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Audio investments have long -lasting impacts

Thank you very much for taking some of your valuable time to read our Audio Landscape release! It is 

an investment that we hope will bring you new ideas, inspiration and perhaps also success in your 

work and business. 

Investing is also a topic that I would like to share a few thoughts on in this foreword. On Finnish 

²ƛƪƛǇŜŘƛŀΣ ϦƛƴǾŜǎǘƳŜƴǘϦ ƛǎ ǎƛƳǇƭƛŦƛŜŘ ŀǎ ŦƻƭƭƻǿǎΥ άLƴǾŜǎǘƳŜƴǘ ƛǎ ǳǎǳŀƭƭȅ ŀ ŎƻƳƳƛǘƳŜƴǘ ǘƘŀǘ ƛǎ 

ŜȄǇŜŎǘŜŘ ǘƻ Ǉŀȅ ƛǘǎŜƭŦ ōŀŎƪ ƛƴ ǘƘŜ ƭƻƴƎ ǘŜǊƳέΦ IƻǿŜǾŜǊΣ L ŦƛƴŘ ǘƘŀǘ ǇŜƻǇƭŜ ƳƻǊŜ ƻŦǘŜƴ ǘƘƛƴƪ ǘƘŀǘ ŀƴ 

investment is a commitment that is expected to yield a return on the invested capital either in the 

long or short term ςdepending on the size, object and purpose of the investment. 

An investment dilemma: timing

Discussions about the timing and necessity of investments very often lead to a dilemma ςthe need 

for investments is perceived as immediate, but the possible timing for investments is still somewhere 

down the line. Kari Tervonen , Roadmap Director, Future Researcher and Consumption Economist at 

Omnicom, offers excellent insight on how different economic times are, from the marketing 

perspective, potential times for investment in different needs when you know how to play the game 

in the long term ςin a recession, marketing is a long-term investment that also generates short - term 

returns at the start of economic growth. 

Janne Turunen
Sales Director at Bauer Media Audio



The familiar option is the easy option
Lauri Domnick , Creative Director at BAD Agency, talks about how preference gives a brand an edge over the 

competition. This edge means directing large cash flows to those brands that have worked to improve their chances 

of being selected, even in a situation where there was necessarily no immediate benefit to be gained from 

marketing. 

So, congratulations if you have already invested in your marketing during the recession! Economic 
growth is about to start, and so is the time for reaping the rewards of these investments. 

If, on the other hand, you feel that your marketing investment level over the past few years is lacking, now is your 

time to act.

Where do we invest?
Juha Halmesvaara , Head of Strategy & Insight at Dentsu, highlights the different advertising and marketing 

indicators ςwhat do we actually buy? What do we actually invest in? When investing in marketing, it is common to 

see how we aim to get the highest amount of goods possible at a certain investment level ςwe seek the lowest 

possible unit price. 

We could compare the situation to a stockbroker solely trying to find as many cheap shares as 

possible. His success would be measured by the number of shares, not the returns.

As the technology used to plan marketing, and in particular media purchases, develops and becomes automated, 

the value of marketing planning professionals rises high. In the future, when price optimisation can also be carried 

out in relation to attributes other than the absolute price, other marketing indicators emerge, of which impact is 

ŀƳƻƴƎ WǳƘŀΩǎ ŦŀǾƻǳǊƛǘŜ ǘƻǇƛŎǎΦ 

Audio investments have long -lasting impacts



Capturing the sound of the brand 
Investing alone will not yield a maximum return if the investment is not tended to across time. Investing is only the 

first step towards seeking and maximising returns. 

Veli -Pekka Ääri , Commercial Director at Tokmanni, writes about the importance of thinking about how your 

company, product or service sounds.

How you sound is strongly linked to how you feel. And that in turn is linked to whether people 

choose you. 

Katariina Uljas -Ahl , Chief Media Officer at Dagmar, highlights in her speech how good media choices can improve 

the theoretical chances of success and how too often we lose these opportunities with poor content planning, poor 

target group understanding and too -ǎƳŀƭƭ ōǳŘƎŜǘǎΦ ¢ƻ ŀŘŘ ǘƻ YŀǘŀǊƛƛƴŀΩǎ ǘƘƻǳƎƘǘǎΣ ƛƴ Ƙƛǎ ƻǿƴ ǎǇŜŜŎƘΣ Antti 

Pehkonen , Creative Director at Bad Agency, serves an important closing remark on the meaning of content:

the quality of creative implementation is the most significant ROI factor in advertising.

Audio deserves more attention
During my 20 years at Bauer Media, I have had the opportunity to experience for myself what investments can really 

ŀŎƘƛŜǾŜΦ .ŀǳŜǊ aŜŘƛŀ Ƙŀǎ ƎǊƻǿƴ ŦǊƻƳ ŀ ŎƻƳǇŀƴȅ ƻŦ ǘƘǊŜŜ ǊŀŘƛƻ ŎƘŀƴƴŜƭǎ ǘƻ CƛƴƭŀƴŘΩǎ ƭŀǊƎŜǎǘ ŀǳŘƛƻ ƻǇŜǊŀǘƻǊ ŀƴŘ ŀ 

pioneer in the audio business. We operate extensively on different fronts of audio and develop the audio industry in 

terms of different media platforms as well as audio design and technological development. This spring, we will 

publish a new audio advertising technology, about which Sini Kervinen will tell you more in her own content. 

