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The power of content
There are many ways you can use content to bring visitors to your website and develop a following for your 
brand. When you see or hear the term "content marketing," chances are the first thing you think of is written 
content like blogs, articles and social media posts. These are all excellent forms of what we today call inbound 
marketing--content written to bring visitors to your website and, often, into your sales funnel.

But providing written content isn't the only great way to reach the masses, build a following and initiate 
relationships. Podcasting is an excellent way to engage your audience, provide helpful information and support 
your brand.

A podcast is an audio program that’s posted online, downloadable to computers and mobile devices and 
available 24/7. People listen to them in a wide variety of environments: while traveling or commuting, at the 
gym, walking or running, at home or in their workspaces. Really, anywhere.

For companies, businesses and organizations, podcasts present an excellent opportunity to create meaningful 
connections with your audience. Numerous existing podcasts have proven that if you create a program that 
appeals to and engages your audience, produce and distribute it on a consistent schedule, infuse it with quality, 
and promote it in a smart way, you can build a following and make money. But you have to commit the time, 
creativity and energy. 

I wrote this ebook because I’ve been involved in media production for a few decades, and podcast production 
since about 2008. This is a medium that has power and can be effectively leveraged for success. If you do 
content marketing for your company or plan to start as a way of engaging and possibly entertaining your 
audiences while motivating visits to your website or sales funnel (where you can continue the relationship), this 
ebook is for you.



How popular are podcasts? Read on.
According	to	the	most	recent	data	available	in	2019,	there	are	750,000	podcasts.	As	of	June	2019	there	are	
more	than	30	million	episodes	available	online.

The	website	podcastinsights.com	reports	the	following:

 • 70% of the US population is familiar with the term podcasting, up from 64% in 2018 (Infinite Dial 19)
 • 50% of all US homes are podcast fans (Nielsen, Aug 2017)
 • 51% (144 million) of the US population has listened to a podcast, up from 44% in 2018 (Infinite Dial 19)
 • 32% (90 million) listened to a podcast in the last month, up from 26% in 2018 (Infinite Dial 19)
 • 22% (62 million) listen to podcasts weekly, up from 17% in 2018 (Infinite Dial 19)
 • 16 million people in the US are “avid podcast fans” (Nielsen Q1 2018)
 • 56% of podcast listeners are male
 • 45% of monthly podcast listeners have household income over $75,000 vs 35% for the total population
 • 27% of US podcast listeners have a 4-year college degree vs 19% for US population

The same website also says that:

 • 49% of podcast listening is done at home, down from 51% in 2017
 • 22% listen while driving (in a vehicle), same as 2017
 • Podcast listeners subscribe to an average of 6 shows
 • Podcast listeners listen to an average of 7 different shows per week, up from 5 in 2017
 • 80% listen to all or most of each episode, down from 86% in 2017
 • Podcast listening on a computer went up from 29% to 31% (smartphone listening went from 71% to 69% 

respectively)
 • 19% of listeners increase the speed (listen faster)
 • 65% of monthly podcast listeners have been listening for less than 3 years
 • Comedy is the most popular podcasting genre, followed by education and news

http://podcastinsights.com
http://podcastinsights.com
https://www.podcastinsights.com/best-music-production-desktop-computers/
https://www.podcastinsights.com/best-music-production-desktop-computers/


Podcasting: the new radio?

Podcasting began in 2003, when Matt Schichter launched a weekly audio interview show called The BackStage 
Pass. The program featured recorded interviews with musical performers representing a range of genres and was 
transcoded for online streaming. The following year, former MTV VJ Adam Curry introduced an audio program 
entitled Daily Source Code. From there, online audio programming became a “thing.”

These early podcasts were like radio radio shows that you accessed through your computer or MP3 player. 
Although MP3 players had been around since the mid-1990s, they were almost exclusively used for listening to 
music. So it would take nearly a decade before someone figured out that something other than music might be 
of interest to people who’d bought the devices.

Today, there are hundreds of thousands of podcasts available at a simple click, with subject matter that runs the 
gamut. It's been estimated that 90 million Americans are listening on a monthly basis.

