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What We Did

Median Length of Interview: 

28:39 minutes

SmithGeiger conducted 1,242 interviews with 
Adults 18+ weekly TV and radio 

consumers throughout the state of Arizona.

86% qualified

2022 Release 
Interviews conducted between

Jan 18 – 29, 2022

2021 Release Interviews conducted 
between Mar. 27 – Apr. 14, 2021
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Geography Defined

Percent of completed interviews by geography among total sample of 1,242

Phoenix Metro

52%

Northern Arizona

14%

Tucson Metro

18%

Southern Arizona

16%



© 2022 SmithGeiger Research

Time spent with media in Arizona on a typical weekday

MB12: How much total time on a typical weekday do you watch, listen to, or read any type of news, sports, and entertainment content in each of the following ways? 

4:05

3:22

3:07

2:10

2:00

1:49

1:20

1:06

0:51

Total Time Spend with Media (this include media multi-tasking) 19:55

Paid streaming video subscription

Watching/visiting a local TV station on any platform 

Listening to/visiting an AM/FM radio station on any platform 

Streaming audio/satellite radio subscription

Cable TV

Newspaper or magazine (print or online)

Podcasts

National website or app

(0:37 National, 0:29 Local)

(2:37 Listening on Radio, 0:45 Digital Platform)

(0:35 Print, 0:44 Online)

Free video streaming (YouTube)

(3:45 on TV, 0:55 Digital Platform)
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Current media subscriptions in Arizona

S11: Which of the following services do you currently subscribe to? 

66%

54%

41%

38%

26%

15%

29%

22%

18%

22%

15%

18%

17%

7%

9%

10%

7%

65%

51%

40%

36%

29%

24%

24%

21%

20%

19%

18%

17%

17%

17%

15%

14%

13%

13%

12%

11%

7%

6%

5%

4%

3%

3%

2%

6%

Netflix
Amazon Prime Video

Hulu
Disney+

HBO Max
Spotify

Peacock
Amazon Music

Cable TV
Paramount+
YouTube TV

Pandora
Satellite TV

YouTube Music
Pluto TV

Tubi
Sirius XM

Apple TV+
Apple Music

ESPN+
Sling TV

SoundCloud
TV service from a phone company

DIRECTV STREAM
fuboTV
TuneIn

TIDAL
None of these

Apr '21

Jan '22

+14 +10 -20 -4 +9
-2 +11 -8 -4 +10

+19 +6 -19 +1 0
+20 +9 -23 -2 +6
+10 +9 -15 -4 +10
+19 +4 -17 -2 +5
-2 +7 -6 -1 +3
+1 +10 -10 -3 +9
-7 +1 +4 -4 +10
+3 +5 -6 -4 +8
+3 +6 -7 -3 +6
+3 +9 -10 0 0
-5 0 +3 -3 +9
+7 +8 -12 0 0
0 +6 -5 0 -1
0 +5 -5 +1 -3
-6 0 +4 -3 +7
0 +8 -8 -5 +12

+8 +3 -9 -3 +8
+3 +5 -7 -4 +10
+2 +2 -3 -2 +3
+5 +2 -5 -1 +3
+1 +2 -2 -2 +5
+1 +1 -2 -2 +4
0 +2 -2 -1 +3
-1 +3 -2 -1 +2
+1 +1 -2 -1 +2
-3 -3 +5 +1 -3

Age 
18-34

Age 
35-54

Age 
55+

HHI 
<$75K

HHI 
$75K+

2022 Difference from Total Respondents
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What media devices do Arizona consumers own?

S9: Which of the following kinds of devices do you own or use?

90%

79%

59%

56%

49%

44%

38%

26%

17%

1%

A smartphone

A computer or laptop

An internet-connected Smart TV

A tablet

Streaming device connected to a TV

AM / FM radio in home or office

A smart speaker

An antenna

A TiVo or other DVR

None of these

0 +1 0 0 +1

-6 -4 +8 -3 +9

-1 +6 -5 -5 +10

-3 +4 -1 -5 +13

+7 +6 -10 -1 +2

-14 -4 +13 -2 +6

+2 +9 -10 -5 +15

-6 +5 0 0 -2

-7 -3 +8 -5 +12

+1 0 -1 0 0

Age 
18-34

Age 
35-54

Age 
55+

HHI 
<$75K

HHI 
$75K+

2022 Difference from Total Respondents
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Social Media Use

S14: How often do you use each of these social media platforms? 

