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Media Pyramid 2025

Total
NFCB 2024

1 Weekly or more 2 1+ hour per day ° Paid & trial users *Any platform/device *Wireless headphones/earbuds *Wording change
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® Media Pyramid 2025

HD Radio (11%)
Al' (12%)
Satellite Radio® (8%)
Smartwatch (11%)

Smart Speakers (7%)
Connected Car (15%)
Downloaded P1 Station App (13%)
Podcasts'* (43%)

Online Word Games' (28%)
Hearables™** (34%)

Smart TV (34%)

Social Media (57%)

Local Online Newsletters' (71%)

N =440

Newspaper' (74%)
Streaming Audio® (72%)
TVIVideo?* (71%)
Streaming Video' (76%)
AM/FM Radio?* (89%)

Smartphone (86%)

1 Weekly or more 2 1+ hour per day ° Paid & trial users *Any platform/device *Wireless headphones/earbuds *Wording change
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Meeting the Audience
Where They Are



Total
NFCB 2024

Total
N = 3,807

All weekly streaming use *SiriusXM mobile app/smart speakers TP
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Streaming Audio Brand Pyramid 2025

(1%) Auﬁacy (1%)
oL (5%) m%duo (4%) remale
N = 1,984 (6%) NPR Music (5%) N = 1,654
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Streaming Audio Brand Pyramid 2025

(1%) Auﬁacy (1%)

Gen X (5%) iHe f% dio (4%) Boomers
N =732 (5%) NPR Music (5%) N = 2,542

A

(7%) NPR apWStreams (7%)
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Streaming Audio Brand Pyramid 2025

N = 440

Audacy (1%)
iHeartRadio (3%)
NPR Music (2%)

NPR app Radio Streams (4%)
Amazon Music (5%)
Pandora (7%)

Tuneln (6%)

Apple Music (8%)
SiriusXM* (5%)

BBC (14%)

NPR.org Streams (11%)
NPR News (17%)
Spotify (13%)
YouTubel/YouTube Music (28%)
P1 Station Stream (57%)

All weekly streaming use *SiriusXM mobile app/smart speakers
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“Many platforms (including social media) post short videos about all sorts of
things (news and events, entertainment, DIY, comedy, pop culture, etc.). How often
do you watch short videos when you’re online, using a mobile phone, etc.?”

Several
times a day
11%

< Monthly
15%

A couple
times a week

Monthly 19%
8%
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“Which of the following best describes how
much you are ‘into’ news/information?”

"News Junkie"

Don't know 35%
0%

Do not reg. focus
much on news
1%

Sporadically keep up with
news; consume a lot of
non-news content
4%

Reg. follow news, have
other interests too
60%




“Please rate your interest in hearing each of the following

types of local news/events/happenings coverage

presented by THE STATION THAT SENT YOU THIS SURVEY.”

Investigative reporting on important local issues
Local elections coverage (candidates, issues, etc.)
Local environmental issues

Local government coverage

Local health/wellness coverage

Cultural events coverage (museums, arts, etc.)
Features on local community leaders
Story-telling about local community/newsmakers
Concerts/festivals coverage

Crime/public safety issues

Family-friendly events (town fairs, farmers markets, etc.)
Feel-good news stories

School board coverage/related school issues

% “Very Interested” in Hearing Each Local News/Events/Happenings
Coverage Presented By KPFA

21%
19%
13%

13%

13%

82%

0% 20% 40% 60%

Among those very/somewhat interested in
local news/events/happenings coverage presented by KPFA

80%
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In a TYPICAL YEAR, % of KPFA Respondents Who Attend
Each Event/Venue/Place at Least Once or Twice a Year

Farmers markets
Museums

Art fairs

Live music in bars/clubs
Community theater
Jazz concerts

Film festivals

Music festivals

Popular concerts
Classical music performances
Book festivals
Symphony

Broadway plays/theater
Ballet / Dance shows
Sporting events

Opera

84%
79%

0%

20%

40%

60%

80% 100%
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P1 Station
Listening Platforms



P1 Station Listening Platforms

Other
Smart TV AM/FM radio at
2%
home, work, or
school
2 (1)
Smart speaker .
4%
NPR apps
2%

f!!.!!l......
@ AM/FM radio
in vehicle

31%

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

Broadcast — 55%
Digital — 42%

NFCB PRTS 2024
Broadcast — 58%
Digital — 39%
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P1 Station Listening Platforms

