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CHAPTER 1




[image: Image] What Is a Podcast?



Do you have something to say? Do you have an intended audience in mind that you’d like to share that something with? Well, the internet provides you—and virtually everyone else—with a public and potentially vast global forum that allows you to create and distribute your original content in a variety of easily accessible formats.


Back in February 2005, YouTube launched and quickly became the world’s largest collection of free, on-demand video content. Now accessible from smartphones, tablets, internet-connected computers, and smart television sets, YouTube allows virtually anyone to create and publish video-based content and potentially attract an audience that could grow larger than the viewership of a typical network television show.


The people who create and distribute original, video-based content offered on YouTube have become known as “YouTubers,” “online personalities,” and “social media influencers.” Some of these content creators have become as rich and famous as mainstream celebrities from television, movies, and the recording industry.


Meanwhile, instead of recording, editing, and publishing video content, others have chosen to broadcast live via the internet, using a service like YouTube Live, Facebook Live, Instagram, YouNow, or Twitch. Some of the broadcasters who regularly turn a camera onto themselves to educate or entertain their audience have also become wildly successful, wealthy, and popular.
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fun fact


Currently more than 54 percent of podcast listeners access and enjoy podcast broadcasts via their internet-connected smartphones. This is mainly because Apple (for the iPhone and iPad) and Google (for Android-based mobile devices) have made it very easy to find, access, and download (or stream) podcasts using a specialized mobile app that now comes preinstalled on most mobile devices. Numerous third-party apps also allow smartphone users to access and enjoy their favorite podcasts for free.





Content creators who are not interested in investing the time and money needed to create video-based content or broadcast live via the internet have the ability to publish a blog, using a service like WordPress, Blogger, Tumblr, or SquareSpace. A blog (or online-based publication) can include text, photos, video clips, graphic animations, and audio in a customized layout to convey your content to an audience.


There is yet another option for sharing content with an audience that’s quickly growing in popularity: podcasting. Today, just about anyone with an internet-connected smartphone, tablet, computer, smartwatch, smart TV, or smart speaker has the ability to find and access podcasts via the internet on an on-demand basis. For the podcaster (the person or organization producing the podcast), this provides a tremendous opportunity, as well as a low-cost way to reach a potentially global audience. For the purposes of this book, a podcast is audio-based (as opposed to video-based).





Podcasting Offers a Way to Reach an Audience Using Audio



How to produce, distribute, promote, and generate revenue from an audio-based podcast is the primary focus of this book. For someone (including a company or organization) with something to say, podcasting is a viable option that is quickly changing the media consumption habits of people from all walks of life and from all over the world. You’re about to discover why!




[image: Image]  Stats About Podcasts


According to Apple, as of late 2019, there were more than 750,000 active podcasts available via the internet and more than 20 million individual podcast episodes. This included content published in more than 100 languages. PodcastHosting.org reports that as of February 2021, there are over 1,750,000 podcasts in existence and upwards of 43 million podcast episodes.


Spotify, which is primarily a music streaming service that also offers podcasts, reports that more than 53 percent of its users between the ages of 12 and 24 have become regular podcast listeners. As of early 2020, Spotify boasted having more than 232 million active users (including 109 million paid subscribers). Approximately 72 percent of Spotify’s users are millennials.


PodcastHosting.org reported that as of February 2021, 75 percent of the U.S. population is familiar with the term “podcasting,” and upwards of 50 percent of all U.S. homes are podcast fans, with more than 155 million people actively listening to podcasts on a regular basis.





In recent years, podcasts have gone mainstream. In other words, they’re no longer something that just caters to technology-oriented geeks with expensive and specialized equipment. Podcasts are currently accessible to more people than ever before.


Research shows that as of early 2020, more than 70 percent of the U.S. population is already familiar with the concept of podcasting, and at least half of all Americans have listened to a podcast. In fact, 22 percent of the U.S. population listens to podcasts on a weekly basis—and that number is growing rapidly. Thus, there’s probably an audience out there waiting to hear your podcast!


Regardless of what type of information you want to share with your intended audience, chances are this audience is already familiar with what a podcast is, and has the wherewithal to find, access, and experience the podcast episodes you plan to produce. Without doing too much research, you’ll likely discover podcasting could be a viable method for you to reach a target audience in a way that gives you tremendous freedom when it comes to how you’ll share your information and content.