Audio deserves more attention ςand is worth investing in. This publication is part of our work towards building the 

future of audio. I hope it will provide you with valuable insights and inspiration. Enjoy our Audio Landscape 

publication!

Audio investments have long -lasting impacts



200,000 new cars could be sold next week

For several years, I have deemed the economic forecasts of banks overoptimistic and, 

unfortunately, have been proven right every time. Last autumn, I took a risk and had to admit 

that I was in agreement with the banks. It was a risk in the sense that a pessimist who turns out 

to be wrong will never be criticised afterwards, whereas an optimist who is wrong becomes an 

easy target. Let it be known that I am still in agreement. The economy is heading in the right 

direction. First, I will try to explain why the picture of economic development is too pessimistic. 

Finland has an exceptionally strong culture in giving negative economic signals more weight 

than positive ones. In the traditional Finnish mindset, pessimism is interpreted as realism and 

positive development is correspondingly labelled as naive. The folk tradition of this type of 

negative narrative follows that Finns perceive the general economic situation to be worse than 

their own economy. Desperate for bleak credibility, even the management of companies will 

ŎƘƻƻǎŜ ǘƘŜƛǊ ǿƻǊŘǎ ŎŀǊŜŦǳƭƭȅ ƛƴ ǇǳōƭƛŎΣ ŜǾŜƴ ƛŦ ǘƘŜ ŎƻƳǇŀƴƛŜǎΩ ƛƴǘŜǊƴŀƭ ƻǳǘƭƻƻƪ ǿŜǊŜ ƎƻƻŘ ŀƴŘ 

their own operations cautiously optimistic. As a result, the media image of the economy 

repeatedly lags behind the everyday reality. 

The experience of life going in a better direction and feeling like you are doing 

better now than last year is the key to better economic development and 

willingness to invest of nations. 

The feeling of growth fuels growth and, despite every attempt to uphold bleak dispositions, the 

economic situation is heading in a more positive direction.

Kari Tervonen
Roadmap Director, Future Researcher 
and Consumer Economist at Omnicom 



The changed image of consumption
It is worth noting that the image of consumption has changed, which has also led to structural changes in the GDP. 

Consumption has partially shifted from goods to services, from ownership to use and from one -off purchases to 

continuous consumption. In addition to the short - term, the service -oriented approach also has a stabilising effect 

on demand in the long term, which means that a decrease in consumption is less likely with this structure. 

Construction and the related industries are unquestionably in genuine difficulties, but this situation excessively 

blurs the overall picture of the economy. Political decisions in the 2010s overheated housing construction, and we 

are now paying for this rather irresponsible short - term stimulus policy. While housing construction continues to 

ŘŜŎƭƛƴŜΣ Ƴŀƴȅ ǎŜǊǾƛŎŜ ŎŀǘŜƎƻǊƛŜǎ ŀǊŜ ŘŜǾŜƭƻǇƛƴƎ ŦŀƛǊƭȅ ǿŜƭƭΦ Lǘ ƛǎ Ŝŀǎȅ ǘƻ ōƭŀƳŜ ŀ ŎƻƳǇŀƴȅΩǎ ŘƛŦŦƛŎǳƭǘƛŜǎ ƻƴ ǿŜŀƪ 

ŘŜƳŀƴŘΣ ǿƘŜƴ ǘƘŜ ǊŜŀƭƛǘȅ ƛǎ ǘƘŀǘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƻǳǘŘŀǘŜŘ ǊŀƴƎŜ ƻŦ ǎŜǊǾƛŎŜǎ ƴƻ ƭƻƴƎŜǊ ǎŜǊǾŜǎ ǘƘŜ ƳŀǊƪŜǘΦ 

Rise from the financial downturn
The outlook for industry is improving in the short term, and there is potential for even strong long -term growth. Even 

in a customs war situation, Finland can gain a relatively large competitive edge within Europe by investing boldly in 

energy infrastructure and our genuine strengths, such as the energy - intensive processing industry, critical digital 

infrastructure, industrial automation, batteries, chemical production and the electrified process industry. However, 

it would be wise not to invest too much in the kind of discrete production where we cannot compete against China.

