01. BENCHMARKS

The Digital Anatomy of Radio: 2026 Industry Marketing Benchmarks

Layer 1: Access & Entry
(The Outer Shell)
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Mobile Dominance

Mobile has become the primary

portal for listeners, driven by station
apps and web streaming during
commutes and workouts.
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Direct Traffic Legacy

Listeners type URLs or open apps
directly, reflecting massive brand
equity that for exceeds the 20%
eCommerce average.

+1.2% ~"t

Steady Annual Growth

Digital site visits show consistent
year-over-year growth as terrestrial
audiences migrate to digital platforms.
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Layer 2: The Engagement Core
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Average Session Duration

High engagement is driven by intentional
background streaming where listeners
“press play and let it run.”
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Returning Visitor Rate

This exceptionally high loyalty rate
proves that radio content creates daily
habits without the need for constant
paid re-acquisition.
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Day 30 App Retention

Radio apps significantly outperform
the broader app market average of
10-15% due to habitual morning
and evening routines.
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Layer 3: Growth & Acquisition
(The Engine)
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TikTok dramatically outperforms Instagram
(1.05%) and Facebook (0.181%) for audience
growth and interaction.

PPC Efficiency Data Table
Platform | Average CPC | Benchmark
Google Ads $1.45 Search Network

Facebook Ads $0.62 Community Building
Google Shopping | $0.45 Merch/Concert Tickets
App Instail (CPA) | $2.10 Mobile Growth
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Precise local targeting makes radio ads
highly relevant, putting them well above the
average for general media companies.

$2.10 Cost Per App Install

Low acquisition costs for mobile apps suggest
a high-intent audience looking for their local
station's digital home.

TikTok Leads Social Engagement N
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Layer 4: Conversion & ROI .

(The Apex)
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Email Open Rate

Outperforming the 21.5% cross-
industry average, radio listeners
show high enthusiasm for VIP
clubs and personality updates.

Contest Page Conversion

Dedicated landing pages for
giveaways convert at more than
triple the rate of the general
website (3.6%).

Problem
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Monthly Subscription Churn
While loyalty is high, retaining
premium/ad-free subscribers
remains the most critical financial
metric to monitor. /