It's a democratic form, and one that is unrestricted and unregulated. Anyone can podcast. They're produced by 
major media companies, by college students in their bedrooms and by hobbyists in their spare rooms and 
garages

As podcasting listening has continued to grow in popularity, numerous companies of all sizes and types—major 
corporations, small businesses, nonprofits, and others—have launched their own podcasts. They also now 
sponsor podcasts as advertisers, just as they once did on radio. A number of them have become very popular and 
have attracted large numbers of subscribers. 

Although other forms of media have been introduced since podcasting began, podcast production  continues to 
grow and thrive. Listeners can download, tune in and tune out whenever they want. 

For travelers, podcasts are the new media version of books on tape. For others, they provide virtually unlimited 
learning, entertainment, inspiration and more. Whatever your interest, there's almost certainly at least one 
podcast, and probably others, that appeal to it.



How podcasting can benefit
your company or organization

For	the	business	owner,	brand	manager	or	marketing	professional,
podcasts	can	offer	excellent	beneFits:

• A podcast enables you to provide content in a format that you can shape for maximum listener 
enjoyment. It's your own radio show.

• A podcast can help you build or serve to reinforce your company’s brand.

• A podcast is a powerful form of content marketing that can deliver visits to your website, landing page 
or sales funnel.

• It offers you the opportunity to provide information to listeners in a way that's engaging and 
entertaining. If people like your podcast, they will subscribe to it (for free) and listen to additional 
episodes as they're created.

• Although a podcast isn't a sales vehicle in and of itself, it can be monetized.

• It offers the opportunity for you to position yourself as an authority in your field and provide thought 
leadership on an ongoing basis.



It's relatively easy to create a podcast
—technically speaking

A podcast can be an excellent investment for companies and organization of any size because it enables you to 
literally create your own radio show on which you can talk about anything you want, at an investment that's 
really modest. Plus, you can record it anywhere you can put or take a laptop. From a technical standpoint it’s 
relatively easy to accomplish.

On the other hand, starting and maintaining a podcast that embodies quality, consistently sounds professional 
and engages listeners requires a degree of time, creativity and personality. We’ll get into that. But first, from a 
technical standpoint, to create a podcast, all you really need are the following things:

• A good idea that will translate effectively, and on a consistent basis, to audio content that's engaging and 
listenable. Do some searches online and in iTunes to learn who else might be doing podcasts on topics 
that are similar to yours. Listen to a few of them to get an idea of how others are approaching your topic. 
If no one else is covering your topic in the same way you plan to, you’ll have a unique point of 
differentiation.

• Some time. Planning, scheduling guests, recording, editing, and posting your podcast online all take 
time. Be prepared to invest the time or hire someone to do this on your behalf. It’s a very worthwhile 
endeavor and it’s worth the time investment. If time is an issue, though, you’ll need to consider how to 
keep your podcast going on an ongoing basis.

• A decent-sounding microphone that plugs into the USB port on your computer. I like (and own) 
the Blue Yeti microphone which costs a little over $100 and provides excellent audio quality. I also 
record in two stages. Because I conduct interviews on location, I go to meet the subject with a portable 
audio recorder, a Zoom H4N, and conduct the interview using that. Back at the studio I later upload the 
audio file to my computer and use the Blue Yeti to record the show opening and closing content. I then 
mix the audio components in audio software. Which leads me to . . .

http://www.bluemic.com/yeti/
http://www.bluemic.com/yeti/


• An audio recording and editing program. Apple's GarageBand is one, if you use a Mac. You can 
easily download and install Audacity, a free, open source application that works on both Mac and PC. 
It's super-easy to edit and add music in Audacity, too. All of the computer-based audio editing programs 
allow you to upload and work in separate tracks, just like how it works in recording studios. This gives 
you the opportunity to use a separate track each for your introduction, theme music, interview audio, 
program closing, and any other audio you wish to include.

• A pair of headphones. You don't need to invest in expensive Beats or Bose products, as good as they 
are. You can find inexpensive ones at you local Target or Best Buy. If you want, you can also use your 
smartphone or MP3 player earbuds.

