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Abstract - Podcasting has become a globally popular media platform, drawing advertisers’ interest due to its highly engaged and loyal 

audience. To address the limited research on consumer attitudes toward podcast advertisements, we investigate how explicit product 

placements read by hosts in podcasts influence brand behavioral intentions. Our study involved an online survey among 512 podcast 

consumers exposed to brand-related content during podcast listening sessions. For data analysis, we employed partial least squares 

structural equation modeling. Our findings reveal that consumer attitudes toward the podcaster and toward the brand-related content, as 

well as the listeners’ para-social relationship with the host, directly impact brand attitude and recall, subsequently influencing brand 

behavioral intentions. 

Index Terms - Podcast host, Para social relationships, Brand placement, Brand attitude, Brand recall 

I. INTRODUCTION  

Podcast marketing is changing the game in how companies promote their stuff nowadays. It’s a cool way to reach people in today’s 

digital world. Unlike regular ads that people often ignore or skip, folks who listen to podcasts actually choose to tune in and really pay 

attention. This gives marketers a chance to share their messages in a place where people are really interested. Plus, podcasts let brands 

have deep talks and tell stories, which helps them earn trust and respect in their specific areas. Marketers can show they know their stuff 

by sharing helpful and interesting content that teaches and entertains listeners. This not only makes people more loyal to the brand but 

also makes them more likely to buy stuff from it. 

Impact on Consumer Behavior 

The impact of podcast marketing on consumer behavior cannot be underestimated. When consumers listen to podcasts, they form a 

connection with the hosts and the content. This connection often translates into brand loyalty and purchasing decisions. Podcast listeners 

are more likely to trust recommendations and endorsements made by podcast hosts they admire. 

Additionally, podcasts have the power to influence consumer opinions and attitudes. Brands can shape the narrative around their 

products or services by featuring them in podcasts that align with their target audience’s interests. This influence extends beyond the 

podcast episode, as listeners may discuss and share their podcast discoveries with their social circles. 

Podcast Marketing vs. Traditional Marketing 

Podcast marketing is pretty different from traditional marketing, especially when it comes to ads. In regular marketing, ads can feel like 

annoying interruptions that people just want to skip. But with podcast marketing, ads are part of the show, so they feel more natural and 

less bothersome. 

Plus, podcast marketing lets companies get super specific about who they’re talking to. They can pick podcasts that are perfect for their 

exact audience, making sure their message reaches the right ears. This kind of targeting is way trickier with regular ads on TV or radio. 

 

II. Advantages of Podcast Marketing 

Podcast marketing has emerged as a powerful tool in the modern marketing landscape, offering a range of advantages that set it apart 

from traditional marketing channels. In this section, we will delve into these advantages in detail, highlighting why podcast marketing 

has become a preferred choice for businesses and content creators alike. 

High Engagement Rates 

Podcast marketing is really good at grabbing people’s attention and keeping them interested. Unlike reading stuff, podcasts give you a 

cool audio experience that feels like you’re part of the conversation. When you listen to a podcast, you’re totally into it, whether it’s a 

fun chat, an interesting interview, or a cool story. This makes a big impression on listeners. 

Plus, people tend to listen to podcasts for longer compared to reading or watching stuff. They’ll tune in while they’re commuting, 

working out, or doing chores, so they’re totally focused on what they’re hearing. This gives marketers a great chance to share their 

brand’s message and make a real connection with the people they’re trying to reach. 

Expanding Audience Reach 

Podcast marketing allows brands and content creators to reach a vast and diverse audience. The podcasting medium has seen significant 

growth in recent years, with millions of episodes available on various topics. This extensive content library caters to a wide range of 

interests and niches, making it possible for marketers to tap into specific demographics and communities. 

Additionally, podcasts have a global reach. With the accessibility of podcasts on digital platforms, businesses can connect with 

international audiences without geographical limitations. This expansion of audience reach is especially valuable for companies looking 

to establish a global presence and promote their products or services to a broader customer base. 

Building Trust and Credibility 

Building trust and credibility is super important in marketing, and podcasts are really good at it. Podcasts create a special bond with 

listeners because they feel personal and real. When you hear someone’s voice on a podcast, you start to trust them and feel like you 

know them, which is harder to do with just written stuff. 

