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Crowd React Media is a media research and strategy company, and a division of Harker Bos Group. We 

help radio stations, broadcasters, media companies, and advertisers make smarter decisions about 

where audiences are, what they want, and how to reach them. The State of Media report is one of the 

ways we put our research to work for an industry we genuinely care about.

This is our third year conducting this study, and that matters more than it might seem. A single year of 

data tells you where things are. Two years tells you something moved. Three years tells you whether 

that movement is a trend, a correction, or a coincidence. The 2026 State of Media is the first edition of 

this report where we can say with real confidence that we are watching a pattern unfold , not just 

documenting a moment.

What we found this year is more nuanced than the headlines would have you believe. Legacy media is 

holding on in ways that surprise even us. Digital habits are softening in ways the platforms haven't fully 

acknowledged yet. Younger audiences are behaving in ways that challenge almost every assumption 

the industry has made about them.

We've tried to write a report that respects your intelligence and your time. We have opinions. We share 

them. We also show our work, so you can disagree with our conclusions and draw your own.

Thank you for reading. There's a lot in here worth your time.
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G U I D E  T O  T H E  R E P O R T

How to read this report.

SAMPL E

1,094
C O VER AGE

10
L ENS

3 yrs

MEDIA CUME

Total reach 

CONVER SION

Loyalty, advertiser value, and habit.
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P A R T  O N E  ·  E X E C U T I V E  S U M M A R Y

CURRENT STATE OF MEDIA IN 2026.

REACT



2 0 2 6  W E E K L Y  M E D I A  C U M E

Media is a near-universal presence in American life.

% of U.S. adults engaging 
(frequent + occasional + 
rarely) in a typical week, 

2026

89%
82% 82%

76% 75%
70% 70%

63% 57%

SOCIAL MEDIA STREAMING TV YOUTUBE RADIO NEWS CABLE STREAMING 
MUSIC

VIDEO GAMES PODCASTS

Not a single platform fell below 50%. The reach story remains intact across every major media format. But cume only tells you who showed up. It doesn't tell you 

whether they stayed.
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C O N V E R S I O N  R A T E  ·  2 0 2 5  →  2 0 2 6  C H A N G E

The hierarchy is familiar. 
The direction is not.

−9.0pt
−5pt −8pt

−6pt −7pt
+3pt −6pt

−4pt

70% 66% 65% 52% 49% 49% 43% 40% 28%

Social Media led the drop at −9pt News 

Media was the only platform to gain (+3pt). Radio held nearly flat (−0.5pt).
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O U R  H O N E S T  R E A D

Audiences are tired.

anti-algorithm sentiment 

The opportunity is not in chasing the algorithm. It is in being the thing people 

choose when they are tired of being chosen for.

B EHAV IO RAL  SI G NAL  ·  1

Cable's cume bounced back.

B EHAV IO RAL  SI G NAL  ·  2

Radio session length maintained share for three years.

B EHAV IO RAL  SI G NAL  ·  3

18–34s value local radio more than 55+ do.
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P A R T  T W O  ·  T H R E E  Y E A R S  O F  D A T A

WHEN THE FEED ISN’T
ENOUGH.

REACT



T H R E E - Y E A R  C U M E  ·  2 0 2 4  →  2 0 2 6

Cumes bounced. Legacy formats held their 
ground.

2024 2025 2026

87
89 89

SOCIAL MEDIA

82
83

82

STREAMING TV

85
82 82

YOUTUBE

80

75 76

RADIO

78

72
75

NEWS

71

64

70

CABLE

72
68

70

MUSIC STREAMING

65

58

63

VIDEOGAMES

57

50

57

PODCASTS

2 0 24  ·  T HE PEA K

Nearly every platform posted its highest cume of the three-year 

study. Pandemic-era surge had not fully receded.

2 0 25  ·  T HE TR OUG H

Cumes dropped across the board. Frequent use fell sharper than 

occasional use — post-pandemic recalibration.

2 0 26  ·  PA R TI AL R ECOVE R Y,  W ITH A TWI ST

Cumes bounced on cable, radio, news, podcasts. But conversion 

kept sliding almost everywhere.

REACT



A  W O R K I N G  T H E O R Y

Feed dilution.

01 AI-generated content

02 Human-generated feed dilution

03 Creator burnout
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W H Y  L E G A C Y  F O R M A T S  H E L D

Constraints used to be 
weaknesses. Now they're 
quality signals.