The pursuit of prosperity should come back into fashion
¦ƭǘƛƳŀǘŜƭȅΣ CƛƴƭŀƴŘΩǎ ǎǳŎŎŜǎǎ ŘŜǇŜƴŘǎ ǾŜǊȅ ƳǳŎƘ ƻƴ ƻǳǊ ƻǿƴ ǿƛƭƭ ŀƴŘ ŘƛƭƛƎŜƴŎŜΣ ǿƘŀǘŜǾŜǊ ǘƘŜ ŎƛǊŎǳƳǎǘŀƴŎŜǎΦ 

CƛƴƭŀƴŘ ƛǎ ǿŜƭƭ ǇƻǎƛǘƛƻƴŜŘ ǘƻ ōŜ 9ǳǊƻǇŜΩǎ ƴǳƳōŜǊ ƻƴŜ ƛƴ ŜŎƻƴƻƳƛŎ ƎǊƻǿǘƘ ƛƴ ŀ ŎƻǳǇƭŜ ƻŦ ȅŜŀǊǎΩ ǘƛƳŜΣ ŜǾŜƴ ƛŦ ǿŜ ŀǊŜ ƛƴ 

last place now. 

International estimates also show that Northern European countries have the most positive long -term growth 

opportunities out of all European countries. The problem is that too few of us know to pursue them in earnest.

200,000 new cars could be sold next week



Marketing turns from expenditure to a competitive advantage

From the point of view of building a brand, the most cost -effective time is in the middle of a recession, but in 

performance marketing, it is right at the start of economic growth. The economy is turning around, but the mood 

and behaviour remain cautious. We are in a situation where marketing is turning from expenditure and investment 

into the fastest -realisable competitive advantage in sales.

Marketing measures are used to gather audiences, build memory traces and guide the decision -

making path in advance. When willingness to buy is mobilised into purchases, the winner is the 

brand 

that is already on your mind.

¢ƘŜ ǇǊƻŘǳŎǘƛǾƛǘȅ ƻŦ ƳŀǊƪŜǘƛƴƎ ƛƳǇǊƻǾŜǎΣ ŜǎǇŜŎƛŀƭƭȅ ƛƴ ǘƘŜ ǎŀƭŜ ƻŦ ŜȄǇŜƴǎƛǾŜ ŘǳǊŀōƭŜ ŎƻƴǎǳƳŀōƭŜǎΣ ŀǎ ŎƻƴǎǳƳŜǊǎΩ 

purchasing needs have built up, there is already purchasing power in store and only the timing of purchase is still 

open. The consumer and buyer are looking for signals and answers to the question of which company to trust and 

whose products they really want. 

A brand perceived as good increases average consumer spending

per category by approximately 30%.

As an extreme example, there are currently several hundred thousand people in Finland who could afford to buy a 

new car next week if only a car brand could get them excited enough.  

The average Finnish company only invests in marketing roughly half of the calculated recommendation. I can 

promise that you will be met with a deep silence at speaking events if you ask for cases to add to the extremely slim 

ōƻƻƪ ƻŦ άCƛƴƴƛǎƘ ŎƻƳǇŀƴƛŜǎ ǿƘƻ ŦŜƭƭ ƛƴǘƻ ŦƛƴŀƴŎƛŀƭ ƘŀǊŘǎƘƛǇ ŦƻǊ ƛƴǾŜǎǘƛƴƎ ǘƻƻ ƳǳŎƘ ƛƴ ƳŀǊƪŜǘƛƴƎέΦ ¢ƘŜ ƎƻƻŘ ǘƘƛƴƎ ƛǎ 

that, in Finland, above -average efforts in marketing produce exceptionally good results. And, in 2026, not only in the 

long term, but also in the short term. In January 2026, consumption already increased from the previous year.

200,000 new cars could be sold next week



The sound comes first. Audio is everywhere.

¢ƻǘŀƭ !ǳŘƛƻΩǎ ƎǊŜŀǘŜǎǘ ǇƻǘŜƴǘƛŀƭ ƭƛŜǎ ƛƴ ƛǘǎ ƘƻƭƛǎǘƛŎ ƴŀǘǳǊŜ

We follow listeners throughout the day, guide them from one individual interface to another through 

sound, build a coherent audio brand experience and ensure our own recognisable share of ear in the 

Řŀȅ ƻŦ ǘƘŜ ƭƛǎǘŜƴŜǊǎΦ DǊŜŀǘΗ bƻΣ ǘƘŀǘΩǎ Ƨǳǎǘ ƴƻƴǎŜƴǎŜΦ 

¢ƘŜ ōƛƎƎŜǎǘ ǿŜŀƪƴŜǎǎ ƻŦ ǘƻŘŀȅΩǎ ¢ƻǘŀƭ !ǳŘƛƻ ƛǎ ǘƘŀǘ ǿŜ ǊŜŀƭƭȅ ǘƘƛƴƪ ƛǘ ƛǎ άǘƻǘŀƭέΦ Lǘ ƛǎ ƴƻǘΦ ¢ƻŘŀȅΣ ¢ƻǘŀƭ 

Audio is basically another name for a package that is easy to sell and easy to buy. Flavours for every 

ƻŎŎŀǎƛƻƴΣ ƭƛƪŜ .ŜǊǘƛŜ .ƻǘǘΩǎ 9ǾŜǊȅ CƭŀǾƻǳǊ .Ŝŀƴǎ ŦǊƻƳ IŀǊǊȅ tƻǘǘŜǊΤ ǿƛǘƘ Ca ƻƴ ǘƘŜ ōƻǘǘƻƳΣ ŘƛƎƛǘŀƭ 

audio in the middle and Retail Audio sprinkled on top. A desperate package to respond to the 