• A web host. You’ll need to place your podcast episodes on a web server to be “hosted.” A web server is 
a special kind of computer that serves as a home for your podcast. You won’t buy or own the server, just 
rent space on a site that makes it available. There are many web hosts that offer this service. For 
example, I use a site called Sound Cloud. You’ll want to purchase a hosting plan that will accommodate 
your audio files (which are large) as well as the amount of data that will be transferred when listeners 
download your files.

• Music. To make your show sound polished and professional, search online for free stock music files that 
you can use as musical intro, bumper and closing music. Even better: ask a musician friend to create a 
brief theme for your show in exchange for a credit during the show. 

• Optional: a spoken introduction. Ask a friend who has a good speaking voice to record an brief 
introduction for you. Then, you'll have an announcer like Kimmel and Conan. 

http://www.audacityteam.org/
http://www.audacityteam.org/


Learn the landscape

When I was in college I worked as a host, producer and interviewer at my campus radio station. a 25,000-watt 
National Public Radio (NPR) affiliate that had a solid listener base. Working there, my fellow aspiring 
broadcasters and I learned countless things about how to create "good radio.” From planning shows and specials 
to writing on-air copy that was engaging and interesting, to producing audio, packaging programs, interviewing 
guests of all types, to developing our vocal skills, we did it all. 

Radio has changed a lot over the years, and when computers, mobile devices and broadband connections started 
becoming commonplace, podcasting began. Today, the medium continues to flourish, providing listeners with 
alternatives to terrestrial and satellite radio and many podcasters with a platform, a content marketing 
opportunity and an additional revenue stream. 

Over the past several years, many companies and organizations have launched and continue to produce podcasts. 
Several years ago when I worked in marketing at a prominent museum, I created my first podcast—an interview 
with the museum’s curator about a major exhibition that was about to open. Since then, I’ve written and 
produced many others. I still do. The information in this ebook will help you create and manage your podcast. 

If, by some chance, you're not presently a podcast listener, visit the iTunes Store and scan the charts to learn 
what podcasts people are listening to. Also, search on topics related to the topic you intend to cover with your 
podcast, to learn what the "competition" is doing. 

If you search on "photography" for example, you'll uncover a ton of podcasts related to every possible aspect of 
photography: interviews with professional photographers, how to start a photography business, photography 
exhibitions at museums, how to take better pictures, and news about new gear are just a few of the approaches 
you'll find under that subject. 

Listen to a few of them to get an idea of how they sound. Think about the podcast you want to have while doing 
this, and how yours might sound.



How to plan your podcast
Determine the topics you want to cover. Consider what topics and audio approach will likely interest and 
engage them. If you own a skateboard shop, your approach will be more fun, edgy and rebellious than, say, a 
podcast by a more reserved doctor or financial planner. Most important: Your topics should be of interest to 
your target audience, so they'll subscribe to your podcast. 

Just as important, though, is that you'll want your podcast to reflect your own unique or distinct viewpoint so 
you're offering something different from other podcasts. Many podcasts are presented as interviews, and that's 
what you'll want to do as well. No one wants to hear the same person talking for a long time, and having two or 
more voices is just much more interesting and appealing to the ear.

Determine your ideal format and time length. It's difficult to predict an ideal length because that really 
depends on how entertaining or captivating your podcast is and how long your audience is willing to listen. 
Podcasts can run from two minutes to more than an hour.

If you're new to podcasting, start with ten or fifteen minutes if you can do that, then modify as you gain more 
experience. An entertaining ten-minute podcast will be more satisfying to the listener than a half-hour show on 
which the host drones on and on. If that happens, listeners will immediately tune out and never come back. 

Repurposing other audio. There are some schools, universities and professional organizations that record 
speakers’ presentations and package them as podcasts. This can work as long as the recorded audio is of decent 
quality. For a podcast, though, you’ll want to package them with an opening and closing that adds polish.