While the overall audience for mainstream (terrestrial) AM/FM radio is quickly shrinking, more and more people of all ages are now using their internet-connected smartphones, tablets, smartwatches, computers, smart TVs, smart speakers, and the infotainment systems in their vehicles to access and enjoy audio podcasts on a regular basis.




[image: Image]  Subject Matter Limitations


Podcasts can focus on just about any subject matter whatsoever thanks to the First Amendment (in the United States), which grants Americans freedom of speech. Keeping this in mind, the online-based podcast hosting services and distributors (such as Apple Podcasts, Google Podcasts, Spotify, etc.) all have their own Terms and Conditions a podcaster must agree to which prevent podcasters from sharing certain types of content that promote hatred, violence, racism, or terrorism, for example.


You’ll find Apple Podcasts’ Terms and Conditions online at: www.apple.com/legal/internet-services/itunes/us/terms.html. Google’s Content and Conduct Policies for Podcasts can be found at: https://policies.google.com/terms. Note that until recently, Apple Podcasts was referred to as iTunes/Apple Podcasts.
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fun fact


According to PodcastHosting.org, as of February 2021 (during the COVID-19 pandemic), 90 percent of all U.S. podcast listeners listen to their favorite podcasts from home, and the average podcast listener subscribed to six shows, but listened to an average of seven shows per week. Comedy, education, and news were the most popular podcast genres.









What Exactly Is a Podcast?



A podcast is, according to the dictionary, “a digital audio file made available on the internet for downloading to a computer or mobile device, typically available as a series, new installments of which can be received by subscribers automatically.”


While podcasts can be produced as videos, this type of content tends to fall within the realm of what’s offered on YouTube and other video streaming services. Therefore, throughout this book, the focus is almost exclusively on audio-based podcasts.


For the purposes of this book, a podcast is an audio-based program that’s made available to its audience on an ongoing and consistent basis via individual episodes. A podcast typically focuses on a specific subject matter and caters to a clearly defined (niche) audience. A podcast typically consists of separate episodes that get released over time, and each episode typically follows a specific show format.




[image: Image]  Podcasting Potential


Depending on your objectives, producing and distributing a podcast can be used as a revenue-generating business opportunity unto itself. However, it can also be used as a powerful and highly targeted marketing, sales, and promotional tool for yourself, your product(s)/service(s), and/or your company (or organization).


Regardless of your objectives, understand that building an audience for your podcast will take time. Podcasting is not a get-rich-quick scheme or a way to make yourself instantly famous. If you’re willing to invest the required time and effort into the creation, production, distribution, and promotion of your podcast, what’s offered right away by becoming a podcaster is a vast amount of potential.


How you tap this potential, as well as your own creativity, will play a huge factor in whether your podcast ultimately becomes successful, attracts a large audience, and allows you to achieve the objectives you have in mind for it. One of those objectives may be to generate ongoing revenue directly from the podcast.


The first few chapters of this book will help you understand the potential that podcasting offers, and then assist you in defining realistic goals and expectations related to the financial benefits and other perks that exist for podcasters.


While podcasting does not offer overnight fame and fortune, thanks to the fast-growing global audience and demand for podcasts, both fame and fortune are potentially things that can be achieved over time—if you’re able to create episodic content that stands out from your competition and that appeals to your podcast’s target audience.


As a podcaster, your competition includes other podcasts (yes, there are a lot of them) as well as all other media formats that offer similar content to what you plan to offer. Using creativity and an understanding of your target audience, you’ll need to “package” your content in a unique, interesting, informative, educational, and entertaining way, and then present it in a show format that appeals to your audience.


Keep in mind, the content of your podcast and its relevance to your intended audience is crucial. However, just as important is the production quality of your podcast. Chapters 7 through 9 focus on recording and producing a podcast and explain how to achieve consistent professional-level production quality.





Just like a radio show, a podcast can follow a wide range of potential show formats. For example, a podcast can be presented in a newscast style, as a talk show (that includes calls or questions from audience members), as an interview show (with special guests featured during each episode), as an audio drama, or as a storytelling medium featuring a narrator or host.