Radio doesn't have an algorithm. Cable news has a schedule. Local news has a 

geography. The floor of those formats is set by structural reality, not editorial 

will.

You cannot game a radio daypart. You cannot flood a local newscast with AI 

content. Sometimes the best thing about a format is that it requires nothing 

from you.

A N  E R A  I S  EN D I N G

The period from 2015 to 2023 was defined by explosive 

growth, platform dependency, and the assumption 

engagement would keep compounding.

That era appears to be closing.

What comes next looks less like expansion and more like consolidation, with 

platforms working to earn back the trust they grew too fast to maintain.
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P A R T  T H R E E  ·  A  P L A Y B O O K  F O R  M E D I A  O P E R A T O R S

THE PLATFORM TRAP.

You are.

REACT



S I X  R U L E S  F O R  T H E  P L A T F O R M - T R A P P E D

Concentrate creative energy on 
what you do better than anyone.

0 1 ·  F EED T HE MOT H ERSH IP

Your flagship is the asset.

0 2 ·  C L IP ,  DO N' T C REAT E

Your best content already exists.

0 3 ·  PI CK T WO , DO  T HE M WE L L

Mediocre on six is worse than excellent on 
two.

0 4 ·  C U RI OSI T Y,  NO T  C O MPLE T IO N

Tease — don't deliver.

0 5 ·  B RI NG  T HE T HRE AD HO ME

Don't build for someone else’s 
platform.

0 6 ·  S I GN AL DEPT H

Make people feel the substance is 
there.

The organizations that will be standing in five years are the ones that used every platform as an invitation in, not a destination of its own.
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V E R T I C A L  D E E P - D I V E  ·  0 1  O F  0 9

CABLE / SATELLITE TV.

REACT



C A B L E  /  S A T E L L I T E  T V

After a rough 2025, cable came 
back.

Total audience returned to 70%, nearly matching 2024 levels. The 

streaming landscape has gotten harder to navigate — more services, 

more paywalls, more content removed without warning. Against that 

backdrop, the experience of turning on cable and having something 

already there starts to look less like a limitation and more like a 

feature.

2 0 2 6  C U ME

61% of American adults watch cable or satellite TV at 

least occasionally — up from 55% in 2025.

THREE-YEAR CUME & FREQUENCY TREND

71%

2024
Frequent: 52%

64%

2025
Frequent: 46%

70%

2026
Frequent: 46%

Frequent (3–5 days/wk) Cume (Freq + Occ + Rarely)

The recovery is entirely in occasional viewers returning. Cable's habitual core didn't grow, but it didn't shrink either.
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C A B L E  C O N V E R S I O N  B Y  A G E

For older viewers, cable isn’t

one option. It's just television.

T HE  M O S T L O YA L  A U DI E NC E  IN  TH E  S TU D Y

55+ cable viewers convert at nearly 90% — the most 

habitually loyal audience of any demographic on any 

platform in this report.

CONVERSION BY AGE

48%

55%

55+ 90%

66%
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C A B L E ' S  M O S T  D E F E N S I B L E  A S S E T

Local news is the 88% answer.

88% 28%

A  F I N D I N G  W O R T H  I T S  O W N  M O M E N T

Younger viewers watch Religious & Spiritual 
content at 3× the rate of 55+.

23%

REACT



W H A T  T H I S  M E A N S  ·  C A B L E

For networks and advertisers, the cable audience is more valuable 
than ever.

FO R  C AB LE  N ET WO RKS & O PER AT OR S

Convert occasional viewers. Protect the local news moat.

• The audience came back driven by occasional viewers — not 

habitual ones. Conversion is the work of 2026 and beyond.

• Local news at 88% near-universality is your most defensible 

asset. Protect it and invest in it.

• Program for the 55+ core while building on-ramps for 35–54 

viewers who still have cable access.

• Religious & Spiritual programming for younger adults is a 

legitimate opportunity the industry has missed.

FO R  ADV ERT ISE RS

A habitual, attentive, demographically predictable audience.
audience.
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V E R T I C A L  D E E P - D I V E  ·  0 2  O F  0 9

STREAMING TV.

REACT



S T R E A M I N G  T V  ·  T H E  H I D D E N  P R O B L E M

The audience is still there. 
They're just opening the app less 
often.

S U BS C R IP T IO N  ST A BI L I TY  ≠  L O YA L T Y

83% of streaming viewers subscribe to at least one premium 

service, flat across all age groups. Subscription rates held. 

Habits softened.