72%

72%

49%

32%

40%

37%

37%

28%

22%

17%

14%

13%

13%

14%

13%

13%

12%

73%

72%

48%

36%

33%

31%

30%

24%

21%

16%

12%

9%

8%

8%

7%

7%

7%

7%

52%

58%

38%

25%

19%

26%

27%

16%

14%

12%

8%

8%

8%

9%

8%

8%

7%

50%

54%

35%

25%

14%

21%

19%

12%

7%

8%

7%

3%

3%

3%

3%

3%

3%

3%

YouTube

Facebook

Instagram

TikTok

Pinterest

Twitter

Snapchat

Reddit

LinkedIn

Discord

Telegram

Rumble

Zello

MeWe

Parler

Clubhouse

Gab

2nd1st

Weekly Apr '21 (including daily) Weekly Jan '22 (including daily)

Daily Apr '21 Daily Jan '22
Age 

18-34
Age 

35-54
Age 
55+

“Weekly” 2022 Difference from Total Respondents

HHI 
<$75K

HHI 
$75K+

+20 +14 -27 +2 -3

+5 +6 -10 +1 -3

+27 +10 -28 -3 +7

+29 +9 -29 -1 +4

+15 +4 -15 -5 +10

+16 +7 -18 -4 +11

+31 +6 -28 -2 +6

+19 +5 -18 -5 +13

+3 +7 -9 -6 +15

+14 +6 -15 -4 +11

+6 +6 -10 -5 +12

+2 +5 -6 -4 +10

+5 +4 -7 -4 +11

+3 +5 -7 -5 +11

+3 +4 -6 -4 +11

+4 +5 -7 -4 +11

+2 +4 -6 -4 +9

+4 +4 -6 -4 +9
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News consumption changes in Arizona since April 2020

MB4: How much more or less are you using the following for news and information compared to a year ago? 

Despite pandemic and political fatigue, new consumption overall is on the rise in Arizona.

Age 
18-34

Age 
35-54

Age 
55+

More minus Less

Total

7%

6%

12%

10%

12%

8%

5%

9%

12%

11%

7%

12%

11%

8%

7%

10%

7%

10%

7%

12%

7%

14%

33%

30%

32%

23%

46%

21%

14%

20%

37%

32%

19%

40%

32%

17%

15%

27%

14%

16%

18%

29%

16%

30%

26%

25%

21%

18%

18%

16%

16%

15%

14%

14%

12%

12%

11%

11%

10%

10%

9%

9%

9%

9%

8%

7%

Less often The same amount More often

YouTube

Any streaming video subscription service 

Facebook

Messaging apps 

Local TV stations

Any streaming radio platforms 

TikTok

Instagram

Cable news, entertainment, or sports TV channels

Any national or international website or mobile app 

Any smart speaker 

Local radio stations

Local TV station websites or apps 

Twitter

Snapchat

Local radio station websites or apps 

Reddit

Pinterest

Satellite radio channels

Local newspaper websites or apps

LinkedIn

Any local newspaper

+19 +28 +23 +7

+19 +24 +23 +11

+9 +12 +17 0

+7 +5 +16 +1

+5 -3 +9 +7

+8 +12 +12 +2

+11 +20 +14 +1

+5 +10 +7 0

+2 -1 +1 +5

+3 +1 +4 +4

+5 +5 +6 +3

0 -4 +3 -1

0 -2 +1 -1

+2 +4 +4 0

+3 +3 +6 -1

0 -2 +6 -4

+3 +4 +5 -1

-1 -1 +2 -3

+2 -2 +6 +1

-3 -3 -4 -2

+1 +5 +2 -3

-7 -12 -4 -7
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Digging Into Weekday Arizona TV usage

MB12/MB13: How much total time on a typical weekday/weekend do you watch, listen to, or read any type of news, sports, and entertainment content in each of the following ways? 

2:00
Watching video from a free video
streaming platform like YouTube

1:45

1:25

0:55

Watching a local TV station for
entertainment or sports

Watching a local TV station
specifically for news

Consuming content from a local TV station
website, mobile app, or social channel

1:49
Watching a cable TV channel for
news, entertainment, or sports

Local TV 
Stations

4:05
h:mm

3:07
Watching a paid streaming
video subscription service

NEWS

ANY
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The evolving cable TV landscape in Arizona

Consumers who plan to 
buy an antenna in the 

next year

Consumers who 
own/use an antenna 

for local TV

Consumers with only an 
antenna    

(No Broadband, no Cable)

26% 20% 11%

Consumers with 
Traditional Cable

20%
9vs 2021

Consumers with 
Satellite Cable TV

17%
-5 vs 2021

Consumers with 
Digital/Streaming Cable

26%
+12 vs 2021

Consumers with no Cable
(Broadband Only)

32%
+7 vs 2021
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ONE-SHEET: How Arizona consumers use local TV in 2022

TRADITIONAL CABLE DROPS, DIGITAL CABLE CLIMBS

29%
22%

14%
20% 17%

26%

Cable TV Satellite TV Digital Cable

2021 2022

CONSUMER IMPACT OF ADVERTISING ON LOCAL TV STATION

35%

33%

30%

29%

26%

25%

24%

23%

22%

20%

20%

I’m more likely to remember ads I see on local 
TV than ads on other types of media