Plus, podcast hosts often share really smart ideas and knowledge about certain topics. This makes them seem like experts in their fields. 

Marketers can use this by teaming up with popular podcasters or even making their own podcasts to show they know their stuff. When 

people trust and believe in a brand, they’re more likely to stick with it and feel good about buying its stuff. 

Niche Targeting 

One of the strengths of podcast marketing lies in its ability to target niche audiences effectively. Whether your business operates in a 

highly specialized industry or caters to a specific demographic, there are podcasts that cater to almost every niche. This precision in 

targeting ensures that your marketing message reaches the most relevant and interested listeners. 
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Marketers can collaborate with podcasters whose content aligns with their niche, ensuring that their message resonates with the right 

audience. This targeted approach results in higher conversion rates and a more significant return on investment. By connecting with 

listeners who are genuinely interested in their offerings, businesses can optimize their marketing efforts and achieve better results. 

Cost-Effectiveness Compared to Other Channels 

In the world of marketing, budget allocation is a critical consideration. Podcast marketing offers a cost-effective solution compared to 

many traditional marketing channels. While producing high-quality podcasts may require some initial investment in equipment and 

production, the ongoing costs are often lower than those associated with traditional advertising, such as TV or radio commercials. 

Additionally, the long-term benefits of podcast marketing, including brand visibility, audience loyalty, and customer retention, make it 

a highly cost-effective strategy. Marketers can create evergreen content that continues to attract new listeners and customers over time, 

reducing the need for constant marketing expenditures. This combination of affordability and long-term impact positions podcast 

marketing as an attractive option for businesses of all sizes. 

 

III. Types of Podcast Formats 

Podcasts come in all sorts of styles to fit different content and what people like. When you’re getting into podcast marketing, it’s 

important to know about these different styles and how they can affect how people listen and engage. Let’s check out some of the most 

popular podcast styles that marketers can use: 

Interviews and Discussions 

One of the coolest podcast styles is the interview or discussion format. Here, hosts chat with guests, who could be experts or famous 

folks, about different topics. This style has a bunch of perks for podcast marketing. First off, interviews can make your brand look super 

smart and respected in your field. When big names or knowledgeable people join your podcast, it makes your brand seem more 

trustworthy and expert-like. 

Plus, interviews can bring in the guest’s fans, growing your audience. And these episodes give your listeners cool insights and wisdom, 

making them want to come back for more. But, nailing interview-style podcasts takes skill, research, and making sure the talk stays fun 

and on topic. 

Solo Shows 

Another cool podcast style is the solo podcast, where it’s just one person talking about stuff. This format goes by a few names like 

monologues or solo shows. It’s perfect if you want to connect with your audience on a personal level. Solo shows let hosts be themselves, 

showing off their own personality and style, which helps build a loyal fanbase. 

Plus, hosts have full control over what they talk about, jumping between different topics whenever they want. But, running a solo 

podcast isn’t easy. You need confidence, the ability to keep the conversation going by yourself, and come up with fresh content all the 

time. The best solo shows mix in storytelling, personal stories, and smart thoughts to keep listeners hooked. 

Panel Discussions 

Panel discussions are like big group chats where lots of hosts or guests talk about different stuff. This style is perfect for diving deep 

into topics and hearing lots of different opinions. Panel discussions can make your podcast super interesting and informative. They add 

variety and bring in different experts, making your content appealing to more people. 

Panelists can share their unique views, which is great for talking about tricky or hot topics. But, setting up panel discussions can be 

tough. You need to organize lots of people and make sure everyone gets a chance to talk. Plus, you’ve got to be a good moderator to 

keep the conversation flowing smoothly and keep listeners interested. 

Storytelling Podcasts 

Storytelling podcasts are like taking a trip into a story world. Here, hosts or storytellers spin tales that can be made-up or based on real 

life. These podcasts are super gripping and can really tug at your heartstrings. They let marketers weave stories that match their brand’s 

vibe or beliefs, making listeners feel a strong connection. Storytelling podcasts are great for building brand loyalty and making a lasting 

impact. But, making awesome stories takes skill, imagination, and careful planning to keep listeners hooked and guessing. 