ŘŜƳŀƴŘ ŦƻǊ ŜŦŦƛŎƛŜƴŎȅ ƛƴ ŀ ŦǊŀƎƳŜƴǘŜŘ ŀǳŘƛƻ ŜƴǾƛǊƻƴƳŜƴǘΦ LŦ ȅƻǳΩǊŜ ƭǳŎƪȅΣ ȅƻǳ ŎƻǳƭŘ ŜǾŜƴ ǎǳŎŎŜŜŘΦ

By purchasing the Total Audio package, we have the theoretical opportunity for massive reach, high 

attention value and diverse encounters.

However, the truth is that too many of us continue to miss out on the best of Total 

Audio due to poor planning, lacking target group understanding and too small 

budgets.
Katariina Uljas -Ahl

Chief Media Officer at Dagmar



Audio needs a strategy

There is a huge potential in Total Audio thinking and purchasing when it is based on goals rather than a package.

Total Audio requires a clear audio strategy that accounts for the brand and target groups, a recognisable sound, 

channel -specific roles and implementations as well as the ability to make use of the best aspects of the different 

audio channels, also in terms of content. 

Traditional radio has its own strengths, and digital channels enable a more personal, even intimate approach and 

connection to time and place, listening moments and content. When listening to a radio receiver, you can get away 

with repetitions, but on headphones, the same repeated advertisement will exceed the irritation threshold in a 

heartbeat. The same message that works in podcasts does not necessarily work in a retail environment, and vice 

versa. Hyper - local advertising at gyms can be a good idea, but in the golden age of headphones, does the 

environment guarantee listening?  

Audio yields more profits 

Total Audio is not a package; when used correctly, it is an effective way to build the brand and sales. You could start 

from here: devise a long -term audio strategy and create a clear audio brand, adapt creative executions to different 

environments, control repetition levels, ensure coverage, dare to experiment, be patient with measurements and do 

not for one second imagine you can get more for less.

Audio deserves more because sound also has the last say. 

The sound comes first. Audio is everywhere.



The sound makes the brand charismatic

Many brands still lack an audio brand book. Once readers have become viewers and listeners, it 

is worth getting the sound world under control ASAP. 

How your company, product or service sounds is at least as important as how you 

look. How you feel is strongly related to how you sound.

Charisma comes down to three things that multiply the effect of the others: competence, drive 

and personality.

Grab your designers by the hand and go through exercises on what kind of soundscape supports 

ǘƘŜ ŎǳǎǘƻƳŜǊ ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ ŜƳƻǘƛƻƴŀƭ ŎƻƴƴŜŎǘƛƻƴΦ 5ŜŎƛŘŜ ƻƴ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ŎƻƳƳƻƴ ǘǳƴŜΣ 

but also discuss the details. It is the same thing as how the makers of a Mercedes know how a 

closing door should sound. Audio is a game of details ςnot just music. Social media is full of 

sounds; part of the digital path could be richer in audio. Your service could have an audible 

thank -you, instead of a written one. I challenge all of us to pursue this type of creativity. 

Service design with audio is likely to be a topic of discussion in the near future.

People block out new messages, but audio penetrates that guard. Our sense of smell, taste and 

hearing evolved for the savannah, and they remain that way to this day. When you use sound, 

your message comes through.

Take care ςand listen.

Veli -Pekka Ääri
Commercial Director at Tokmanni



Audio is better than it is given credit for

The effectiveness and efficiency of marketing are ongoing topics of discussion. The marketer 

and the shareholder have a common goal: to get the best possible return on investment. 

The ROMI requirement has not eased in recent years. This is where a decisive 

mistake is often made: optimising percentages instead of total euros and over -

investing in advertising that generates short - term sales.

Scientific research in marketing has consistently shown (yes, marketing is based on science, 

not opinions) that emotional advertising produces results in both the long and short term. The 

word both is essential here. Imaginative, brand -building advertising creates future demand 

and increases immediate sales. Alongside it, activating, tactical advertising is also important, 

and Finns are already surprisingly good at this. That is why I will be focusing on how to build 

future demand.

Juha Halmesvaara
Head of Strategy & Insight at Dentsu



Future demand comes from awareness and long -term efforts

Creating a memory trace requires two things from the media: attention and sufficiently long exposure.

1. A quick glance or skip is not enough. According to research by Dentsu and other operators in the field, long -term 

attention can be built in a scalable manner with two format types: audio and video spots. The average attention 

time for other formats is around two seconds, which is not enough to change perceptions.

2. In addition, the activity must be long -term and widely reach potential clients. Not a single three -week campaign, 

but repeated activity throughout the year. This is where audio shines: its cost -effectiveness enables a long -term 

presence ςassuming, of course, that your target group has ears.