THREE-YEAR CUME & FREQUENCY TREND

82%

2024

83%

2025

82%

2026

CON VER SI ON

70% 72% 65%
2026 ↓
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A  D E M O G R A P H I C  S U R P R I S E

For the first time: 35–54s are streaming 
TV's most frequent demo.

F RE Q U E N CY ,  B Y A G E

35–54 year olds are now the most frequent streaming 

demographic at 58%, surpassing 18–34 for the first time in this 

study.

FREQUENT STREAMING USE, BY AGE

35–54 ↑ NEW LEADER 58%
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S T R E A M I N G  ·  L O C A L  N E W S

The local news habit is 
generational. The platform 
isn't.
65% of streaming viewers watch local news via streaming. But the age split 

is dramatic: 18–34 at 62%, 55+ at only 32%. Cable owns the 55+ local 

news relationship. Streaming owns the younger version of the same 

behavior.

K E Y  I NS I G HT  F O R ME D IA  O P E RA TO R S

The local news habit exists across generations. Where people 

satisfy it depends entirely on how old they are.

LOCAL NEWS VIA ST REAMING · BY AGE

18–34 62%

35–54 69%

55+ 32%

TOP GENRE

Entertainment · 39% frequent

MOVIES

33% frequent · 5% never
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W H A T  T H I S  M E A N S  ·  S T R E A M I N G

Frequency is the metric. Reach numbers can hide a real problem.

FO R  ST RE AMING  PL AT FO R MS &  B RO ADC AST ER S

Held subscription ≠ retained audience. Reach is there. Consistent presence is the variable to 
watch.

• Frequency of exposure determines whether a campaign lands. 

Habitual engagement is softening.

• 35–54 is the sweet spot — most habitual, most subscribed, most 

consistently present.

• Entertainment and movie adjacency deliver near-universal reach 

with minimal never rates.

• For local news with younger audiences, streaming is where that 

behavior lives, not cable.
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V E R T I C A L  D E E P - D I V E  ·  0 3  O F  0 9

RADIO.

REACT



R A D I O  ·  T H R E E - Y E A R  S T A B I L I T Y

Consistency is underrated as a 
story. Radio's stability is the 
story.

When every other platform is trying to explain why their numbers 

moved, radio gets to explain why its numbers didn't.

THREE-YEAR FREQUENCY TREND

80%

2024

75%

2025

76%

2026

T HR E E  YE A RS  O F  SE S SI O N - L E NG T H S TA BI L I TY

Session length has held flat for three consecutive years: 30 minutes to one hour 
to one hour at roughly 40% each year. When people listen, they stay.
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R A D I O  ·  D A Y P A R T

Afternoon is radio's rising 
daypart.

Morning has been radio's identity for decades. Morning is sliding as a primary listening 

time. Afternoon has been climbing steadily.

The afternoon drive audience is getting smaller in raw numbers but more committed 

— cume is down slightly while primary daypart designation is up. The people who 

are there in the afternoon are really there. That's a quality signal, not just a quantity 

one.

W O R K IN G  /  E X E RC I SI NG  A R E  BA C K

Working and exercising both dipped in 2025 and bounced back in 2026. Working 21% → 

30%, exercising 25% → 31%. The commute and the gym are back as radio contexts.

PRIMARY DAYPART · 2024 → 2026

MORNING ↓ DECLINING

AFTER N O O N  ↑ RISING

'24 '25 34% '26

REACT

52% '24 46% '25 40% '26



R A D I O  ·  H O W  L I S T E N E R S  A C C E S S  I T

However you get to radio, 
you're still a radio listener.

exceeds traditional AM/FM 

76%

31%

27%

24%

15%

AMONG 18–34  LISTENERS

AM/FM 70%

Mobile / Tablet 45%

Desktop Streaming 36%

Smart Speaker 22%

A 25-year-old listening to a local morning show through a phone app is a radio listener. The 

listener. The listening occasion is the thing worth protecting, not the transmission method.

method.
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R A D I O  ·  T H E  C O U N T E R I N T U I T I V E  F I N D I N G

Younger listeners value local radio 
content more than older ones do.

The audience the industry most wants to grow is also 

the audience most motivated by exactly what local radio does best.

" L O C A L  C O NT E N T  I S  A  R E A S O N  I  L I ST E N "

18–34 40%

REACT



N E W S / T A L K  R A D I O

The audience wants balance 
and breaking news.

70% prefer a mix of topics over a specific focus. 55% want a blend of commentary and 

hard news. 67% want a mix of agreement and disagreement with the host.

