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Praise for Voice-Overs for Podcasting

“I feel very fortunate to have found Elaine Clark and was able to experience her coaching and directing firsthand. With my podcast at around 6 million subscribers, I figured there’s always room for improvement, and I clearly came to the right place. She gave me that added boost to really connect with my listeners.”

—Jordan Harbinger, host, The Jordan Harbinger Show

“I have been itching to dive into the world of podcasting for years with no idea how to go about it. And then, hello! Elaine Clark, whose books and coaching have guided and jumpstarted the career of voiceover actors for years, is bringing her expertise to podcasting. Thank you, Elaine! With the inspiration and tools from your book, I cannot wait to host my own podcast. Please promise to be my first guest!”

—Bob Bergen, three-time Emmy-nominated voice actor

“The best ear in the business. When Elaine hears a problem, she corrects it until we get it. LOVE her knowledge.”

—Trish Bell, voice actor and former radio announcer
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Preface

When I began writing this book, I knew I wanted it to be different. I aspired for it to be the book I would want if starting a new podcast or needing to improve an existing one. For most, the creative process is the most fun. However, the technical components of recording, editing, posting, marketing, and monetizing can be overwhelming and daunting. My belief is if you build it well with good structure and excellent communication skills, the audience will find you and subscribe. Without an audience, there wouldn’t be a need to speak up and be heard. Be considerate of their time, as well as yours. Focus your message. Don’t let it ramble and get off track. Connect on a personal level. Be proud of your accomplishment. And, if you want to make some money at this, turn it into a business, or share your knowledge, experience, and passion, may that happen for you.

Famous Quotes to Live By:

It is better to fail in originality than to succeed in imitation.

—Herman Melville

Opportunities don’t happen. You create them.

—Chris Grosser

Stop chasing the money and start chasing the passion.

—Tony Hsieh

Don’t aim for success if you want it. Just do what you love doing and it will come naturally.

—David Frost
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Introduction

Podcasts continue to be the Wild Wild West of broadcasting. The field is vast. Expectations are numerous and varied. Results are all over the map. It’s filled with hobbyists, professionals, and everything in between. How does a wildly popular podcast like Serial build an enormous following and corporate financial sponsorships?

1. Engaging story.

2. Organized content.

3. Interesting audio format.

4. Voice that draws you into the auditory world so the audience not only hears words but can see it, smell it, taste it, touch it, and imagine being there.

Theater of the mind is not new. Shows like Dick Tracy, I Love A Mystery, and You Are There are but a handful of old-time radio shows that brought joy, laughter, information, danger, and mystery to people gathered around their radios. With podcasts as diverse as their nearly century-old predecessors, it’s time to raise the stakes and make this golden age of podcasting even better.

As a communication and voice-over coach for over four decades, I’ve been interviewed by and have worked with numerous podcasters. To get immersed in this real-life setting or fictitious world, speakers must switch gears from being visual communicators to auditory storytellers. This adjustment is easier for some than others. Even with the restraints of having to stay “on mic,” movements and gestures are needed to add humanity and realism to the recording. Increasing the intensity and adding an emotional arc in each episode helps engage the listener and hold his or her attention. Podcasters must bring each audience member into his or her world and trust that it’s an interesting place to explore … episode after episode.

As you plan your podcast, remember that the idea or dream of what you want to do or say is easy. Putting it into action is the work. This book will give you a soup-to-nuts overview and insights on how to format, perform, produce, broadcast, network, and monetize your podcast. The goal is for your personality, opinion, inspiration, and truth to shine through. Embrace this information so your voice is heard and your unique message stands out in a meaningful and engaging way.

If you want to start or improve your podcast, let’s begin! It’s time to use your voice effectively and share your message.
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Podcast Styles

Audio podcasts are often listened to when driving, walking, waiting, and away from the computer. They are performed live or pre-recorded and edited, streamed, or downloaded. They are open to the general public or through a subscription. They can also include supplemental video, pdf, or .epub (electronic publication) files. Vidcasts and vodcasts, on the other hand, are video podcasts intended to be viewed on computers, tablets, phones, and monitors. They rely on the visual connection of a talking head and graphics to convey the message. Since the focus of this book is on voice-overs and how words are spoken, we’ll concentrate on audio podcasts, spoken words, and storytelling that engage, inspire trust, and draw the listener in.

WHAT ARE YOU GOING TO TALK ABOUT?

There are so many topics to podcast about: business, hobbies, travel, music, tech, books, art, family, romance, politics, school, sports, fashion, public relations, acting, news, etc. Your unique perspective and reason for presenting this message to the world needs a style that fits your time, budget, message, and audience. Selecting a style will add continuity, context, and a format to this auditory experience.