The facts speak for audio, but the budgets do not

When scientific research, sales modelling, media mathematics and campaign measurements speak for audio, it is 

difficult to understand why audio still only accounts for less than 10% of the figurative media pie. Especially when we 

know that audio enhances almost every media package to which it is added. On the other hand, maybe that is an 

advantage for us. 

While some of us will chase after the latest craze, growth is easier for those who use tried and true 

channels. It is worth trying new things, but at the same time, it is worth holding on to channels that 

generate results year after year.

¢ƻƻ Ƴŀƴȅ ǇŜƻǇƭŜ ƭŜŀǾŜ ŜŦŦŜŎǘƛǾŜ ƳŜŀƴǎ ƻŦ ƎǊƻǿǘƘ ǳƴǘŀǇǇŜŘΣ ŎƛǘƛƴƎ ǊŜŀǎƻƴǎ ƭƛƪŜ άL ƳȅǎŜƭŦ ŘƻƴΩǘ ƭƛǎǘŜƴέ ƻǊ άƻǳǊ 

ŎƻƴŎŜǇǘ ŘƻŜǎƴΩǘ ǘǊŀƴǎƭŀǘŜ ǘƻ ŀǳŘƛƻέΦ ¢ƘŜ ōŀǎƛŎ ǊǳƭŜ ƻŦ ƳŀǊƪŜǘƛƴƎ ƛǎ ǎǘƛƭƭ ǘƘŜ ǎŀƳŜΥ ȅƻǳ ŀǊŜ ƴƻǘ ȅƻǳǊ ǘŀǊƎŜǘ ƎǊƻǳǇΦ Lǘ ƛǎ 

time to look at the market, not in the mirror, and listen to the facts instead of opinions. Finland needs growth, and 

audio is significantly better for producing growth than it is given credit for.

Audio is better than it is given credit for



¢ƘŜ ŀŘǾŜǊǘƛǎŜǊΩǎ ŘƛƭŜƳƳŀ

I still remember the question I posed years ago before the panel of the annual Radiovuositilaisuus 

event, and especially the answer I received. I asked the author and soul of the Tiedetrippi science 

podcast, Henry Tikkanen , if he can think of a podcast made by a commercial operator that has 

achieved success. He gave it some though, but he still only needed a few seconds: NO.

I still think about it, and it should become my own professional mission in audio 

production.

Why is there such a conflict in how passionately my daughter loves to listen to music or my son to 

a sports podcast? And why does the popular Sijoituskästi investment podcast, where the business 

area of the company that I represent is at the core, not manage to create the same, or even a 

similar, level of excitement in me as an advertiser?

In audio, is my format always just a disturbance, a quick word from the sponsor or a 

ǊŀƴǎƻƳ ǿƛǘƘƛƴ ƻƴŜΩǎ ƻǿƴ ƭƛǎǘŜƴƛƴƎ ǿƻǊƭŘΚ

Does this take more time or money, or is it so that, as a commercial player, I do not dare to use and 

ǇƭƻǳƎƘ ǘƘŜ ŘƛŦŦƛŎǳƭǘ ƛƴƛǘƛŀƭ ǇƘŀǎŜǎ ŀƴŘ ǘƻ άwhaL-Ŧȅέ ǇƻƻǊ ŦƛƎǳǊŜǎΚAm I simply unable to find content 

ǘƘŀǘ ŘƻŜǎ ƴƻǘ ǎǇŜŀƪ ǘƻ ǘƘŜ ŀŘǾŜǊǘƛǎŜǊΩǎ ƴŜŜŘΚ

Sanna Myller
Director, Online Sales, Brand and 

Marketing at LocalTapiola



Advertisers and creative agencies have big souls, those riding the waves of industry trends and bold visionaries, but 

ŜǾŜƴ ƳƻǊŜ ŘŜƭƛŎƛƻǳǎ ŦƻǊƳŀǘǎ ŀǊŜ ǘƘŜ ǊŀŘƛƻ ǎǘŀǘƛƻƴǎΩ ƻǿƴ ŎƘŀƴƴŜƭ ǇǊƻƳƻǎ ŀƴŘ ǘƘŜ ŎǊŜŀƳ ƻŦ ǘƘŜ ŎǊƻǇ ƛƴ ǇƻŘŎŀǎǘǎΣ 

where the top talent have managed to make audio multi -channel in nature, even winning awards, for example, 

ǘƘŀƴƪǎ ǘƻ ±ƛƪƛ ŀƴŘ YǀǇƛΩǎ ŘŜŎŀŘŜ ƻŦ ǿƻǊƪ όƻǊ ōƻƭŘ ŜŎŎŜƴǘǊƛŎƛǘȅύΣ ŀǎ ǿŜ ǿƛǘƴŜǎǎŜŘ ŀǘ ǘƘŜ DƻƭŘŜƴ ±Ŝƴƭŀ DŀƭŀΦ

But I, the advertiser. Stuck.

Am I incapable of removing the corporate label from something that interests the consumer?