Arranging interviews
Make a guest list. Create a list based on the subject matter of your podcast. Maybe there are people you admire 
in your area of interest or those who have fascinating stories to tell. Authorities, experts and interviewees come 
in all shapes and sizes, and can be authors, businesspeople, political figures, professors, or even the guy down 
the street who's doing something that will likely intrigue your audience. 

Your interview subjects can be local or far away, thanks to services like Skype that easily enable audio and 
video connections (with excellent quality, by the way) via your computer. 

You do want to consider guests who will bring something substantial and worthwhile for listeners that enhances 
your show and makes it interesting, fascinating, engaging, and entertaining. This is the same principal used by 
TV talk show bookers.

Thanks to the widespread proliferation of podcasts in recent years, many coveted interview subjects and their 
PR representatives are now recognizing podcasts as legitimate media outlets. Tom Hanks has appeared twice on 
one popular podcast and no less stellar names than Mick Jagger, Keith Richards and President Obama have 
appeared on another podcast. 

While you won't likely get Hanks or the Rolling Stones to appear on your fledgling podcast, it's a fairly easy 
process to book desirable guests if your request is made in a respectful, professional and patient manner. 
Depending on the person, you may need to call his or her publicist or public relations representative. On the 
other hand, there are podcast hosts who connect with and book guests via their social media channels. Prepare 
to be patient and flexible as well, because many people have busy schedules. With some guests, you will need 
to be persistent.

Start making contacts. Developing relationships with public relations firms, publishing companies, record 
labels, and other organizations that provide access to guests and their projects can help you get suggestions and 
pitches for potential guests, and forming relationships with them can sometimes get you difficult-to-book 
guests. 



They can also get you access to other people or personalities who have the same representation. One time, 
many years ago, I requested an interview with Elvira (a.k.a. Cassandra Peterson), the horror TV host, for a 
Halloween-themed radio program I was writing and producing. The interview was arranged, and Peterson 
couldn't have been lovelier. Her manager at the time also asked if I would consider interviewing another of his 
clients for my daily radio show, a then-little-known writer and actor named Paul Reubens, who would shortly 
become widely popular as an original character he created named Pee Wee Herman. 

Over the years I’ve interviewed countless people, from public figures in a wide variety of fields to newsmakers 
and people with interesting stories to tell. In some cases, they were people who were in high demand. As long 
as you approach them in a professional manner, you’ll have an excellent chance to secure an interview with 
them, depending on their availability.

You never know whom you might get an interview with. One day years ago, a note came over the wire (a media 
alert sent to radio and television newsrooms) about a benefit event for a social service facility in New York City. 
The event was being hosted by former 1960s political activist Abbie Hoffman, who at the time was doing 
community service at the facility. This is a person who had gone underground for many years and changed his 
identity, and only recently had emerged. I called the facility and asked if I could speak with Hoffman. The 
operator called for him, he picked up the phone and I asked him if he would consent to an interview. He said 
“sure,” and I started the recording and interviewed him right then and there.

For your podcast, you can determine which people and representatives will be worth connecting with by 
searching online regarding the types of guests you want to book. Don't ever disregard trying to book someone 
you really want. In most cases, where there's a will, there's a way.



Packaging your podcast
If you're planning a podcast for the purpose of creating awareness of yourself, your brand or your company, 
you'll want to ensure that your podcast supports your company's brand; in other words, what you're known for 
or want to be known for. This means finding ways to shape your podcast so every episode has a logical, brand-
based reason for existing. 

Author and marketing expert John Jantsch does a great podcast called Duct Tape Marketing, and each episode 
reflects his low-cost approach to marketing. On So Money, which is about personal finance for young 
professionals, author and host Farnoosh Torabi provides smart financial advice to her young adult audience and 
also interviews guests who inspire and educate them. 

What does this mean for you? Say you make and sell really good quality furniture, not cheap knock-offs. 
Maybe you'd do a show about the high degree of craftsmanship used to create chairs that rival those owned by 
Louis XIV. In the process, you demonstrate your authority regarding that craft.