Once a podcast is published on the internet through a podcast hosting service, listeners can download or stream each podcast episode and can choose to “subscribe” to that podcast.


When someone subscribes to a podcast, the device they use to listen to their favorite podcasts will automatically alert the listener when a new episode is released, and in many cases, will automatically download each new episode as it becomes available to listeners. The audience can then access and enjoy their favorite podcasts and podcast episodes on-demand.


The goal of a podcaster is to attract an audience to their podcast and ideally get listeners to subscribe (for free) to the podcast to ensure listeners discover each new podcast episode. A podcast’s audience is measured based on how many subscribers it has, but more importantly by the number of listeners each individual episode of a podcast attracts via streaming and downloads combined.




► Examples of Popular Podcast Distribution Services (Podcatchers/Directories)


The Apple Podcasts mobile app comes preinstalled with iOS 14 (or later) on the iPhone and iPad but can also be downloaded and installed for free from the App Store (https://apps.apple.com/us/app/podcasts/id525463029). A similar app from Apple also comes preinstalled with the macOS Big Sur (or later) operating system for Mac computers.


The Google Podcasts mobile app comes preinstalled on many Android-based smartphones and tablets but can also be download and installed for free from the Google Play store (https://play.google.com/store/apps/details?id=com.google.android.apps.podcasts).


Apple Podcasts and Google Podcasts are two popular examples of “podcatcher” applications (also called podcast directories) that are readily available to anyone interested in listening to a podcast from their mobile device or computer. Countless other mobile apps, computer applications, and web browser plug-ins (extensions) also make it easy for people to find, access, and enjoy listening to podcasts via other directories or distribution services.









Why Podcasts Have Become So Popular



The fast-growing popularity of podcasts is a result of several key factors coming together in a way that makes it easy, free, and fun for people to alter their media consumption habits in favor of enjoying a podcast (as opposed to watching TV, listening to the radio, watching YouTube, reading a newspaper, or reading a magazine, for example).


Four of the key factors that have helped to increase the popularity of podcasts include:


1.  Content Variety


2.  Easy Accessibility


3.  Cost of Podcast Listening


4.  24/7 On-Demand Access





Content Variety



As a podcast listener, the 1,750,000+ podcasts currently in existence cover every topic imaginable. Whatever your interests, chances are a collection of podcasts that directly caters to you exists.


Six of the most popular podcasting genres (topic categories) include:


1.  Business


2.  Comedy


3.  Health


4.  News and Politics


5.  Society and Culture


6.  True Crime


As a podcast listener, you can discover new podcast content in many ways. Word-of-mouth represents how 67 percent of podcast listeners choose what podcasts they listen to. Once you start producing your own podcast, keep this in mind! You’ll definitely want to encourage your podcast audience to share details about your podcast with others.


Online promotions (via social media), hearing the podcaster as a guest on another podcast, and searching a podcast directory are other common ways for listeners to find podcasts that’ll appeal specifically to them. Approximately 2 percent of podcast listeners discover new podcast content using a traditional search engine (Google) search.
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fun fact


Once a podcast attracts a listener or subscriber, the podcaster can typically count on 80 percent of their audience listening to a podcast’s entire episode, or at least most of it. Thanks to the growing popularity of podcasts, a typical podcast listener subscribes to an average of six different podcasts and listens to an average of seven podcast episodes per week. This equates to the average podcast listener spending an average of six hours and 37 minutes per week listening to podcasts.







[image: Image]  Podcast Categories: A Comprehensive List


Podcast directories divide all podcasts into a wide range of categories based on subject matter. Here’s a summary of Apple Podcasts’ podcast categories and subcategories as of early 2020. Most other podcast directories use similar categories. As you brainstorm ideas for your own podcast, consider which category it’ll nicely fit into.