Am I simply unable to find sufficient time or can I no longer experience passion through content within the company 

walls? Can I find a new format and content that would have value? This week, I am listening to live interviews about 

ŀ ŎƭƛŜƴǘΩǎ ƭƛŦŜΣ ƛΦŜΦ ŘƻƛƴƎ ŜǘƘƴƻƎǊŀǇƘȅΦ L ǿƛƭƭ ƭƛƪŜƭȅ ƘŜŀǊ Ƙƻǿ ǘǳŎƪŜŘ ŀǿŀȅ ŀƴŘ ƘƛŘŘŜƴ ƛƴ ǎƳŀƭƭ ƳƻƳŜƴǘǎ ƻǳǊ ǇǊƻŘǳŎǘǎ 

and services are in your everyday life when it runs smoothly. 

How could I become worthy of people Ωǎtime?

In everyday life and in audio, what is a relevant way of channelling commercial intensity and preference for an 

ŀŘǾŜǊǘƛǎŜǊΚ ¢ƻ ŦƛƴŘ Ƴȅ ǿŀȅ ƛƴǘƻ ǇŜƻǇƭŜΩǎ ŜǾŜǊȅŘŀȅ ƭƛŦŜ ŀƴŘ ƭƛǎǘŜƴƛƴƎΣ ǘƻ ŜǎǘŀōƭƛǎƘ ŀ ŎƻƴƴŜŎǘƛƻƴΦAudio is enchanting 

people in many ways right now, but my commercial voice seems to be gone somewhat. Well, just as a cold passes...

Finally, as is customary in the industry I represent, a disclaimer; this is not intended to criticise advertisers, the 

media, media agencies, creative agencies or commercial or non -commercial operators. The reflections are my 

own and describe my inner turmoil.

¢ƘŜ ŀŘǾŜǊǘƛǎŜǊΩǎ ŘƛƭŜƳƳŀ



The audio market is booming 

In recent years, the audio market has been fighting an uphill battle. While the media 

environment has become fragmented and the overall investments in Finnish media advertising 

have decreased, audio has retained its strong position and strengthened its role as part of the 

everyday life of Finns. In 2025, audio reached more than 90 per cent of Finns every week and 

accounted for a significant proportion of daily media use.

FM radio is the most accessible audio medium. Digital audio has made listening more diverse 

and has grown steadily, bringing additional reach to audio, especially among target groups of 

working age. 

The results of audio advertising have strengthened: 

attention value and ROMI have developed positively.

The development of 2025 is also characterised by the expansion of audio into new 

environments. Radio and digital audio alone do not represent the audio market; Retail Audio 

has grown alongside it, bringing audio closer to the point of purchase, strengthening the role of 

audio throughout the client journey ςfrom awareness to consideration and activation.

The Audio Market Review compiles current information on the state, consumption, advertising 

investments and effectiveness of the audio market. I want to offer an overall view of the 

market, which has become an even more strategic part of the whole of the media.

Audio is everywhere, and in 2025, it was also more multi -channel in nature, more measurable 

and closer to the purchase decision than ever before.

Maria Lehto
Data & Insight Strategist

at Bauer Media Audio



Audio market outlook 2026

+32%
of advertisers seek growth 

and increase their 

marketing, half are 

maintaining the current 

level

+20% 
More than a third of 

advertisers use radio, 

and one in five plan to 

grow the share or try it

+20% 
Around one in four 

advertisers use digital 

audio, and one in five 

plan to grow the share or 

try it

+11% 
One in five advertisers 

use retail media, and 

around one in ten plan to 

grow the share or try it

+37% 
More than a third of 

advertisers use influencer 

marketing, and more than a 

third intend to grow the share 

or try it

Source: Advertiser pulse survey 11/2025, OMG & Bauer Media Audio



Advertising investments in Finnish media have decreased
ςǊŀŘƛƻΩǎ ǎƘŀǊŜ ƻŦ ƛƴǾŜǎǘƳŜƴǘǎ Ƙŀǎ ƎǊƻǿƴ
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In 10 years, investments in Finnish media have 
decreased from EUR 1,018 million to EUR 763 million 
(-EUR 255 million)

Investments have shifted from domestic media 
to foreign giants: in 2025, as much as 40% of all 
advertising investments (EUR 497 million) went to 
social media and keyword advertising

The share of radio has increased steadily from 6 
per cent to 9 per cent

Due to the increase in advertising investments 
in radio and audio and more long -term -oriented 
planning, the attention value, impact and ROMI of 
audio advertising have developed positively

EUR 1,018 

million
EUR 763 

million

Source: Kantar Ad Intelligence 2025 (online media covers investments in Finnish online media, the graph does not include inve stm ents in social media and search engine 
advertising) 



Audio reaches more than 90% of Finns
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Audio reaches almost the entire population

The reach of digital audio is growing rapidly
both among the entire population and especially 
among 25ς54-year-olds

The significance of digital audio increases every 
year. It complements the reach of FM radio 
especially among the younger target group

Source: Finnpanel KRT 2019ς2025. Digital audio covers the listening of online radio, music, podcasts and radio programme recordi ngs on 
domestic and foreign platforms.