Caveat worth mentioning: people say they want balance and then eat fast food every day. Take it as 

directional.

RA DI O ' S  C L E A R E S T E D GE

42% strongly agree they tune in for breaking news, the highest-rated motivation 

in the category. Real-time is radio's edge that no podcast can replicate.

18–34  PREFERENC ES

Specific topics over mix · 39%

Debate-style pair format · 36%

Cultural content interest · 21% 

55 + PREFERENC ES

Single host with guests/callers · 51%

Mix of topics · 80%

Global and local content lean · strong

18–34 News/Talk listeners are double-dipping getting long-form debate 

from YouTube and turning to radio when something breaks. That's an 

audience worth understanding as supplemental rather than lost.

REACT

Younger News/Talk Audiences



W H A T  T H I S  M E A N S  ·  R A D I O

Stability is your story. Tell it loudly.

FO R RADIO  STA TIONS

Lead with consistency. Own breaking news. Court the under-35. A habitual, session-committed audience in consistent 

contexts.

• 30-minute-plus session norm — your message has time to land.

• 18–34 mobile listening at 45% is a digitally-native listener who 

chose to be there.

• News/Talk adjacency reaches a high-info, high-engagement, male-

skewing audience.

• 40% of younger listeners cite local content as a motivation — 

alignment between audience and local-brand interest.
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V E R T I C A L  D E E P - D I V E  ·  0 4  O F  0 9

MUSIC STREAMING.

REACT



M U S I C  S T R E A M I N G

Reach is stable. The habit is 
softening.

Cume has held at around 70% across all three years. But frequent use has 

declined slightly every year, 39% in 2024, 38% in 2025, 35% in 2026. 

Conversion dropped from 56% to 50%.

A  RE A L  G E NE RA T I O NA L  CE IL IN G

55+ cume for music streaming is only 50% — one of the thinnest 

demographic footprints of any age group on any platform in this 

study.

THREE-YEAR CUME & FREQUENCY TREND

72%

2024
Frequent: 39%

68%

2025
Frequent: 38%

70%

2026
Frequent: 35%

REACT

Frequent (3–5 days/wk) Cume (Freq + Occ + Rarely)



M U S I C  S T R E A M I N G  ·  W E E K L Y  P L A T F O R M  U S A G E

In its 20th year, the platform 
that invented the category is 
losing the weekly habit war.

22-point drop 

SPOTIFY ↓ 22pt SLIDE

'26 · 36%

YOUTUBE

'26 · 50%

APPLE MUSIC

'26 · 29%

AMAZON MUSIC

'26 · 26%

REACT



M U S I C  ·  D I S C O V E R Y

Social has overtaken word of 
mouth.

F O R  Y O U NG E R A U D I E N CE S

Social and friends work together, not against each other. Older 
audiences have consolidated more around social as their primary 

external signal.

DISCOVERY CHANNELS FOR NEW MUSIC

Social media 50%

Friend recommendations 45%

Algorithm suggestions 33%

In-app / online radio recs 26%

REACT



V E R T I C A L  D E E P - D I V E  ·  0 5  O F  0 9

PODCASTS.

REACT



P O D C A S T S  ·  T H R E E - Y E A R  C O N V E R S I O N

More people are sampling. 
Fewer have made it a habit.

Cume bounced back to 57% after sliding to 50% in 2025. But frequent 

listening has held flat at 16% for two consecutive years while the 

occasional audience grew. As the audience widens, it also grows 

shallower.

A  T HR E E - YE A R DE CL IN E

Conversion has declined every year for three years — 37% → 

32% → 28%. The audience is growing. The habit is not.

REACT

THREE-YEAR CUME & FREQUENCY TREND

57%

2024
Frequent:212%

50%

2025
Frequent: 16%

2026
Frequent: 16%

Frequent (3–5 days/wk) Cume (Freq + Occ + Rarely)

57%



P O D C A S T S  ·  T H E  B E H A V I O R A L  C O N T E X T

Podcasting is overwhelmingly a
companion medium.

DO IN G SO ME T HIN G EL SE

74%
AMO NG  1 8– 3 4

19%
PRE FE RRE D L E NG TH

75%

C U RA TE D  R O T A T IO N

57% listen to 2–3 different podcasts per week. 23% stick to just one.

Listeners find shows they trust and return to them.

DI S C O V E R Y

62% discover podcasts via social media (73% for 18–34). YouTube is the second 

discovery path at 51%. Word of mouth is at just 16%. The format works against 

organic sharing.