I tend to pay more attention to the ads I see on
local TV

When I see an ad on local TV, I feel like that
sponsor is supporting my community

The sponsors who advertise on local TV care
about my local area

I would rather buy a product that advertises on
local TV

I’m more likely to buy something I see 
advertised on local TV than on other types of 

media

I like a brand more if they sponsor my local TV 
station programs or one of the station’s local 

events

I have more confidence in a product or brand if
it advertises on local TV

I trust the advertisements I see on local TV

I feel more loyal to a brand that advertises on
local TV

I’m willing to pay more for a product from a 
company that sponsors my local TV station or 

one of the station’s local events

DISCOVERING NEW PRODUCTS & SERVICES

41%

27%

27%

22%

19%

TV commercials

Online ads

Social media ads

Free streaming ads

Print ads

Top ways Arizonans find out about new products or services

SOURCES FOR NEWS AND INFORMATION

50%

Arizonans use local TV news more than any 
other media source to stay informed. 50% of 
consumers say they use local TV news either 
multiple times a day or daily to stay connected.

• more likely to look favorably upon brands
• more likely to buy products/services
…of companies or brands that sponsor and/or 
contribute to TV community programs or events.

BUILDING DEEPER COMMUNITY CONNECTIONS

68%

Nearly half of Arizonans (40%) say local TV stations 
are the most connected source to their community, 
almost 4X higher than any streaming platform (11%).

Nearly 7 in 10 (68%) Arizonans say they are…

TIME SPENT WITH LOCAL TV (typical weekday)

4:05 Watching or visiting a local 
TV station on any platform 

(3:45 on TV, 0:55 Digital Platform)

LET’S COMPARE: Consumers spend 3:07 with paid 
streaming video and 2:00 with free streaming video

hours minutes

Any Local TV programming

LOCAL TV REACH (not just exposure)

81%

76%

64%

Adults 55+

Adults 35-54

Adults 18-34

67%

55%

42%

Adults 55+

Adults 35-54

Adults 18-34

75%
weekly

56%
daily

LET’S COMPARE: Streaming video daily reach is 53%

1 in 4 (26%) Arizonans currently
own/use a broadcast TV antenna

ANNTENNA USE AND OWNERSHIP

1 in 5 Arizonans plan to own/use a 
broadcast antenna in the next 12 months

12% 46% 18%

Less often The same amount More often Net more/less

+6

LOCAL TV NEWS CONSUMPTION RISING IN AZ
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Digging into Weekday Arizona audio usage

MB12/MB13: How much total time on a typical weekday/weekend do you watch, listen to, or read any type of news, sports, and entertainment content in each of the following ways? 

1:27

0:42

Listening to a streaming audio
subscription service

Listening to a satellite radio
subscription service

2:10
h:mm

Streaming audio/ 
satellite radio 
subscription

1:07

0:51

0:39

Listening to an AM or FM radio
station in your car for news,

entertainment, or sports

Listening to an AM or FM radio station
on your smartphone or computer
for news, entertainment, or sports

Listening to an AM or FM radio
station on a smart speaker for
news, entertainment, or sports

0:45
Visiting a local radio station website,
mobile app, or social media channel

2:37
h:mm

Listening to an 
AM/FM radio 

station

3:22
h:mm

Total time
AM/FM radio 

station
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How are people in Arizona listening to local radio?

MB15: How do you typically listen to a local AM or FM radio station?
* Asked “while in a car” only;      ** Asked “while at home” only

62%

21%

21%

19%

18%

16%

16%

11%

9%

4%

38%

From an AM or FM receiver in a car *

From a clock or table-top radio **

Directly from your smartphone

From your smartphone to a Bluetooth speaker

From a stereo system while at home or at the office **

From your laptop or computer via the internet

From a smart speaker

From your smartphone to a Bluetooth connection in your car *

From an integrated in-dash entertainment system *

Other

None of these

Age 
18-34

Age 
35-54

Age 
55+

2022 Difference from 
Total Respondents

-13 +1 +9

-7 0 +5

+9 +6 -12

+13 +5 -13

0 +2 -2

+8 +3 -9

+4 +4 -6

+9 +3 -9

+5 +1 -4

-2 0 +1

-2 -6 +7

Listening to a local AM or FM radio station is dominated by listening in a car (62%) regardless of age 
demographic. That said, younger listeners do notably over-index in listening via mobile and internet connections. 
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Home: tabletop radio or 
stereo system