Go to iTunes and listen to a variety of business podcasts to get an idea of how they’re being produced and 
packaged. Note how the podcast begins, progresses and ends. Listen for brand-based language that emphasizes 
and supports the company’s (or individual’s) brand.



Formatting your show
With a podcast, as with any broadcast or digital program, you'll want to think about how to sequence it, 
beginning middle and end.

• Do you open with a short bit of production music acting as a theme of sorts, and, if so, should it just be 
music or should you have there be an announcer-type introduction spoken over the music?

• Maybe you want to start the podcast with a cold open--no theme, just you talking and away we go.

• For the content part(s), will you introduce the guest and begin the interview, or will you have a brief 
segment before the interview?

• Next, what should the main part of the podcast sound like--just an interview or a few segments?

• Finally, what message will you use to close the podcast?

All of these decisions are up to you. There's not a right or wrong answer, and as you listen to other podcasts, 
you'll hear things you like and don't like, and will be inspired or influenced to use techniques that you believe 
will enhance your show. Your only objectives are to do what you believe best serves the program and what will 
most likely, in your opinion, hold your audience's interest as long as possible.



Getting good audio
As mentioned above, you don't need an expensive microphone to record a podcast, but you do need to consider 
the surroundings in which you'll be recording. 

If you conduct interviews in an unfamiliar location, say, while on a business trip, at an interviewee's office or in 
a coffee shop, listen to the room's ambient sound with headphones before you hit record. Most mics will work 
just fine, but it's the large rooms with bare walls that will cause the sound to bounce all over the place. What 
you'll hear through the headphones is a hollow sound, as through you're recording in a tunnel. This makes it 
very different to hear what's being said, and it's annoying to listeners. 

If you detect such a sound quality, ask if it's possible to move to a different location. If that's out of the question, 
a second alternative is to move the mikes closer to your mouths. 

Finally, check your recording levels in Audacity or whichever application you're using to ensure the best 
volume.



Hosting your podcast
Think about radio shows and podcasts to which you like to listen and ask yourself what it is about them that 
interests you and makes you want to tune in or download them. For me, personally, I enjoy listening to 
programs that are infused with some cleverness or humor. 

Here’s the thing. Hosting an audio program requires that you be aware of certain things. For one, you need to be 
able to speak clearly and articulate your words. You’ll also need to be energetic and not sound like you’re 
reading from a script, even though you may be. If you’re not using a script, you’ll want to avoid using filler 
words like “ummm...”

Also, consider any speech habits you might have that could use some modification. When I heard the first news 
report I recorded during my college radio days, I was surprised to discover that I had a bit of a regional dialect. 
Through college phonetics classes I was able to eliminate it, but I had to hear it first on tape to even realize that 
it was even there.

By all means, though, be yourself. Maintain a good level of energy, say your words clearly and with conviction, 
allow your voice to naturally fluctuate, and practice your style until you feel comfortable going before the 
microphone. Allow your personality to shine through. Enjoy what you’re doing and what you’re learning. Ask 
yourself, "Would I want to listen to me?" 

You might not find it easy to speak on mic at first. That’s okay. You will get more comfortable the more you do 
it. 

This leads to another scenario. You might determine or discover that you're not the podcast-host type, but that 
someone else in your company or a friend who has personality and intelligence would be the perfect host. In 
that case, maybe you delegate the producer and behind-the-scenes duties to yourself. 
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The art of the interview
The very first interview I ever did back in my early radio days was with a popular movie actor—a teen idol of 
the time—who had co-written and starred in a new film that was about to open. I walked into his hotel suite 
with a tape recorder and a list of questions.

I was brand new at this and wanted to do well, and although I was prepared with questions—substantial ones, 
not gossipy ones (this was public radio!)—I didn't realize the importance of listening to his answers and 
following them up with deeper questions. So I asked, he answered and I captured it all on tape. He was very 
nice and gracious.

Following the interview, and clearly recognizing my inexperience, he gently suggested that for future 
interviews I become more fully engaged and conduct a conversation rather than a Q and A session. Listen to 
what the interviewee is saying and ask additional questions based on his or her answers. I took his advice and it 
made all the difference over the many years and countless interviews that followed. Preparation is important, 
but good listening skills are equally necessary.