 

IV. Educational and How-To Podcasts 

Educational and how-to podcasts are like having a helpful teacher right in your ear. They’re perfect for brands or people who want to 

show off how smart they are in their field. These podcasts give you step-by-step guides, tips, and tricks that help you learn new stuff or 

solve problems. They’re a hit with folks who want to pick up new skills or stay up-to-date. These podcasts help you seem like an expert 

and build trust because you’re sharing your knowledge and helping others out. But, to nail this style, you need to do your homework, 

explain things clearly, and keep your content organized. 

Creating Compelling Podcast Content 

When it comes to podcast marketing, the heart of your strategy lies in the content you produce. Crafting compelling podcast content is 

essential for engaging your target audience and building a loyal following. To do this effectively, you need to delve into the intricacies 

of storytelling, content planning, guest selection, and maintaining consistency in your content production. 

The Art of Storytelling 

Storytelling is a timeless art that has the power to captivate and resonate with listeners on a profound level. In the context of podcast 

marketing, storytelling is not limited to fictional narratives; it extends to real-life experiences, brand stories, and the personal journeys 

of hosts and guests. A well-crafted story can connect with your audience emotionally, making your podcast memorable and shareable. 

Effective storytelling in podcasts involves careful scripting and structuring of episodes. It’s about setting the stage, introducing 

characters (which could be hosts, guests, or the brand itself), and developing a narrative arc that keeps listeners engaged from start to 

finish. Whether you’re sharing customer success stories, recounting brand milestones, or exploring industry trends, storytelling is a 

powerful tool to convey your message effectively. 

 

V. Strategic Content Planning 

Planning what you’re going to talk about is super important for a successful podcast. It’s like the backbone that holds everything 

together. You need to decide what your podcast is all about, plan each episode, and make a schedule for when they’ll come out. A good 

plan makes sure your podcast stays on track, stays interesting, and matches up with what you want to achieve with your marketing. 

Start by figuring out what topics and ideas your listeners will be into. You might need to do some research to find out what they care 

about and what they like. Your plan should include a mix of stuff that’s always relevant and things that are happening right now in your 
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industry to keep your podcast exciting. Also, think about organizing your content into seasons or series, where each season focuses on 

a specific theme or topic. This not only keeps things consistent for your listeners but also makes them excited to hear what’s coming up 

next. 

Guest Selection Strategies 

Guests are like special guests’ stars in your podcast—they bring new ideas, expertise, and credibility to your show. Whether you’re 

chatting with industry pros, big thinkers, or even your own customers, picking the right guests is super important. You want guests who 

fit with your podcast’s theme and who your audience will love. When marketers choosing guests, think about how relevant and 

knowledgeable they are, and what they can add to your podcast. Do some digging to make sure they’ll bring interesting insights and 

make your conversations pop. And before the interview, make sure to talk with them beforehand to make sure you’re both on the same 

page about what you’ll talk about. By picking awesome guests, you’ll make your content even better and might even get some new fans 

from their followers too! 

Consistency Is Key 

Keeping a steady rhythm is key to making your podcast a hit. Whether you put out new episodes every week, every other week, or at 

another regular time, sticking to a consistent schedule is super important. This consistency helps your audience trust you because they 

know they can count on you for new content regularly. To stay consistent, make a plan that lays out when you’ll record, when you’ll 

edit, and when you’ll release each episode. If you’ve got a team, make sure everyone knows what they need to do and when it needs to 

be done by. Also, think about making extra episodes ahead of time so you’ve got some in reserve in case something unexpected comes 

up or you need to take a break. That way, you can keep giving your listeners new stuff without any interruptions. 

 

VI. Promotion and Distribution Strategies 

In the world of podcast marketing, creating compelling content is just the first step. To ensure your podcast reaches a wide and engaged 

audience, you need effective promotion and distribution strategies. Here, we’ll delve into the key strategies that can help your podcast 

gain visibility and connect with your target audience. 

Leveraging Podcast Directories 

Getting your podcast out there starts with getting it listed on big podcast platforms. Places like Apple Podcasts, Spotify, Google Podcasts, 

and Stitcher are where lots of people go to find new shows. 

When you submit your podcast, make sure your title, description, and cover art are catchy and eye-catching to grab people’s attention. 

Also, ask your current fans to leave reviews and ratings on these platforms because good reviews can help more people find your 

podcast. 