[image: Image]  Arts


•  Books


•  Design


•  Fashion and Beauty


•  Food


•  Performing Arts


•  Visual Arts


[image: Image]  Business


•  Careers


•  Entrepreneurship


•  Investing


•  Management


•  Marketing


•  Nonprofit


[image: Image]  Comedy


•  Comedy Interviews


•  Improv


•  Stand-Up


[image: Image]  Education


•  Courses


•  How To


•  Language Learning


•  Self-Improvement
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•  Comedy Fiction


•  Drama


•  Science Fiction


[image: Image]  Government


[image: Image]  Health and Fitness


•  Alternative Health


•  Fitness


•  Medicine


•  Mental Health


•  Nutrition


•  Sexuality
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[image: Image]  Kids and Family


•  Education for Kids


•  Parenting


•  Pets and Animals


•  Stories for Kids
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•  Animation and Manga


•  Automotive


•  Aviation


•  Crafts


•  Games


•  Hobbies


•  Home and Garden


•  Video Games
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•  Music Commentary


•  Music History


•  Music Interviews
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•  Business News


•  Daily News


•  Entertainment News


•  News Commentary


•  Politics


•  Sports News


•  Tech News


[image: Image]  Religion and Spirituality


•  Buddhism


•  Christianity


•  Hinduism


•  Islam


•  Judaism


•  Religion


•  Spirituality
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•  Astronomy


•  Chemistry


•  Earth Sciences


•  Life Sciences


•  Mathematics


•  Natural Sciences


•  Nature


•  Physics


•  Social Sciences


[image: Image]  Society and Culture


•  Documentary


•  Personal Journals


•  Philosophy


•  Places and Travel


•  Relationships


[image: Image]  Sports


•  Baseball


•  Basketball


•  Cricket


•  Fantasy Sports


•  Football


•  Golf


•  Hockey


•  Rugby


•  Running


•  Soccer


•  Swimming


•  Tennis


•  Volleyball


•  Wilderness


•  Wrestling
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[image: Image]  TV and Film


•  After Shows


•  Film History


•  Film Interviews


•  Film Reviews


•  TV Reviews


Within each of these subject categories, you’ll find hundreds of thousands of hours of original content, offered using many different show formats. These podcasts present information in unique, interesting, and specialized ways using audio.


Because the majority of podcasts cater to a niche audience (a very specialized and select group of people), it’s easy to find and enjoy content that you as an audience member are particularly interested in. You’re never forced to sit through irrelevant or uninteresting content, or waste time consuming content presented by hosts who are boring or uninformed, or who don’t appeal to you as a listener.


In addition, as a podcast listener, you’re able to control your listening experience by pausing, fast-forwarding, or rewinding individual podcast episodes, which you can listen to once or over and over again, with no limitations. When it comes to podcasts, there’s content out there for everyone, and it’s almost all free!





While the ability to access a podcast directory is built into many podcast applications (podcast listening apps), including Apple Podcasts, Google Podcasts, and Spotify, countless stand-alone, online-based podcast directories allow someone to type in a topic, keyword, or search phrase and then quickly find relevant podcast content. It’s a process that works very much like using a search engine (like Google or Yahoo!) to find and access a website. Approximately 8 percent of all podcast listeners discover new podcasts to experience through the use of a podcast directory.
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tip


As a podcaster, once your podcast has been published online and needs to attract an audience, you’ll want to get it listed within as many of the popular podcast directories as possible. A listing of popular podcast directories, plus information on how to get your podcast listed within them (often for free), is covered within Chapter 12, “Publish Your Podcast Online.”









Easy Accessibility



Most people throughout the world now have internet access through a variety of devices and technologies, virtually all of which offer the ability to quickly find, access, and enjoy podcast content.


Podcast content is typically “packaged” in a way that’s easy to consume. Most podcast episodes are published on a set schedule, which might be daily, two or three times per week, weekly, or monthly. Each podcast episode then tends to be between five and 30 minutes in length (although some are longer), so a listener doesn’t need to make a huge time commitment to enjoy their favorite content.




[image: Image]  Podcasts vs. Audiobooks


While a podcast and an audiobook both offer audio content that can be experienced almost anywhere using the same type of digital equipment, an audiobook tends to offer long-form programming that could take 5, 10, 20 or more hours to fully listen to, while an individual podcast episode can typically be consumed (listened to) in 30 minutes or less.


Audio dramas or storytelling podcasts, for example, tend to serialize their content over a handful of episodes, as opposed to offering it all in one long-form episode (which would make it just like an audiobook).





