are mentioned less 
often than in the previous year. 

– Web radio has the broadest device profile: alongside the smartphone, smart speakers and Wi-Fi 
radios play a larger role than for other formats. In 2026, both rank just ahead of the smart TV, 
which was ahead of them in previous years. 



 

 

– 20 million people (38 per cent of online audio users) listen to online audio on a smart TV. Music 
streaming is now the most listened-to format there at 77 per cent, ahead of web radio (68 per 
cent) and podcasts (18 per cent). 

Base: Regular online audio users (48 million); smart TV: online audio users (53 million); content on the smart TV: smart TV 
audio users (20 million) 
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