Social Media Promotion 

Social media is like a superhero for promoting your podcast! Make special profiles or pages just for your podcast and share stuff like 

new episodes, fun updates, and cool content that fits with what your podcast is all about. Use popular platforms like Facebook, Twitter, 

Instagram, and LinkedIn to talk to your listeners. 

Try posting attention-grabbing pictures, short clips from your episodes, and sneak peeks to get people excited about listening. Don’t 

forget to chat with your followers, answer their questions, and join in on conversations related to your podcast’s topic. This helps you 

build a super cool online gang around your podcast! 

Email Marketing for Podcasts 

Email marketing remains a reliable way to reach your existing audience and promote new podcast episodes. Create an email list of your 

podcast subscribers and send out regular newsletters. Include episode highlights, guest information, and links to listen. 

Personalize your emails to make your subscribers feel valued and engaged. You can also offer exclusive content or early access to 

episodes as incentives for subscribing to your email list. Don’t forget to optimize your email subject lines to increase open rates. 

Collaborations and Cross-Promotions 

Teaming up with other podcasters and influencers who are into the same stuff as you can really boost how many people listen to your 

podcast. Look for chances to do cross-promotions where you talk about each other’s podcasts to your own fans. 

This way, you get to reach a bunch of people who might be super interested in what you have to say. When picking collaborators, make 

sure their audience is similar to yours, so you’re more likely to get listeners who really care about your content. 

SEO for Podcast Discoverability 

Making sure people can find your podcast is super important, and that’s where search engine optimization (SEO) comes in. Just like 

with websites and blogs, you need to use the right keywords to help your podcast show up when people search for stuff in your area. 

Put those keywords in your podcast title, episode titles, and descriptions so they pop up when folks look for things related to what you 

talk about. Do some research to find out what words and phrases your target audience uses most when searching, and make sure to use 

those. Marketer can also boost your podcast’s visibility by creating a website or blog where you can post extra info about your episodes. 

This not only gives your audience more to explore but also helps your podcast show up higher in search results. 

 

VII. Metrics for Measuring Podcast Success 

In the world of podcast marketing, success isn’t just about producing great content—it’s also about understanding how your content 

performs and resonates with your audience. Measuring podcast success requires a keen eye on various metrics that provide insights into 

the effectiveness of your marketing efforts. Let’s delve into the key metrics that podcasters and marketers should pay attention to. 

Downloads and Subscribers 

Downloads and subscribers are among the most fundamental metrics for gauging podcast success. Downloads indicate how many times 

your episodes have been accessed, reflecting your content’s popularity. Subscribers, on the other hand, represent a loyal audience 

segment that regularly tunes in to marketers’ podcast. 

Tracking these numbers over time helps you identify trends and measure the growth of your listener base. Increasing downloads and 

subscribers often signifies that your content is resonating with your target audience. 

Listener Retention Rates 

It’s not just about attracting listeners; it’s about keeping them engaged. Listener retention rates reveal how long listeners stay tuned 

during an episode. High listener retention indicates that your content is captivating and retains audience interest. 

Conversely, a drop in retention rates at specific points in an episode might signal a need to review your content strategy. Analyzing 

retention rates can help you fine-tune your content and improve overall engagement. 
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Conversion Rates and ROI 

While podcasting is a powerful marketing tool, it’s essential to track its impact on your business goals. Conversion rates and return on 

investment (ROI) are key metrics to assess the effectiveness of your podcast marketing efforts. Are listeners taking desired actions after 

hearing your podcast, such as visiting your website, signing up for your newsletter, or making purchases? 

By analyzing conversion rates, you can measure the direct impact of your podcast on your business objectives and calculate the ROI of 

your podcast marketing campaigns. 

Listener Demographics 

Understanding your podcast’s audience is crucial for tailoring your content and marketing strategies. Listener demographics provide 

valuable insights into who is tuning in to your podcast. These demographics may include age, gender, location, interests, and more. 

By knowing your audience’s characteristics, you can create content that resonates with them, target your marketing efforts effectively, 

and even attract potential sponsors who want to reach your specific demographic. 

Listener Feedback and Reviews 

Engaging with your listeners and encouraging them to provide feedback and reviews can be an excellent source of qualitative data. 