Since most people now carry their smartphone with them just about everywhere, they can use their mobile device to access their favorite podcasts when and where it’s convenient. For example, most vehicles now link directly with an iPhone or Android-based mobile device, so podcast content that can be streamed or stored within a smartphone can easily be played through a vehicle’s infotainment system and enjoyed while driving (using an iPhone’s CarPlay or Android’s Auto feature).


Beyond just smartphone accessibility via a specialized mobile app, podcasts are accessible from smartwatches, smart speakers, computers, and smart TVs. Research shows that 49 percent of people who listen to podcasts do so at home (as of early 2020), 22 percent of podcast listeners enjoy their favorite podcasts in a car, while 11 percent listen to podcasts at work.


Four percent of podcasts are enjoyed while listeners are working out, while another 4 percent are heard by people traveling via public transportation. Three percent of podcasts are heard by people “walking around,” while 7 percent of listeners experience their favorite podcasts in “other situations.”


Because podcasts can be accessed in so many ways, using a wide range of different devices that are available to us in our everyday lives, accessing and enjoying podcasts is one of the most convenient forms of media consumption available to us. For example, if you use a digital assistant that’s built into your smartphone, tablet, smart speaker, smartwatch, or smart appliance, you can simply issue a command like “Hey Alexa, play the new episode of the Man in the Window podcast,” and the latest episode will almost instantly begin playing.






Cost of Podcast Listening



In addition to easy accessibility, one of the most appealing aspects of podcasts is their price. Subscribing and listening to a podcast is almost always free, although listeners now expect to hear ads or messages from sponsors in conjunction with a podcast’s content. Unlike other forms of media, like satellite radio, cable TV, a newspaper, or a magazine, there’s no cost associated with subscribing to a podcast or acquiring (or streaming) individual podcast episodes. Millions of hours’ worth of audio content, covering many genres, is available, on-demand, for free.






24/7 On-Demand Access



Another extremely appealing aspect of podcasts is that they’re available 24/7 on an on-demand basis. Once a new episode of a podcast is published online, it can be experienced when and where the listener wants to enjoy it.


When a listener knows they’ll have continuous internet access, any podcast episode can be streamed from the internet to their device (such as their smartphone, smart speaker, or computer) and listened to on-demand. In this case, the digital file that comprises each podcast episode is not stored on the device or equipment being used to hear it.


However, if someone is preparing for a long flight or trip, when a continuous internet connection may not be available, it’s possible (as well as easy and free) to download episodes of a podcast and store the digital files associated with them within a smartphone, tablet, smartwatch, or computer, for example. Those downloaded and stored episodes can later be enjoyed anytime when no internet connection is available.


While a podcast listener/subscriber can learn when new episodes of their favorite podcast(s) are published online and then “tune in” at that exact time, the majority of podcast listeners appreciate the on-demand accessibility of podcast content—meaning they can start, pause, restart, stop, and replay the content when and where they wish, as often as they wish, with no limitations. It’s this on-demand accessibility that sets podcasts apart from AM/FM radio programming, for example.
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fun fact


Man in the Window: The Golden State Killer is one of the world’s most popular true-crime-related podcasts. Produced in 2019 by the Los Angeles Times and Wondery, it includes ten episodes (each between 30 and 45 minutes in length) that uncover never-before-revealed details about one of California’s most notorious serial killers.


Among other places, this podcast is distributed through Apple Podcasts and the Los Angeles Times’ own website (www.latimes.com). It’s one of many true-crime-related podcasts that has captured the attention of millions of listeners around the world. As of early 2020, with more than 10 million unique listeners per month, Wondery (https://wondery.com) is reported to earn upward of $77.8 million per year from its ever-growing lineup of popular podcasts.










Moneymaking Opportunities for Podcasters



According to Statista (www.statista.com/topics/3170/podcasting), by 2022 the podcast audience within the United States alone will grow to 132 million. Also by 2022, Statista projects that podcast advertising revenue will reach $1.6 billion per year, up from the projected $650 million for 2020.


In a nutshell, podcast listeners are young, educated, and affluent, so if your niche target audience includes this group, and you’re able to attract a respectable size audience to your podcast over time, there’s potentially plenty of advertising and sponsorship money available, which means plenty of moneymaking potential from your podcasting efforts—that is, if you do everything right, have realistic expectations, and really focus on providing what’s perceived as valuable content to your intended audience.