The results of audio advertising are growing rapidly

Source: Dagmar 8/2024, ROMI database (over 200 modelling instances) and Campaign research database (1,200 campaigns)

In the 2020s, the results of audio advertising have grown 
significantly

attention value (28%) is the second best out of the 
different types of media after TV advertising

the half - life is the highest out of all media. The half - life is 
1.4 weeks, after which the effect of advertising on sales or 
website traffic is halved

ROMI 5.1 is the best out of offline media types

The strengthening results of audio advertising have been 
influenced by higher -quality advertising content and the more 
prevalent use of Audio Branding, among other fact ors. Audio is 
also used in advertising in a more long -term and strategic way .

The increase in the share of advertising investments in audio 
has clear positive effects, particularly on attention value and 
ROMI

23%

28%

2000-2019 2020-2024

Attention value of 

audio advertising

1

1,4

2012-2023 2020-2023

Half - life of audio 

advertising (weeks)

4,7

5,1

2012-2021 2012-2023

ROMI of audio 

advertising



Source: Kantar Mind Consumer 2024, Finnish Media Day/Minutes by media group %, all 15 ς74-year-olds 

In 2024, on an average day, Finns spent almost 9 hours and 15 minutes on 
various media

More than one fifth of the media day was spent on audio media

For audio services, the most time  was spent on listening to the radio 
during broadcast hours (FM radio and online radio), accounting for 64%

Digital audio services accounted for 50% of Total Audio consumption 

Digital audio media include online radio, audio and podcast services and 
music streaming services

Total Print 
16% 

Total TV 
43% 

Total Audio 
22%

Others 
19%

22% of the media day of a Finn was spent on audio



Listening to digital audio increases 
the reach of FM radio

Source: This is how Finns listen 2024, Nepa & IAB

ά¢Ƙƛǎ is how Finns listen 2024έsurvey conducted by IAB and 

Nepa also investigated the  consumption of digital audio

Audio reaches people through multiple channels and adapts 

to different listening habits and needs

FM radio has the largest reach out of all audio media, while 

music streaming has the second largest reach. The reach of 

podcasts and web radio stations is stable

The additional reach of internet radio, on -demand content 

(podcasts and recordings of radio programmes) and music is 

already significant for FM radio, especially among the younger 

target group
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Commercial radio has a high reach
in all age groups

Commercial radio is excellent in reaching Finns

Reach of commercial radio (per week)

66% of Finns (9+)

72% of 25ς54-year-olds

People spend a long time listening to commercial radio. The long 

listening times enhance the reach and impact of advertising

Time spent listening to commercial radio (per week)

All Finns 10h 52 min (9+)

25ς54-year-olds 10 h 21min

Source: KRTonline annual report 2025



Investments in the domestic media market decreased by 3 %,
the decrease in audio advertising investments was smaller, at 1%

575 

950 

2 280 

2 287 

2 431 

3 965 

4 050 

4 101 

4 613 

5 971 

15 560 

16 908 

Clothing and apparel       -8,8 %

IT, audio and video   24,2 %

Telecommunications   5 %

Media and publishers -13,6%

Pharmaceutical products    9,5 %

Vapaa-aika ja urheilu  -11,3 %

Finance  -6,9 %

Travel and transportation   -7,5 %

Food products   5 %

Automotive    4,4 %

Other industries  2,9 %

Retail trade  4,1 %

Investments in radio advertising by industry in 2025

Source: Kantar Ad Intelligence 2025

The year was challenging for advertising, and the market declined 

for the third year in a row, which also affected investments in 

audio advertising.

Investments in Total Radio amounted to EUR 68.4 million 

in 2025

The share of FM radio advertising was EUR 63.9 million, 

and the share of digital advertising was EUR 4.5 million

The percentage of radio advertising in Finnish media 

advertising was 9%

In media marketing including search engine and social 

media advertising, the share of radio advertising was 5%

*Total Radio includes FM radio advertising and digital advertising sold by radio 

stations.

EUR KChange compared to 

2025, %



Industries that invested in audio advertising
significantly more than the average

In 2025, seven industries invested in audio advertising significantly more than the average.

Industries and share of audio advertising in media advertising:

13%   Travel and traffic

13% IT, audio and video

11% Financial sector

10%   Leisure and sports

10% Teleservices

10% Cars

10% Media and publishers

Source: Kantar Ad Intelligence 2025



Commercial radio has a massive reach among the age 
groups with the most consumption power
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Weekly reach of commercial radio %

Average earned income and capital income of Finns 

and the reach of commercial radio (%)

Sources: Finnish Tax Administration: Earnings and capital income in 2024, Finnpanel KRT Online 2025, Statistics Finland: Assets, liabilities and income of households 2023

According to the Tax Administration's earned income and capital 
income report for 2024, the age groups with the most 
consumption power are 35 ς54--year-olds and 55ς64--year-olds

Commercial radio has excellent coverage among these groups 
with the most consumption power