Listener feedback can offer valuable insights into what your audience likes, dislikes, and what they’d like to see improved. 

Positive reviews not only boost your podcast’s credibility but also act as social proof, attracting new listeners. Constructive criticism 

from your audience can help you refine your content and make necessary adjustments to improve the overall listening experience. 

Continuous Improvement 

Measuring podcast success isn’t just about collecting data; it’s about using that data to refine your strategy and continuously improve 

your podcast. Successful podcasters regularly review these metrics, make data-driven decisions, and experiment with new approaches 

to enhance their content and grow their audience. 

Whether it’s tweaking episode formats, addressing audience feedback, or optimizing marketing strategies, these metrics serve as the 

compass that guides podcasters on their journey to success. 

 

VIII. Monetization Opportunities in Podcast Marketing 

Monetizing your podcast is a critical step in turning your passion project into a sustainable income stream. In this section, we’ll explore 

various monetization opportunities available to podcasters and how they can generate revenue from their content. 

Sponsorships and Advertising 

Podcasters have some cool ways to make money, and sponsorships and advertising are some of the most popular ones. Brands love 

reaching out to podcast audiences because they’re super loyal and engaged. With sponsorships, you team up with a company to talk 

about their products or services during your episodes. Usually, you’ll have a special part of your show where you share a message from 

the sponsor that fits with what your audience likes. In return, you get paid, and how much you get depends on how big your audience 

is and how well your podcast matches up with the sponsor’s stuff. 

Ads are a bit different. They’re often put into your episodes by the platform you use to host your podcast, and you earn money based 

on how many people listen to or click on the ads. Both sponsorships and ads need you to have a good number of listeners to attract 

brands, but they can be great ways to make money once your podcast gets going strong. 

Affiliate Marketing through Podcasts 

Another cool way for podcasters to make money is through affiliate marketing. Here’s how it works: You talk about products or services 

on your podcast that fit with what you usually talk about. Then, you give your listeners special links or discount codes. When your 

listeners use these links or codes to buy stuff, you earn a commission from the sales. 

The key to making affiliate marketing work on podcasts is to make sure the things you’re promoting match up with what your audience 

likes and needs. Being genuine is super important too—only promote stuff you really believe in and have tried yourself. This helps you 

build trust with your listeners and makes them more likely to buy. Affiliate marketing lets podcasters make money without just relying 

on sponsorships or ads. 

Premium Content and Subscriptions 

Lots of podcasters go the extra mile and offer special content or subscription plans to make money from their podcasts. They might give 

their most dedicated fans access to exclusive episodes, early peeks at new episodes, or a way to listen without any ads. Sometimes, they 

even throw in bonus stuff like Q&A sessions or behind-the-scenes looks. To get this special content, listeners sign up for a subscription 

and pay a monthly or yearly fee. 

This model helps podcasters bring in a steady income while giving their biggest fans even more to love. Platforms like Patron, Super 

cast, and Substack make it super easy for podcasters to set up these subscription plans and offer their fans special content. Offering 

premium content and subscriptions helps podcasters build stronger bonds with their audience and keep the money rolling in steadily 

Merchandising and E-commerce 

Making and selling cool stuff related to your podcast is another fun way to make money and connect with your listeners. You can create 

and sell things like t-shirts, mugs, stickers, or even special items that fit with what your podcast talks about. Platforms like Shopify, 

Etsy, or Printful make it easy to design and sell merchandise without needing to keep a big stockpile of stuff. 

Getting your audience involved with merchandise not only brings in cash but also helps make your podcast’s brand stronger. Plus, 

hosting events, workshops, or webinars that tie into what your podcast is about is another way to make money. These events give your 

audience something cool while letting you charge for tickets or sell related stuff. 

Crowdfunding and Listener Support 

Crowdfunding and listener support have gained popularity as viable monetization methods for podcasters. Platforms like Kickstarter, 

Indiegogo, and Buy Me a Coffee enable podcasters to seek financial support directly from their listeners. Podcasters can set up 

crowdfunding campaigns to fund specific projects, improve production quality, or simply keep their podcasts ad-free. 