Keep in mind, for any podcast to generate significant and regular revenue through sponsorships and/or advertising, for example, it needs to have a sizable and loyal audience. Unfortunately, a typical podcast episode that’s been live for 30 days will average only around 140 downloads, which is not enough to earn any significant advertising or sponsorship revenue.


However, if your podcast achieves more than 3,400 downloads per month, it will be ranked in the top 10 percent of all podcasts in terms of popularity. Achieving 9,000 downloads per month will place your podcast in the top 5 percent. When your podcast can boast tens of thousands or hundreds of thousands of regular listeners per month, that’s when you’ll be able to generate significant income from your podcasting efforts through advertising and sponsorship sales.




[image: Image]  Podcast Listeners Are Young, Educated, and Affluent


More than 70 percent of consistent podcast listeners are between the ages of 18 and 54. Edison Research reported that 51 percent of the monthly podcast listeners in 2018 had an annual household income of at least $75,000, and 61 percent of podcast listeners have completed at least four years of college. This is a demographic that advertisers want to reach but that traditional advertising methods, including TV, radio, and newspapers/magazines, no longer allow them to cost-effectively reach.


Because individual podcasts tend to cater to niche audiences with specialized interests, yet also appeal to the core 18-to-54-age demographic (that’s educated and affluent), advertising on podcasts is of interest to national and global businesses and brands, in addition to small to midsize businesses looking to reach highly targeted audiences.





As you’ll discover from Chapter 10, “Monetizing Your Podcast,” and Chapter 11, “More Ways to Generate an Income from Your Podcast,” once you build up a decent size and loyal audience for your podcast, the ability to earn a respectable income from it will follow. Realistically, building your audience to the optimal size for monetization could take months, potentially a few years, so it’s important to stay focused and dedicated to your podcasting efforts. Remember, this is not a get-rich-quick scheme.


How much you can ultimately earn will be determined by a number of factors, including the size and makeup of your audience, the main topic of your podcast, your salesmanship abilities, and the quality and uniqueness of your podcast content.


From this book you’ll learn that simply producing a top-quality podcast with amazing content is not enough. You then need to expertly market and promote your podcast, build an audience, and continue to cater to and expand that audience. Only then will it make sense to start pursuing any type of significant advertising and/or sponsorship revenue.


In the interim, while your podcast is establishing itself and you’re actively growing its audience, some revenue-generating opportunities exist (and will be covered later) that may provide a small income. However, until your podcast audience is in the tens of thousands (or larger), don’t consider quitting your current job to become a full-time podcaster.


Operating your podcast as a business, where you focus on advertising and sponsorship revenue (and other moneymaking opportunities) to support yourself and your podcast is certainly a viable option for some. Again, reaching the necessary level of success will take time. You can, however, use a podcast in many other ways that could lead to greater fame and fortune for yourself and your existing business.





Advertising and Sponsorship Options for Earning Podcast Revenue



When it comes to receiving money from companies that want to advertise or promote their brand or products/services during your podcast, a variety of options exist. Paid advertising means that you sell blocks of 15-, 30-, or 60-second ads that listeners will hear at various intervals during each podcast episode—just like a traditional radio ad.


Typically, advertisers pay a flat fee for traditional ads, based on a cost per thousand listeners. So if the advertiser agrees to pay $10 per thousand listeners for a 30-second ad, and your podcast has 10,000 listeners, you’d earn $100 per ad that’s played during a podcast episode.


Most advertisers support podcasts that have tens of thousands or hundreds of thousands of listeners, which ensures their ad message gets heard by plenty of people. As a podcaster who is still building an audience, you have the option of incorporating commission-only or per-inquiry ads into your podcast.


Commission-only or per-inquiry ads mean that as the podcaster, you get paid a flat fee or sales commission each time a listener responds to an ad heard during your podcast. Advertisers only pay for results. Advertisers who utilize this type of advertising are more apt to work with podcasters with smaller or growing audiences because they only need to pay for responses or actual sales.


For a podcaster, the response rate for commission-only or per-inquiry advertising tends to be low (often less than 1 percent). So while you might make a few dollars as a result of incorporating these ads into your podcast, the revenue potential tends to be limited.