And speaking of preparation. Once you've determined your program's format and have lined up your first 
interview subjects, get to work researching your guests. Preparation is both essential and professional. If your 
guest is an author, read his or her books and make notes. If you're going to speak with a newsmaker, become 
very familiar with what he or she is currently doing to warrant news coverage. 

Interview subjects will appreciate your thorough preparation, too. Once, I was asked to pinch hit for a colleague 
and interview an author, literally about a half-hour before he was scheduled to arrive at the studio. Fortunately, I 
had read the author's books when I was in high school and really enjoyed them. During the interview, which 
was a blast for me, I got to ask him about how he created the characters and the stories. A few weeks after the 
interview, he sent me a nice letter thanking me for knowing so much about his books. It was truly a coincidence 
that I did, but from his standpoint it was interview time well spent. 



Uploading your podcast
If you decide to use the free Audacity platform to produce your podcast (and it's really easy to use), plan to 
create and package a few finished programs to start so you're posting more than one to start. 

You can find lots of detailed information online about the nuts and bolts of what you'll need to do from a 
technology standpoint to take your podcast from your computer to the public, but in a nutshell, it's this:

• As I’d mentioned previously, your podcast will need to be hosted on a web server, much like a website 
is, so you'll need to upload your audio podcast files to the server, where they will reside so people can 
download them.

• You'll also need to write some information about each podcast, including its title, a description, time 
length, and a few other details, to create the podcasts' RSS (Real Simple Syndication) feed, which 
enables the episodes to be syndicated.

• Once all this information is in place for each podcast, submit the podcast feeds to Apple for review and 
inclusion in the iTunes Store. What many newbie podcasters might not realize is that while Apple makes 
your audio files available for download, it doesn't actually host the files themselves, but makes them 
available to users for download via the RSS feeds you created on the site that’s hosting them. Another 
thing to be aware of is that Apple is highly specific about how you write the information for the feed. 
You will definitely want to explore their most current guidelines before submitting, just to ensure that 
you’re doing everything correctly.

• After this has been done, check out podcast aggregation platforms like TuneIn Radio, Downcast and 
others and submit to them as well.



A few words about consistency
We all get busy. When that happens it’s easy to re-prioritize our to-do lists. Unfortunately when that happens, 
you might find yourself skipping your podcast for a week or two . . . or three. 

Try not to do this. Once you begin podcasting and as you begin developing a base of listeners, they’ll be 
watching and waiting for your podcast. And you'll want to give them something to which they can look 
forward. Once you determine the podcast format, how often you'll post, and time length that works well for 
you, plan a schedule. The, stay with it.

While you may enjoy the challenge and the process of podcasting, it does takes time and effort. Occasionally, a 
guest might cancel or ask to reschedule his or her interview. It happens. If you do commit to podcasting, be 
consistent. Also, set the bar high for podcast quality and stay with it.



Promoting your podcast
You’ve invested your time and talents, produced some shows and posted them online. They’re optimized for 
search and ready to be downloaded by everyone who has access to a smart phone, iPod, iPod, or computer. If 
you build them, they will come, right? Well, no.

Once posted, it’s imperative that you promote your podcast. Not just once, either, but every time you post a new 
episode. You want to build listenership, and you’ll need to do that if there’s even the slightest chance of earning 
money with it (see next section.)

Now is the time to put on your marketing, public relations and social media hats and start spreading the word to 
potental listeners. There are a number of ways to do this and several channels and platforms you can use. You’ll 
want to leverage every one of them. 

They include the following:

• Post a link to your podcast on your website
• Talk it up on your social media channels
• Ask your employees to promote it
• If you interview guests, encourage them to share links on their social media channels
• Write about it on your blog
• Include it in your enewsletter
• Ask your listeners to provide comments about it on iTunes.