When wealth is also taken into account, the wealthiest are those 
over the age of 55, with a median net wealth of EUR 180,000 per 
person. For 35ς44-year-olds, the median net wealth is
EUR 66,000, and for 45ς54-year-olds, it is EUR 151,000



!ŘǾŜǊǘƛǎƛƴƎ ƛƴ .ŀǳŜǊ aŜŘƛŀΩǎ ¢ƻǘŀƭ !ǳŘƛƻ ƴŜǘǿƻǊƪǎ ƛǎ
noticed and has an effective impact on the purchasing path
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Spot campaigns 2023-2025 Total Audio campaigns 2024-2025

AWARENESS CONSIDERATION EFFECTIVENESS

Source: RAM attention value and impact studies 1/23 ς12/25, number of spot campaigns studied: 215

Number of Total Audio campaigns studied: 29

Bauer Media's Total Audio comprises radio, digital audio and Retail 

Audio

The median results of Total Audio campaigns are better in post -

measurement studies than the median results of other spot 

campaigns:

Attention value: +13% 

¢ƻǘŀƭ !ǳŘƛƻΩǎ ŘƛǾŜǊǎŜ ƛƴǘŜǊŦŀŎŜǎ ƛƴŎǊŜŀǎŜ ŀŘǾŜǊǘƛǎƛƴƎ ǊŜŀŎƘ ŀƴŘ 

attention value

Concentration: +5%

!ǳŘƛƻ ŀŘǾŜǊǘƛǎƛƴƎ ŎŀǘŎƘŜǎ ǘƘŜ ƭƛǎǘŜƴŜǊΩǎ ŀǘǘŜƴǘƛƻƴΣ ŀƴŘ ŘƛƎƛǘŀƭ 

audio in particular enables focused and undisturbed listening

Purchase intent: + 31%

Audio advertising is effective due to its high attention value and 

consideration. The strength of Retail Audio is that people hear 

the message close to the point of purchase

With Retail Audio, the audio market has evolved towards a more 

multi -channel and situational media that

works throughout the client journey

is scalable to different environments

combines brand impact and the point of purchase



The internet of the new era

Have you heard of the dead internet theory? 

According to it, the internet is increasingly full of AI -generated content and there is less 

real interaction between people than before. 

We are living in a time of rapid change, where the importance of context is 

emphasised and reaching the right human contacts is more valuable than 

ever. Mental availability is key.

More content is being created than ever before. More than half of new content uploaded 

to the Internet is AI -generated (Graphite, 2025), and in 2025, AI -generated news content 

exceeded the amount of human -generated content. At the same time, people still have 

the same 24 hours in a day. According to the wildest claims, up to 56% of digital 

advertising impressions never reach humans (Ahrefs, 2025). 

How can an advertiser make it in the era of content noise and AI slop?
Laura Björkskog

Head of Digital Ad Operations at
Bauer Media Audio



Sticky Entertainment supports mental availability

An advertiser can strengthen their mental availability by favouring formats that leave an impression. However, there 

is surprisingly little talk about the balance between media choices.

In 2026, will we live in a world where people have eyes but no ears?

The so-called Sticky Entertainment works. Infectious content attracts the attention of the audience and engages 

them with it.

Audio is particularly effective in this, as it activates the entire limbic system, challenging us to use our imagination.

What kind of digital advertisement can capture our undivided attention if only for a few seconds? 

Not many can. That is why digital audio advertising is an interesting exception.

Audio plays a special role in an era where much of the content on the internet is hastily produced and easy to skip. 

Sound awakens emotions, leaves an impression and activates emotional memories. It speeds up brand recognition 

and improves the effectiveness of advertising.

The internet of the new era



Retail Audio ςa decisive factor at the point of purchase

Audio works best when it is used in a diverse way on all platforms, as part of a coherent 

whole. This multiplies the impact of audio. Launched as the first of its kind at the European 

scale on the Finnish market, Retail Audio has proven its effectiveness in an audio campaign. 

άOur research showed that a major food advertiser Ωǎaudio campaign with 

Retail Audio had a 30% higher activation impact than other campaign media. 

The net reach and attention value increased significantly. έ

Arja Suominen , Media Investment Director at Dagmar 

Our Total Audio survey (Q4/2025) also showed encouraging results in a very different 

industry. 

άThe memory traces and impact of audio advertising are particularly high. 

Also in the retail environment, 

where the advertiser recognition rate was 76% and purchase intent 50%. έ
Isko Lappalainen, Head of Brand & Marketing at Oomi

{ƻǳǊŎŜǎΥ w!aΣ !ǘǘŜƴǘƛƻƴ ǾŀƭǳŜ ŀƴŘ ƛƳǇŀŎǘ ǎǳǊǾŜȅΣ млκнлнрΣ ŎƭƛŜƴǘǎΩ ƻǿƴ Řŀǘŀ ϧ ōǊŀƴŘ ǘǊŀŎƪƛƴƎ

Outi Hilakari
Head of Retail Audio at

Bauer Media Audio






