Affiliate marketing is another option that allows startup podcasters to earn money by promoting a company’s products or services. In this case, the podcaster promotes a company and says something like “Use code ‘podcast’ when placing your order to receive 20 percent off your purchase.” Each time someone uses that promotional code when placing an order, the podcaster earns a small commission. This option is open to almost all podcasters, regardless of audience size, but since the listener response rate also tends to be low, this typically does not represent a significant moneymaking opportunity.
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If you set out to create a podcast with the intention of using it as a promotional or marketing tool for your existing business, you probably won’t want to include any advertising or sponsorship messages from other companies within your content. Doing this will distract your audience and move their attention away from the podcast’s main focus, which should be almost exclusively on your company and its products/services.


As you begin brainstorming ideas for your podcast, make sure you clearly define the overall objective of the podcast. Is it to generate money through advertising and sponsorship sales, or is it going to be used strictly as a promotional and marketing tool for your existing business? Which option you choose should then directly impact the overall approach you take to producing and promoting the podcast for its intended audience.


Without having a clear understanding of the podcast’s core objective right from the start, you’ll be setting the project up for failure.





One of the biggest revenue-generation options for a podcaster, especially once a podcast has a large audience, is to offer sponsorships. Instead of or in addition to incorporating traditional ads into each podcast episode, for sponsors, the podcast’s host will typically make multiple announcements during the podcast stating “This podcast is sponsored by [insert company]” or “A sincere thank you goes out to our sponsor, [insert company], for making this podcast possible.” The host will often then discuss or endorse the sponsor (or promote its products or services) within the podcast itself based on talking points provided by the sponsor. What a sponsor receives in exchange for their funding will vary greatly and is something as a podcaster you’ll negotiate, in advance, with the sponsor.


Chapter 10, “Monetizing Your Podcast,” goes into great detail about how podcast advertising and sponsorships work, how to find advertisers and sponsors, and why you might want to work with an agency that will secure sponsors or advertisers on your podcast’s behalf.


If your podcast’s business model will depend on earning advertising and/or sponsorship revenue in order to make money, and you’re producing the podcast to be a stand-alone business venture, remember that it’ll likely take months or years before your podcast builds a large enough audience to allow it to earn significant revenue from advertisers and sponsors. As you’ll discover, you’ll probably want to have an interim plan in place that potentially brings in some money, but that’s not expected to entirely support your podcast business venture. Many of these options will also be explored throughout this book.






Use a Podcast as a Sales or Marketing Tool for Yourself or Your Business



If you have an existing company, or you’re looking to promote yourself as an “expert” in your field, producing and hosting a podcast that caters to your target audience can serve as a powerful promotional and marketing tool that allows you to speak directly to your customers and potential customers in a relatively informal way and on a regular (recurring) basis.


A potential customer who listens to your podcast will get to know and trust you over time, making it easier for you to sell your company’s products and services to them. You’re able to include ads for your own company’s products/services within your own podcast, but be sure to differentiate the podcast content from the hardcore sales-oriented ads, and use the podcast itself to discuss your company and its products using an “infotainment” format that combines sharing valuable information in an entertaining way.


When you produce a podcast with the goal of promoting your own company or its products/services, the goal isn’t necessarily to generate revenue from the podcast itself. Instead, the goal of the podcast is to build an audience for your products or services, build loyalty for your brand, communicate with your existing customers/clients, and educate your target audience by providing information that’s perceived by them as valuable. Many companies of all sizes and working within all sorts of industries have discovered innovative ways to utilize a podcast in order to achieve their marketing and promotional goals.






Establish Your Podcast as a Business



Once you decide you’re ready to create and produce a podcast, you’ll need to answer a few very important questions right at the start.


1.  For you, what is the overall goal of the podcast?


2.  Is the podcast being produced as a moneymaking business venture, or as a promotional/marketing tool for an existing business?


3.  What will the podcast offer to its intended audience?


In Chapter 2, “Reasons to Become a Podcaster,” we’ll delve deeper into the many reasons why people decide to become podcasters and create their own podcast, as well as the perks, benefits, and opportunities that producing a podcast can offer.