AM/FM radio at

Other
2% home, work, or
school
Smart TV 33%
1%

Smart speaker

1% B
AM/FM radio
NPR apps in vehicle
2% 25%

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

Broadcast — 58%
Digital — 40%
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In-Car Audio




In-Car Audio Usage

Other
3%

Audio books
5%

Podcasts
6%

Streaming audio
(Spotify, this station's AM/FM

app, etc.) ca;;::\ydio
9% 6

Your music
11%

SiriusXMm
satellite radio
12%

% of time spent in a car with each source on an average weekday

AM/FM Car Radio — 54%
Other Audio — 43%

ic radio G JGhR ’
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Audio books
4%

Podcasts
5%

Streaming audio
(Spotify, this station's
app, etc.)

6%

In-Car Audio Usage

AM/FM
car radio

60%

Your music

SiriusXMm

% of time spent in a car with each source on an average weekday

AM/FM Car Radio — 60%
Other Audio — 32%

icradio SR . R:i?
=techsurvey= TNFC%’“
2025 :






Main Reasons For Listening to Public Radio
KPFA

To be informed about the news
Deeper news perspective

More trustworthy & objective programming
Like particular shows/hosts

It's listener-supported

Enjoy learning new things

Hear different voices & perspectives
Respects my intelligence

Fewer ads than commercial radio
Local area news/information
Community events information
Balanced perspectives

Makes me smarter

Hear music | don't get anywhere else
Needs my support

Music curation

In the habit of listening

To be informed in an emergency
Breaking news alerts

Music surprises

Calm presentation

Discover new music/new artists
Hear my favorite music

Music provides a break from news
Like to work with radio

Keeps me company

87%
83%

Among those who listen to AM/FM radio, % who say this is a main reason they listen to Public Radio
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55%
51%
50%
50%
49%
47%
45%
40%
38%
35%
30%
30%
28%
24%
24%
23%
20%
20% 40% 60% 80% 100%
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Social Media




Facebook
LinkedIn
Facebook Messenger
Nextdoor
YouTube
Instagram
WhatsApp
Bluesky

X

Pinterest
Reddit
TikTok
Threads
Snapchat
Truth Social

Social Media Usage

% Who Have a Profile on (Platform)

0%

88%
73%
65%
59%
56%
53%
52%
32%
29%
23%
23%
11%
11%
6%
2%
20% 40% 60% 80% 100%

Among those with any social media profile

(57% of KPFA respondents)

KPFA

Facebook
LinkedIn
Facebook Messenger
Nextdoor
YouTube
Instagram
WhatsApp
Bluesky

X

Pinterest
Reddit
TikTok
Threads
Snapchat
Truth Social

% Who Use (Platform) Daily

25%
4%
6%
6%
13%
7%
5%
5%
3%
2%
1%
1%
1%
0%
0%

0% 20% 40% 60% 80%

Among all KPFA respondents

100%
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Fundraising




Station Membership
KPFA

% Who Are Station Members KPFA Membership

100%

85% 87%

Sustaining
49%

80%

60%

40%

20%

0%

NFCB 2025 Total KPFA
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“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?”

To support independent media in your community

To support the high-quality journalism this station provides

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

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

Resources needed to run the station keeps increasing

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

Station needs add'l resources to grow news team & provide better local coverage
Station needs resources to pay for networks/syndicated programs

Your donation will be matched

If you donate, the fundraiser could be shorter

Access to premium station items (wearables, coffee mugs, tote bags, etc.)

9%

78%
78%

72%

0% 20% 40% 60%

Among a list of presented responses,
% of KPFA respondents who selected each
(multiple responses accepted)

80%
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Political Ideology

“Which political ideology best describes your views?”

Prefer not to

None of these/ answer
other 4%
1%
VeRy VERY VERY
conservative liberal/progressive liberal/progressive
ory 20% 73%
Prefer not to
answer
SOMEWHAT 3%
cons:l;:atlve None of these/
Moderate/ other
centrist 7%
20% VERY
SOMEWHAT conservative
liberal/progressive 1% SOMEWHAT
38% SOMEWHAT Iiberal/g;t:/fressive
conservative
1% Moderate/

centrist
3%
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