Car: AM/FM receiver or in-
dash entertainment system 

Smartphone, Bluetooth, 
Smart Speaker, or Computer

Age 
18-34

Age 
35-54

Age 
55+

2022 Difference from 
Total Respondents

-9 +1 +5

+12 +9 -17

75%

44%

Terrestrial

Streaming

How are people in Arizona listening to local radio?
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ONE-SHEET: How Arizona consumers use local AM/FM radio in 2022

CONSUMER IMPACT: ADVERTISING ON LOCAL AM/FM RADIO

39%

37%

37%

33%

32%

32%

31%

30%

29%

29%

29%

28%

23%

When I hear an ad on a local radio station, I feel
like that sponsor is supporting my community

The sponsors who advertise on local radio
stations care about my local area

I’m more likely to remember ads I hear from a 
local radio station than from other types of 

audio ads

All else being equal, I would rather buy a product
that advertises on a local radio station

I tend to pay more attention to the ads I hear
during a local radio station broadcast

I feel more positive about a brand that has live
remote broadcasts from a local radio station at

their location

I am more likely to pay attention to a radio ads if
the local radio personality is endorsing the

product

I like a brand more if they sponsor a segment on
a local radio station

I have more confidence in a product or brand if it
advertises on a local radio station

I trust the advertisements I hear on a local radio
station

I feel more loyal to a brand that advertises on a
local radio station

I’m more likely to buy something advertised on a 
local radio station than on another audio 

platform

I’d be willing to pay more for a product from a 
company that sponsors a segment from a local 

radio station

TIME SPENT WITH LOCAL RADIO (weekday)

3:22 Total time with local AM/FM 
radio stations on any platform 
1:07 in car, 1:30 via device connection, 
0:45 on local radio website, app or social)

LET’S COMPARE: 
Consumers spend 0:42 with satellite radio, 1:06 with 
podcasts and 1:27 with subscription streaming audio

hours minutes

62%
From an AM or FM 
receiver or stereo in a car

21%
Directly from a 
smartphone

19%
From smartphone to 
Bluetooth speaker

21%
From a clock or 
table-top radio

16%
From a computer

HOW AZ LISTENS TO LOCAL RADIO IN 2022

75%

(Home: tabletop 
radio or stereo 
system. Car: 
AM/FM receiver 
or in-dash 
entertainment 
system)

44%

Terrestrial Streaming

(Smartphone, 
Bluetooth, 
Smart Speaker, 
or Computer)

SUBSCRIPTION TRENDS = PAID MEDIA FATIGUE?

26%

17%
15%

24%

12% 13%

Spotify Apple Music Sirius XM

2021 2022

• more likely to look favorably upon brands
• more likely to buy products/services
…of companies or brands that sponsor and/or 
contribute to radio community programs or events.

68%

Nearly 7 in 10 (68%) Arizonans say they are…

BUILDING DEEPER COMMUNITY CONNECTIONS

1 in 4 Arizonans (25%) say local AM/FM radio stations 
are the most connected source to their community, 
3X higher than any audio streaming platforms (7%).

20%
13% 11%

Local AM or FM
radio stations

AM/FM radio with a
DJ endorsement

Streaming audio
subscription services

DISCOVERING NEW PRODUCTS AND SERVICES

Nearly twice as many Arizonans discover new products and 
services from local AM/FM radio as compared to any streaming 
audio service.
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Sources to find out about new products or services in Arizona

CB1:Which, if any, of the following sources do you use to find out about new products or services in general? 
* Phrased differently in Apr ‘21

45%

45%

41%

34%

30%

30%

27%

23%

19%

18%

11%

11%

8%

43%

41%

41%

29%

27%

27%

24%

22%

21%

20%

19%

17%

16%

13%

11%

11%

9%

7%

Conversations with friends or family

Website search engine

TV commercials

Online reviews

Online ads

*Social media ads

*Social media posts from people within your network

Ads within free video streaming services

Company websites

*AM or FM radio ads

*Print ads

Social media posts from people outside of your network

TV segments

AM or FM radio ads featuring endorsement from local radio personality

Outdoor ads

Ads within free audio streaming services

Print reviews

None of these

Apr '21

Jan '22

Age 
18-34

Age 
35-54

Age 
55+

2022 Difference from Total Respondents

HHI 
<$75K

HHI 
$75K+

+2 -2 +1 -1 +3

+1 +2 -3 0 0

-12 +1 +7 0 +2

0 +2 -2 -1 +4

+3 +4 -6 +1 0

+12 +7 -15 0 -1

+13 +4 -13 -1 +1

+13 +2 -11 +1 -2

-6 +4 +1 -1 +3

0 +4 -3 -2 +6

-11 0 +8 -2 +4

+10 +5 -12 -1 0

-6 +4 +1 0 0

+2 +5 -6 -2 +5

+2 +3 -4 0 0

+7 +3 -8 -1 +2

-4 -3 +5 0 +2

-1 -2 +2 0 -2