If the goal of your podcast is for it to become a moneymaking business venture unto itself, then you’ll need to set yourself up as a legitimate small-business operator and choose a podcasting business model that will allow you to grow your audience as quickly as possible so that the podcast will be able to generate revenue from ad sales and sponsorships quickly. Until that time, your podcasting business will likely be operating at a financial loss.




[image: Image]  Keep It All Legal


Once a podcast starts earning money, it becomes a business venture. As such, it needs to be operated as a business and it’ll be required to pay taxes. Based on how you set up the podcast as a business, it can be operated as a sole proprietorship (DBA) or corporation, for example. Be sure to speak with your accountant or attorney to determine how to legally structure your podcasting business once you transform it from a hobby to a part-time or full-time moneymaking business venture. Also, be sure to file whatever copyrights and trademarks are required to protect the intellectual properties, logos, artwork, audio, and other content that’s associated with your podcast.





On the plus side, producing and distributing a podcast is very inexpensive from a financial standpoint. You won’t need to invest thousands of dollars to build a fancy recording studio or broadcast facility. What you will need to invest, however, is your time—potentially a lot of time—to create, produce, edit, distribute, promote, and then manage your podcast and interact with your listeners.


Keep in mind, becoming a podcaster can be an extremely emotionally rewarding and professionally fulfilling experience, even when you’re not yet making a financial fortune from your efforts. For many podcasters, they invest the time and money into producing a podcast because they have a true passion for their podcast’s subject matter, and they want to share their wisdom, experience, opinions, talents, and ideas with a like-minded audience. Making money from their podcasting efforts is a secondary objective or not at all important.


Once you’ve decided to create and produce a podcast, develop realistic goals and expectations in terms of how quickly you’ll build an audience, how much of a time commitment will be involved, how much money you’ll be able to make, and what it’ll take to make your podcast successful.


One of the very first things you’ll want to do is determine how you’ll define your own podcasting success. Establish a set of clear short-term, mid-term, and long-term goals for yourself and your podcast. One or more of your potential podcasting goals might include:


[image: Image]  Share your passion about a subject with an audience.


[image: Image]  Become a podcasting “celebrity,” and build a vast audience and loyal fan base for yourself.


[image: Image]  Earn a part-time living from podcast revenue, or just enough to financially support the podcast itself.


[image: Image]  Ultimately be able to quit your full-time job and support yourself exclusively from podcast revenue.


[image: Image]  Position and promote yourself as an “expert” in your field.


[image: Image]  Seek out new customers/clients for yourself or your business.


[image: Image]  Promote your company and build awareness for your company’s brand, products, and/or services.


As you’ll discover, there are many reasons why people choose to become podcasters, and an equal number of goals these people hope to achieve. Chapter 2, “Reasons to Become a Podcaster,” will help you better understand and define your own motivations and goals, plus assist you in determining if becoming a podcaster is the perfect fit for you, based on what you hope to achieve and in what time frame you hope to accomplish these objectives.




[image: Image]  Podcasting During the Covid-19 Pandemic


This book was written just before the covid-19 pandemic started in the United States and was first published in the midst of it. During this time, virtually everyone’s life changed, routines were altered, and some common daily activities could no longer be experienced. As a result, those who regularly listened to their favorite podcasts while working out at the gym, commuting to work, during long airplane flights, or while on vacation, for example, discovered that their podcast listening routines also changed dramatically.


As a podcaster, finding and building an audience for your podcast as the pandemic lingers on could prove to be a challenge, as many potential listeners no longer have regular listening routines or schedules.


While your audience will likely have little difficulty finding your podcast on Apple Podcasts, Google Podcasts, or one of the many other podcast directories you will likely have it listed on, even if people subscribe and are interested in your content, don’t expect them to become regular listeners of your content right away. The main reason for this is that many people are not following their regular life or work routines and have more pressing issues to contend with.


Once our lives begin to return to some level of normal in 2021 and beyond, old routines will be reestablished and new ones will be adopted. This will no doubt provide new opportunities for podcasters to grow their audiences, further proving that podcasting is more popular than ever!


The covid-19 pandemic should not stop you from launching your new podcast. It may, however, require you to adopt lower expectations for quickly building a loyal audience for it. Over time, if you handle things right, your podcast will find its audience.
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