Also, be sure to respond in a timely manner to your listeners. Once you've begun publishing your podcasts, you 
might begin getting emails and social media connection requests from people who have discovered your show. 
Respond to each comment sincerely and in a genuine manner. Ask them to tell friends with similar interests 
about it. As listeners respond, you may get criticism as well. Be open-minded, learn from them and consider 
applying reasonable suggestions if you believe that the podcast merits it.



Before a live studio audience
One way to gain attention for your podcast is by occasionally recording it in front of an audience. Photographer 
and entrepreneur Chase Jarvis does this all the time with his interview podcast. His studio is set up with a 
seating area so he can record in front of a live audience.

Don’t have a dedicated space? No worries. Why not find a public space like a cafe, ask if you can record your 
podcast there and promote the event. My friend Steve Cooper, who has been producing and hosting the popular 
CooperTalk podcast for several years, recorded some live audience podcasts at a popular North Hollywood 
coffeehouse. His guests were popular actors, and the then-owner of the coffeehouse was a well-known movie 
actor and musician who had previously appeared on an edition of Steve’s show that was recorded in a studio. 
The audience at the cafe show provided a cool, fun atmosphere that’s only possible at a live show.

The good things is that many venue owners will probably be thrilled to provide their location for a live podcast 
recording, in exchange for the promotion you’ll give them. All you have to do is ask. Also, it doesn’t have to be 
a business or retail location. Consider asking about the availability of a local library, bookstore or high school 
or college auditorium.



Monetizing your podcast
As with all media, there are ways you can earn money from your podcast. To be honest, it takes time and 
patience to get your show to a point where it’s able to be monetized. Most media outlets, such as television and 
radio stations, websites, and publications, earn their revenue from selling sponsorships and advertising.

Sponsorships.
Many podcasts today solicit paid sponsorships, meaning that a company, or sponsor, will pay a fee to be 
mentioned or advertised during the show, often as part of a brief commercial message read by the host that 
includes the sponsoring company's web address. Some podcasts run pre-recorded commercials, like the ones 
heard on radio.

To get to a point where you can successfully pitch companies or organizations on sponsoring your show, you’ll 
need to be able to explain to them the benefits they’ll receive as a paid sponsor. In the dollars-and-cents world, 
this means telling them how many of their potential customers (a.k.a. your audience members) will be exposed 
to their sponsor message during your podcast. In many cases, popular podcasts sell sponsorships based on a cost  
per thousand listeners

In the beginning, you won’t have many listeners, as every podcast needs considerable time to build its audience, 
and this is where patience on your part comes in. The exceptions to this statement are celebrity podcasts, which 
largely have built-in audiences that begin following them almost immediately. The vast majority of podcasts, 
though, don’t fall into this category.

What you can do, though, is pursue the possibility of co-presenting a podcast with a company that’s looking to 
raise its awareness. For example, if you’re planning a podcast that addresses medical topics, you could propose 
a co-presenting arrangement with a hospital, pharmaceutical manufacturer or a medical provider. While they’ll 
realize that your audience is still growing, they might be open to growing with you, so to speak.



Asking for donations.
Before you build a sizable audience, you can ask your listeners for donations to support your efforts. Often, that 
approach will generate revenue to help defray the costs associated with producing the show. One platform that 
has helped lots of podcasters is Patreon, which serves as a donation portal for its members’ shows. In exchange 
for support you can offer small, yet meaningful “thank you” items in exchange for donations.

Affiliate agreements.
Another way some podcasters are making a little money is through affiliate arrangements with various 
companies. Some podcasters arrange to have a promotional code listeners can use when making purchases on 
amazon.com and other ecommerce websites. The podcast then receives a small percentage of each sale during 
which this code is used. 

Sell premium content.
If you have content for which you believe your audience will pay, you can place it behind a paywall and charge 
for it. Podcasters refer to this as offering premium subscriptions, and it’s pretty easy to set up from a technical 
standpoint. To make such an effort successful, the content will need to be perceived by your audience as having 
strong value.

Sell related information products.
You can also promote via your podcast items or services that you sell, anything from professional services you 
provide to your latest book, ebook, video learning series you market, availability as a keynote speaker, and 
other opportunities.

http://amazon.com
http://amazon.com
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