REACT



P O D C A S T  A D V E R T I S I N G

Host credibility is not a nice-to-
have. It is the product.

turn off the podcast entirely 

P U T  T H IS  O N T HE  W A L L  O F  E V E RY S A L E S  T E A M

51% of podcast listeners take active negative action when ads are 
not host-read.

Turn off the podcast entirely 27%

Skip the ad specifically 24%

REACT



V E R T I C A L  D E E P - D I V E  ·  0 6  O F  0 9

NEWS MEDIA.

REACT



N E W S  M E D I A  ·  2 0 2 6  S O U R C E  M I X

No single platform
owns the news habit.

% who use each source frequently. Audiences build multi-source news 

diets across the day, moving between formats as context and time 

allow.

43% 42%

30%
26% 25% 23% 21%

16%

ONLINE NEWS CABLE / STREAMING TV NEWS APPS NEWS AGGREGATORS SOCIAL MEDIA NEWS/TALK RADIO YOUTUBE PODCASTS

F O R MA T  P RE F E RE N C E

57% prefer to watch the news (63% for 55+). For news platforms, video is the 

primary product regardless of the device.

T IM E  O F  DA Y

Two clear peaks — Morning at 56%, Evening at 49% overall (63% for 55+). 

Program and publish to these windows.

REACT



N E W S  ·  A C T I V E  V S .  P A S S I V E  C O N S U M P T I O N

For younger audiences, the news finds 
them.

T HE  A L G O RI TH M A S  E D IT O R

48% of 18–34 news consumers come across news passively rather than 
seeking it out. For that generation, the algorithm is increasingly the editor.

55+ 62%

N E W S  A V O I DA N C E ,  M E A S U RE D

41% of American adults rarely or never consume 
consume news media. The trend documented in 

in recent years is visible and measurable in our data.

our data.

REACT



S P E C I A L  F E A T U R E

Artificial 
intelligence.

2 0 2 6

REACT



A I  ·  T H E  U S A G E  D I V I D E

A real divide that skews sharply by 
age.

57%
USE AI

43%
NEVER

"HAVE NEVER USED AI" —  BY AGE

18–34

35–54

55+ 66%

58% 52% 16%

REACT



A I  ·  H O W  A U D I E N C E S  R E L A T E  T O  I T

Audiences are sensitive, selective, and starting to substitute.

SU SPIC IO N  I S  EV ERY WHE RE

77%
ED IT S ,  NO T  DE LE GAT E S

15%
SU BST I TU T IN G FO R HU MANS

42%

The opportunity for media companies is in what AI cannot credibly replicate at scale: genuine local knowledge, source 

relationships, editorial accountability, real-time presence.

The feed is full. Make sure people know a person made yours.
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V E R T I C A L  D E E P - D I V E  ·  0 7  O F  0 9

SOCIAL MEDIA.

REACT



S O C I A L  M E D I A

The single largest conversion 
drop of any platform.

Cume held at 89% — essentially unchanged from last year and the highest 

of any platform in the study. Nine in ten American adults are on social 

media in a given week.

Look closer at conversion and the picture shifts. Frequent use dropped 

from 70% in 2025 to 62% in 2026. The cume is a floor. The conversion 

drop is the signal.

T HE  B IG G E S T  S I NG L E - YE A R DR O P  IN  T H E  S T U DY

Social media is the platform most dependent on algorithmic content, 

most saturated with AI-generated content, and most vulnerable to 

gradual experience degradation.

REACT

THREE-YEAR CUME & FREQUENCY TREND

87%

2024
Frequent: 66%

89%

2025
Frequent: 70%

89%

2026
Frequent: 62%

Frequent (3–5 days/wk) Cume (Freq + Occ + Rarely)



S O C I A L  ·  T H E  C O U N T E R I N T U I T I V E  F I N D I N G

The oldest demo on social media is 
media is now its most habitual.

staying in touch with family and friends 

at 74%. 

CONVERSION BY AGE —  2026

55+ ↑ HIGHEST 75%

A L GO R I TH M - P RO O F  R E L A TI O N S HI P S

74% of 55+ social media users use it to stay in touch with family 
and friends. Their conversion held precisely because their reason 

for being there has nothing to do with content quality.

REACT



S O C I A L  ·  C O M M E R C E  +  W E L L B E I N G

Commercial power intact. The 
relationship is getting harder.

48%
of 18–34 social media users have made purchases based on social ads or 

recommendations — the highest purchase rate of any demographic on any 

platform.