CHOOSE A STYLE

Below are descriptions of seven different podcast styles. They all have advantages and disadvantages, depending on your time, budget, recording and editing skills. Positives and negatives are listed under each style to help you choose the format that best suits your podcast goal.


1. Single Personality

There is just one person speaking in every episode. That’s typically, you! There are no guests. It requires a strong, comfortable, engaging personality that connects on a one-on-one level with the listener and audience. Since it’s relying on one voice, the format should be well organized. This can be done by creating unique and specific sections. The story should progress in a logical, sensible way throughout each episode. Another approach is a self-interview, where a list of questions are planned or pulled from social media sources and live questions.

Positives:

• It’s just you.

• Easy to schedule the recording time.

• Celebrity status is enhanced.

• You are always the focus.

Negatives:

• Difficult to pull off.

• Tendency to ramble on too long.

• Easy to lose listener’s attention.

• Only dedicated followers stay to the end.

To keep the show moving forward, brief musical interludes, pre-recorded subject subtitles, sound effects, or ads could be placed between sections to keep the show on track or on time.

2. Co-Hosts

Two people are on every episode. Both personalities have equal airtime. While each should be an expert on the topic, their voice quality, attitude, and perspectives should be different from each other while complementing the other’s contributions, too. Perhaps one is the statistician who can quote confirmed numbers from memory, a resource guide, or do live searches to find the answer while the other host is adding amusing anecdotes, insights, or a different point of view.

Positives:

• There are two points of view.

• Workload can be shared or strategically divided.


• Audience has the auditory interest of hearing two voices.

• Two people can bounce ideas off each other when planning and performing.

Negatives:

• The more hosts, the more editing time.

• Tendency to talk over each other.

• Potential scheduling conflicts.

• Hurt feelings or differences of opinion that can escalate.

When working with a co-host, discuss and confirm each person’s contribution to the podcast. Maybe one prefers doing the pre-show organizing and planning while the other is better at editing and uploading the podcast. Together, they can share the social media awareness and audience maintenance.

3. Interview—One guest at a time

On a podcast that features one or two hosts, one new guest is interviewed per episode. By adding a guest, it’s not always possible to control the recording. Ideally, the person comes to the location where the podcast is streamed or recorded. When that is not possible, you will have to record from two different locations. As a result, the audio quality may suffer. So, arrange a time to do a sound check prior to the podcast. Even if it’s fifteen minutes before you start, it should give you time to iron out some of the wrinkles.

Positives:

• Doesn’t require a lot of prep time.

• List of questions is minimal.

• Each new guest provides an interesting perspective, so the show tends to flow easily.

• There’s a unique energy, tempo, and personality to each show.

Negatives:

• Researching multiple interview guests, rather than one person or topic.

• Scheduling and relying on the guest to show up.


• Additional post-production time matching the quality of the guest’s mic and room tone vs. the interviewer’s, when recording from different locations.

• May have to do additional editing to eliminate stutters, run-on sentences, over use of words like “and, basically, so,” etc.

With so many interview shows out there, you’ll need to find a way to make yours stand out. Adding musical intros, outros, bumpers, and stingers will help. You also need to add a unique twist on how the information is presented. Don’t just recap the story that people have heard before. Think about what they haven’t heard and how your message and what the guests say each episode matters and is insightful.

4. Roundtable—Multiple guests chatting around a table or in a living room

When a variety of perspectives are necessary, a host can moderate two or more people sharing opinions on a designated topic. This can be done with guests seated around a table with a microphone in the middle. Or in a more relaxed setting, in a living room on comfy chairs and couches with either lapel microphones clipped to the shirt or mics strategically positioned around the room. In either case, the location needs to have a clear, warm sound without a lot of echo and extraneous noises.

Positives:

• Multiple perspectives.

• Informative viewpoints.

• Host establishes a higher status than the guests.

• Potential for larger audiences based on each guest’s followings.

Negatives:

• Coordinating two or more people’s schedules.

• Organizing the flow of events and talking points.

• Guests can easily talk over each other.

• Juggling last-minute changes that can occur.


Setting clear ground rules of when or how long to talk on each topic will minimize the tendency for everyone to talk at the same time. Guests with opposing or different viewpoints spice up the discussion. If two people think the same way, there’s no reason to invite the second guest. When selecting people, think about their voice quality, pitch, and the overall sound difference in each person’s voice so the listener can easily follow who’s talking.