Many listeners are willing to contribute financially to support the content they love, and crowdfunding provides a direct and transparent 

way for podcasters to receive financial backing. Additionally, some podcasters use platforms like Buy Me a Coffee to receive one-time 

donations or offer subscription-like support, allowing listeners to “buy a coffee” for their favorite creators. Listener support fosters a 

sense of community and reciprocity between podcasters and their audience, enhancing the sustainability of podcasting endeavors. 

Bezbaruah and Brahmbhatt (2023) discovered that sponsorship messages and host mentions of products/services were more effective 

than prerecorded advertisements due to the trust listeners place in their hosts. Auditory information tends to carry more significance 



TIJER || ISSN 2349-9249 || © June 2025, Volume 12, Issue 6 || www.tijer.org 

TIJER2506134 TIJER – INTERNATIONAL RESEARCH JOURNAL  www.tijer.org a184 
 

than visual content (Russell, 2002). Host-read podcast advertisements feel particularly personal due to the unique relationship between 

hosts and their audience (Moe, 2023). 

 Moe (2023) suggested that different podcast genres elicit distinct behaviors, with comedy and true crime listeners exhibiting the most 

positive attitudes toward podcast advertising, while comedy and personal enrichment listeners reported the highest levels of consumer 

buying actions. Therefore, our research will focus on responses from podcast listeners who primarily consume podcasts for 

entertainment purposes. 

 

IX. Future Trends in Podcast Marketing 

The podcasting landscape is dynamic and constantly evolving. To stay ahead in the world of podcast marketing, it’s crucial to anticipate 

future trends and adapt your strategies accordingly. 

Voice Search and Smart Speakers 

As voice-activated technology continues to advance, it’s becoming increasingly important for podcasters to optimize their content for 

voice search. Smart speakers like Amazon Echo and Google Home are now common in households, and users are turning to them to 

discover podcasts. 

Future trends in podcast marketing will involve tailoring content to voice search queries and ensuring that your podcast is easily 

discoverable through these devices. This might include optimizing podcast titles and descriptions for voice search, creating content 

specifically for voice assistants, and exploring partnerships with smart speaker manufacturers to promote your podcast. 

Interactive and Immersive Podcasts 

The future of podcasting is likely to involve more interactive and immersive experiences for listeners. Some podcasts are already 

experimenting with choose-your-own-adventure style narratives, where listeners can influence the direction of the story. 

Additionally, advancements in virtual reality (VR) and augmented reality (AR) could lead to podcasts that offer immersive experiences, 

allowing listeners to step into the world of the podcast. These trends will require podcasters to think creatively and invest in new 

technologies to create engaging and interactive content. 

Data-Driven Content Strategies 

Data analytics will continue to play a significant role in podcast marketing. Podcasters will rely on data to gain insights into listener 

behavior, preferences, and demographics. This information will help tailor content to specific audience segments, optimize advertising 

strategies, and track the effectiveness of marketing efforts. Machine learning and artificial intelligence will also be used to analyze vast 

amounts of data, providing valuable insights and helping podcasters make data-driven decisions. 

Incorporating AI and Personalization 

Artificial intelligence (AI) will be increasingly integrated into podcast marketing strategies. AI-powered tools can help automate tasks 

like transcription, making content more accessible and discoverable. 

Personalization will become more prevalent, with AI algorithms recommending podcasts to listeners based on their interests and past 

behavior. This will enhance the listener experience and increase engagement, as listeners receive content that aligns with their 

preferences. 

Expanding to Global Markets 

Podcasting has a global audience, and future trends will see podcasters expanding their reach to international markets. Localization and 

translation services will be in demand to make content accessible to non-English-speaking audiences. Podcasters will collaborate with 

creators from different parts of the world to create diverse and inclusive content. 

Additionally, there will be a focus on understanding the unique preferences and cultural nuances of international audiences to tailor 

content effectively. 

 

Conclusion 

This study enhances our understanding of the factors influencing consumer behavior within the podcasting ecosystem. It contributes to 

the literature by demonstrating the application of TPB in a modern advertising medium and questions the relevance of perceived 

behavioral control in situations where the behavior is not considered as dependent on the presence of certain skills or resources such as 

money, or when the consumers already feel good control over these resources. Future research could explore different podcast genres, 

product types, broader advertising trends, and cultural differences in promotional code usage, as well as examine other mediators and 

employ alternative behavioral theories to gain deeper insights. 
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