MENT AL  H EAL T H,  HO N EST LY

41%
of 18–34 users agree social media has a negative impact on their mental 

mental health. Combined with the conversion drop, the data starts to look 

to look less like passive drift and more like conscious pulling back.

P O L I T IC S ,  B Y G E ND E R

Men 17% vs. women 7% use social to discuss politics. The loudest political voices on social are 

not representative of who is actually on the platforms or why.

S T IL L  U S E F U L

49% find social media a valuable source of information — 57% among 18–34. The platform still 

has genuine utility. The habit is just a little more intentional than it used to be.

REACT



V E R T I C A L  D E E P - D I V E  ·  0 8  O F  0 9

YOUTUBE.

durable engagement lives

REACT



Y O U T U B E  ·  T H E  M O S T  E N V I E D  D I G I T A L  
P L A T F O R M

The rest of digital is chasing what 
YouTube already has.

Instagram and TikTok are both pushing hard into long-form video. That is 

not a coincidence. It is an acknowledgment that the format YouTube built 

its identity around, longer, intentional, creator-driven video, is where 

durable engagement lives.

YO U TU B E  IS N ' T  A  C O M P E T IT O R.  IT ' S  IN F RA ST R U CT U RE .

The question is not whether your audience is on YouTube. 82% of 
American adults are. The question is whether you are there when 
they go looking for you, and whether your presence there is working 
for your core product or just existing alongside it.

HOW YOUTUBE USERS F IND CONTENT

REACT

31%
HOMEPAGE
RECOMMENDATIONS

Rely primarily on the algorithm to surface content.

28%
SUBSCRIPTIONS
FEED

Go directly to creators they have already chosen to follow. 

41%
BOTH Use both. This shows building a subscriber base is an important 

part of audience development. 



Y O U T U B E  ·  S A M E  P L A T F O R M ,  T W O  P R O D U C T S

For some viewers it's a social experience. For others it's a teacher.

18 – 34

A social, communal experience.

34%

31%

27%

63%

55 +

An educational resource.

27%

26%

24%

23%

L E NG T H,  C O N T RA R Y T O  A S SU M P T IO N

21% of 18–34 are comfortable with videos over 30 minutes — almost 2× the rate of 55+ at 11%. 
The "short attention span" narrative about younger audiences isn't what the data shows.
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Y O U T U B E  ·  F O R  A D V E R T I S E R S

Creator purchase influence is the 
highest of any platform in this study.

A  RE A L I T Y CH E C K

57% of YouTube users always skip ads when given the option. The opportunity 

isn't in the ad break. It is in being the video.

LIKELY TO PURCHASE I F A CREATOR FEATURES IT

18–34 55%

35–54 50%

trust transfer.
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V E R T I C A L  D E E P - D I V E  ·  0 9  O F  0 9

VIDEO GAMES.

REACT



V I D E O  G A M E S  ·  P L A T F O R M  M I X

Not PlayStation. Not Xbox. A 
phone.

Smartphone and tablet is the most used gaming platform at 53% overall. 

Women game on mobile at 60%. Adults 55+ game on mobile at 60%. The 

console-and-couch image of gaming is one slice of a much larger and 

more varied audience.

F O R  A DV E R T IS E R S

Mobile gaming reaches a wide, demographically diverse audience 

including significant female and 55+ populations that traditional gaming 

advertising mostly ignores.

TWO DISTINCT GAMING WORLDS

WO R LD 1

Younger men · console · multiplayer

PlayStation (18–34) · 50% Multiplayer overall · 30%

In-game purchases (18–34) · 45% 2+ hour daily sessions · 56%

WO R LD 2

Older women · mobile · single-player free-to-play

Mobile (women / 55+) · 60% Single-player (55+) · 77%

Free-to-play (55+) · 79% Friend recs as discovery · 40%

REACT



V I D E O  G A M E S  ·  T H E  V I E W I N G  A U D I E N C E

The audience around gaming is 
nearly as large as the audience 
playing it.

DI S C O V E R Y IS  HE A V I L Y S O C IA L

59% of gamers find new games through social media, jumping to 
73% for 18–34. The discovery moment lives where the audience 

already is.

53%
smartphone / 

tablet

56%
2+ hours daily 

35%
10% of 55+ 

41%
35–54 
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T H A N K  Y O U  F O R  R E A D I N G

There's more where this came 
from.

KEEP READING

crowdreactmedia.com

WORK WITH US

crowdreactmedia.com

CROWD REACT MEDIA
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