5. Field Journalist—Host reports from on-site locations

Sometimes the best way to tell a story is to go there. Reporting remotely from locations around the world takes the listener on a journey. While extraneous background noises are often not wanted, in this reporting style they add authenticity and charm. Rather than being in a controlled and planned environment, the host must be savvy and genuine enough to connect with new people and make them feel comfortable with being interviewed. The host has to tell the audience where they are, what they’re hearing in the background, who their guest is, and how or why that person is important to this story.

Positives:

• Creative real-life perspective.

• Improvisational and immersive.

• Authentic background sounds.

• Naturally stands out because it is unique to each location.

Negatives:

• Travel expense.

• Must carry field recording equipment at all times.

• Deadlines are harder to meet.

• Never quite sure where the story will happen.

This style of podcasting is for people who enjoy fluidity and embrace challenges. They see each location and person they meet as a story possibility. The goal is to connect and share each new experience on a deep and meaningful level.

6. Storyteller

This style has numerous sub-categories: Fiction, Non-fiction, and Podcast Theatre (a blend of radio drama and audiobook narration). You can tell one story the whole season or share a new story each episode. You can incorporate music, sound effects, and actors to voice the various characters. Or, you can just read the story similarly to an audiobook. Overall, amazing storytelling skills need to be tapped into and shared with your audience so the listener connects with the hero’s problem and takes that listener on a journey of getting the problem solved and the goal achieved.

Positives:

• Less saturated market.

• Intriguing plotlines.

• Great storytelling.

• The shows can be addictive, bringing audiences back again and again.

Negatives:

• Higher production value.

• More planning and research.

• More recording and editing time.

• More time-consuming and expensive to produce.

For the audience to return and grow each episode, you need to create cliffhangers at the end of each episode and captivate your audience so they’ll return. The voice quality and storytelling have to be truthful, believable, and captivating. It’s a pretty high bar to reach for those willing and able to take on the challenge.

7. Educator

Students in many schools have the opportunity to create and launch their own podcasts. Educators can integrate educational podcasts into their classrooms. Structured programs like ELA (English Learning Arts) and organizations like ISTE (International Society for Technology in Education) set guidelines for the students, educators, and coaches to follow.

Positives:

• Educational resource tool.

• Identify and solve problems.

• Design new, useful, and imaginative solutions.

• Empower students to have a voice.


Negatives:

• Not all students have the opportunity to create their own podcast.

• Teachers are busy and don’t necessarily want to integrate a new technology into the learning process.

• Limited school time available for extracurricular projects.

• It “takes a village” to make it happen.

As a teaching tool, these podcasts can facilitate project-based learning, technology, listening and note taking skills, idea sharing, computational thinking, cross-curricular integration, collaboration, and creativity.

8. Hybrid

Podcasts can be divided into sections that incorporate several styles. It can open with a host, toss to the field reporter package, return to the host, have a round table discussion, and close with the host’s final wrap-up. Or, any other combo of the seven styles listed above. While not always the best for consistency purposes, some podcasters choose to have different elements each episode or change styles from episode to episode. Whatever hybrid you choose, find the right formula that supports your message.

Positives:

• Variety for the listener.

• Audience engagement.

• Specific segments.

• Fast-moving pace.

Negatives:

• Lots of elements to incorporate.

• Setting an adequate budget overview for the variety of segments.

• More scheduling and planning.

• Requires a team effort.

Hybrid shows can be produced in a variety of ways: one episode at a time, or one style recorded at a time for all episodes and edited together to create a full season. This lends itself to more corporate sponsorships to produce specific segments.


THE BOTTOM LINE

Time, money, vision, and creativity will dictate your podcast style. Consider how your vision fits into it, your time and financial expectations, pitfalls you may encounter, the journey you’ll take to meet your goal, and expected result from conception to completion. Take time to think about, compose, and complete your overall plan. If you already have a podcast, how can you fine-tune it? Decide whether you want this to be a business for profit via sponsorships and advertising, a freebie passion project, or means for driving business in your direction. The more planning you do in the beginning, the fewer surprise expenses you’ll have along the way.
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Categories, Status, and Structure

How do you want to tell your story so it appeals to your specific targeted audience? Your attitude, authority, status, and opinion must be heard in your voice and the familiar, confidential, or elevated manner in which you speak. Is it serious, humorous, informational, mysterious, soothing, or have attitude variables based on the topic or theme of the day? Is it simple language or full of technical terms and acronyms? Decide what category best fits your information, structure, and format and present it from a high, medium, or low status level. An expert with a Ph.D. and years of experience and knowledge in the field speaks from a high status. Someone with knowledge and experience conveys information via an open and relatable medium status. A person exploring and sharing new information discovered along the way connects with listeners from a lower status position.

All three status levels are valid and appeal to different listeners. If you’re not already sure what level you are in, here’s a way to define it.

• High Status: You or your guests are at the top of their field of expertise and present information that is known extremely well. The target audience has aspirations for that same level of excellence and admires and benefits from this top-tier insider knowledge and wisdom.

• Medium Status: The host is relatable and accessible. A shout-out topic is presented and listeners are encouraged to add peer-to-peer information, questions, and suggestions based on their own life experiences. It can also be structured as a roundtable discussion with multiple host participants.

• Low Status: When the speaker began the journey, they thought it would be easy and quickly discovered the pitfalls and failures, as well as successful paths. Audiences relate to the shared problems and discoveries and use it as validation and understanding that they’re not the only person dealing with these issues and that there are ways to succeed.

Here’s how you can incorporate status into your podcast.

1. If you are hired as the voice of a podcast that is not your company or in your area of expertise, you need to do more than just read the script. Research that field or topic so you sound like you’re approaching the information from a higher status level. Stand or sit in a relaxed, confident way, with your back straight and shoulders down. Bring the audience to you, rather than you leaning in to the microphone and encouraging the audience to listen. Otherwise, it will be clear that you’re just a voice and not an expert or representative of the company.

2. Be aware that if you started your podcast at a lower status, it may morph or change within a few years to a medium or higher status as you (and possibly your audience) gain more knowledge and experience. This is because the original journey, and your message that connected you with the audience, may become a distant and somewhat un-relatable thing of the past. If this occurs, you may want to rebrand your podcast or create a new one.

3. The lower status podcast host or narrator may want to slump a bit, lean forward at the table, or cozy up to the microphone so it sounds more casual and spontaneous.

4. Medium status requires a lot of personality and charisma so the invited peers feel comfortable offering their contributions and opinions. It needs to feel like the audience has been invited into their home, office, or studio.

5. A show could be formatted using all three status levels. For example, it could start with a high status intro and topic description. Proceed to low status comments as the host explores or shares the mistakes made along the way. Then, go to a mid-status shout-out open discussion format. And end with a high status commentary and the positive results of the journey. These sections could be divided by sponsorship ads or musical segues. The host’s body posturing would change with each status shift from (1-High) upright/shoulders down, (2-Low) slumped/casual, (3-Mid) active movements/charisma, (4-High) upright/shoulders down.

HORIZONTAL VS. VERTICAL FORMAT

For decades, radio programming has been based on either a vertical or horizontal format. The same structural formats can be used in podcasting. Why mention this? To get you to think about how many episodes your format will support. That way you can decide if it’s a limited number of podcasts or an endless resource base. Exactly how far do you want to drill down?

Horizontal structure has a steady theme and familiar predictability. Celebrity, tech, sports, travel, and music have vast resources to support the horizontal structure. Music stations play a specific style of music that is performed by a variety of artists. Hosts, announcers, and DJs are scheduled at different time slots to add their unique comments and opinions about that specific music genre. That type of new and old music is endless. Then, factor in interviews with artists and fans, history, fun facts, industry gossip, and festival information to support years and decades of content.

Vertical programming features a variety of seemingly unrelated programs under the umbrella of a central brand or abstract message. Talk-radio stations utilize vertical formatting to switch segment blocks from local to national news, politics to sports, finance to tech, investing to lifestyle, etc. The listener may tune in to all the shows or just the topics that appeal to them. The station is targeted to a specific age group, gender, special interest groups, or political viewpoint. If the podcast is about travel, the host would have each episode in a different city, district, state, or country rather than adventures and explorations in one city.

Therefore, a hobby podcast on knitting is horizontal as new discoveries and explanations about knitting tools, stitches, and techniques are discussed. But a general podcast about hobbies is vertical as each episode explores a new hobby type—gardening, knitting, beekeeping, quilting, stamp collecting, car restoration, bird-watching, beer brewing, etc.


DEFINE THE MESSAGE

How do you want people to receive your podcast and the information it contains? Boiling the message down to a single word lends emotional clarity to your story. Based on your title, branding, format, structure, status, and topic, that message may change every episode or remain constant throughout each installment. Defining the emotional message is a through-line that goes beyond intellectual thought and connects intuitively with the listener’s heart and gut.

When defining a message, you need to think about the listener being in the opposite emotional state. Taking them on this emotional and active journey creates an arc in the story or message. Think of yourself as a problem solver. The person has chosen your podcast to break up the day or enhance it some way, discover something new, and go on an adventure. Your job is to open them up so they feel and take action.

Below are a list of emotional and active states that the listener may be in. To the right of that are choices of HOW you can internally connect with and define your message. If one of these before-and-after scenarios don’t match your message, feel free to create a before-and-after story arc of your own.

AUDIENCE BEFORE......................PODCAST MESSAGE

Sad.......................................................Hopeful

Bored...................................................Excited

Uninformed.........................................Aware

Overwhelmed......................................Calming

Disillusioned........................................Inspiring

Dull......................................................Excited

Pessimistic...........................................Hopeful

Self-Conscious....................................Charming

Annoyed..............................................Revitalized

Grumpy................................................Encouraging

Disappointed........................................Revitalized

Mournful..............................................Mystified

Afraid...................................................Encouraging

Isolated.................................................Discovery

Angry...................................................Clarifying

Clueless................................................Cautious

Busy.....................................................Happy

Motivated.............................................Angry


Complacent..........................................Challenging

Disgusted.............................................Tantalizing

Content.................................................Provoke

Isolated.................................................Exploring

Offended...............................................Moderating

Defensive.............................................Persuade

Confused..............................................Warn

Annoyed..............................................Intellectualize

Exhausted............................................Adventurous

Bewildered...........................................Intriguing

Stressed................................................Humorous

Puzzled................................................Suspicious

Swamped.............................................Soothing

Intimidated..........................................Understanding

Challenged...........................................Empowered

Thinking beyond yourself and walking in the listeners’ shoes will help you connect with them and what they’re going through. With that empathy and understanding, you’re better able to bring them into your world. That’s what good storytelling is all about … the arc of the story from before, to the middle, to the end, and how each audience member feels, sees, and does things after your recording is turned off.

CATEGORIES FOR YOUR CONSIDERATION

How you sit, stand, move, and gesture impacts the voice and how the audience receives and processes that story. Rhetoric, while it is often associated negatively or is empty when the speaker lacks sincerity or meaningful content, is the powerful art of effective or persuasive speaking and writing. The three primary modes of a rhetorical message are ethos, logos, and pathos. Using these three elements, along with the other suggestions provided in this chapter, results in a more rounded and interesting story. Here’s why:

• Ethos—Establishes what makes you a high, medium, or low status authority.

• Logos—Provides logical information.

• Pathos—Incorporates emotions that connect with people and affect the arc of the story.


Below is a list of categories where your podcast can be posted and suggestions on how you can adapt your storytelling skills with that information. It’s impossible to list everything, so consider this an outline that you can add to rather than feel confined by.

1. ARTS—inspiring, feel-good, entertaining, scandalous, riveting, investigative

Pod Topics: art, poetry, literature, music

• High—museum curators, historical experts, accomplished artists, writers, and musicians

• Medium—artists helping artists, idea sharing, discoveries, using tools of the trade

• Low—getting started, making it accessible to all, becoming aware, exploring the process

2. AUDIOBOOKS—immersion, escape, entertainment, convenience

Pod Topics: crime, mystery, humor, fantasy, sci-fi, culture, religion, adventure, thriller, erotica, drama, children, self-help, fiction, nonfiction, meditation, and calming

• High—author, research expert, Audie award-winning, or accomplished narrator

• Medium—full cast of narrators, scene reenactments, sound effects

• Low—book reviews, discussions, how to write and record books

3. BIOGRAPHY—exploratory, discovery, informative, expansive

Pod Topics: politicians, world leaders, sports icons, celebrities, historical figures, musicians, religious luminaries, business execs, criminals

• High—the living biographical person or noted and respected researcher of the deceased

• Medium—discussion about the person with sound clips added for authenticity

• Low—research process and surprising discoveries made along the way


4. BUSINESS—candid, experiential, insightful, driven

Pod Topics: tech, real estate, economics, finance/money, legal, service, merchandising, manufacturing, hybrid, arts, medical, sales

• High—experts provide awareness of new business practices and how they impact change

• Medium—conversations that connect, share, and inspire

• Low—advice on starting, growing, and managing a small business

5. CHILDREN—engaging, fun, instructional, entertaining, imaginative, curious, creative

Pod Topics: educational, developmental, parenting, stories, bedtime/relaxation, discovery, scientific, school, bully-proofing, families, growing up, developmental issues, gardening, cooking, music, homework, sports

• High—audiobook narration with music and sound effects

• Medium—host, co-host, or panel discussion about children’s issues

• Low—how to create a podcast for children

6. CULTURE—cynical, humorous, analytical, unfiltered, charismatic, bombastic, gleeful

Pod Topics: film, singers, actors, news, TV shows, fashion, literature, morality, freedom, gender, entertainment

• High—formal journalistic approach. The host plays clips and interviews pop-culture guests

• Medium—vetted panelists gabfest debating opinions about the cultural topics of the day
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