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Introduction 
 
Podcasting has moved from flash in the pan to phenomenon status.  As Mike Chapman, 
Editorial Director for e-Marketer points out in his excellent study, Podcasting: Who’s 
Tuning In? from March, 2006: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
“This new medium saw a near fivefold 
increase in its audience in 2005.  It is 
clearly more than a passing, gadget-
fueled-fad.  Although most estimates 
exaggerate podcasting’s reach, rapid 
growth will continue.  It will be fuelled 
by the addition of video and consumer 
enthusiasm for any medium that 
facilitates consumption, ‘anywhere, 
anytime.’  In their pursuit of new 
ventures that deliver a measurable, 
targeted audience, online advertisers 
and marketers are paying serious 
attention.” 

 

 
And it’s not just marketers who are 
getting into the fray. In their July, 
2006 Emerging Marketing Series, 
KnowledgeStorm published, The 
Influence of Podcasts on B2B 
Technology Purchase Decisions.  The 
report, produced in conjunction with 
Universal McCann was conducted 
with over 3,900 B2B Technology 
Buyers on their podcast listening 
preferences and how those 
preferences influence their 
purchasing decisions.  

http://www.emarketer.com/Report.aspx?podcasting_mar06
http://www.emarketer.com/Report.aspx?podcasting_mar06
http://www.knowledgestorm.com/search/viewabstract/83446?pos=1&referer=SEARCH_RESULTS&trkpg=search_results_researchname
http://www.knowledgestorm.com/search/viewabstract/83446?pos=1&referer=SEARCH_RESULTS&trkpg=search_results_researchname
http://www.knowledgestorm.com/search/viewabstract/83446?pos=1&referer=SEARCH_RESULTS&trkpg=search_results_researchname
http://www.universalmccann.com
http://podcasting.about.com
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Here’s a description of the report from the Overview of the Research Abstract:  
 

Blogs, podcasts, wikis, RSS feeds and other communication formats 
that emerged from niche communities, political pundits and news 
organizations are evolving into key elements of the B2B marketer's 
online toolkit. New research conducted by KnowledgeStorm and 
Universal McCann of 3,900 B2B technology buyers shows that 
technology buyers are not only interested in these new delivery 
channels, but they are using them to gather information and make 
decisions.II 
 
With the emergence of these new content and delivery forms, 
technology buyers have more options than ever - putting them 
increasingly in control of the vendor/buyer dialog. The implication for 
technology marketers is that they must adapt quickly to the changing 
preferences of the market and look for ways of delivering relevant 
content that meet the merging professional and personal lifestyles of 
these buyers. 
 
Source: KnowledgeStorm and Universal McCann Emerging Media 

Series, Issue One: Podcasts 
 

Losing Relevance in a Web 2.0 World  
 
Although these numbers focus on the marketing and technology community, the rapid 
adoption of audio/podcasting tools for business is widespread over multiple industries as 
you’ll see from this study.  Companies like IBM already incorporate in-house 
podcasting/blogging tools to allow their employees to generate “Do It Yourself” (DIY) 
media for internal purposes, along with creating external podcasts to push the 
interactive envelope to their customers.   
 
“Hold on,” you’re thinking.  “First off, I don’t even really understand what a podcast is.”  
 
Fair enough.  So without getting bogged down in too long a technical description, 
podcasts are simply audio programs enabled with a tool to allow those shows to be 
subscribable.  That’s it.  (If you’d like a fantastic four-minute video that gets a bit more 
specific, I recommend gruntmedia founder Craig Syverson’s, four-minute Podcasting 
Described Simply video).  Think about a podcast like the myriad of e-mail newsletters 
you’ve subscribed to—once you opt in, you’ll continue to get newsletters until you opt 
out or lose them in your spam filter.   
 
“Fine, thanks.  But my eyes are already glazing over when you use web-savvy 
catchphrases like, ‘Web 2.0’ and ‘Do It Yourself’ media.  Give me applications for 

podcasting beyond the cool factor, which doesn’t pan out on a spreadsheet.” 

http://www.knowledgestorm.com/search/viewabstract/83446?pos=1&referer=SEARCH_RESULTS&trkpg=search_results_researchname
http://www.knowledgestorm.com/search/viewabstract/83446?pos=1&referer=SEARCH_RESULTS&trkpg=search_results_researchname
http://www.ibm.com/investor/viewpoint/podcast/05-08-05-1.phtml
http://gruntmedia.com/Welcome_to_gruntmedia.html
http://gruntmedia.com/podgrunt_main.html
http://gruntmedia.com/podgrunt_main.html
http://podcasting.about.com
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I’ll do my best to avoid webspeak for the sake of it as we move forward.  And I’ll be 
covering tangible benefits of audio/podcasting including multiple application possibilities, 
ROI, pedagogy, and much more with quotes from some of the leading minds in the 
corporate/training world today.  But first it’s important to understand that the shift in 
media towards interactive tools has greater ramifications than simply whether or not you 
should try/utilize podcasting for your business.  It’s an overall paradigm shift, a 
changing philosophical mindset that’s altering people’s attitudes towards conducting 
commerce as a whole.  And it’s vital to understand the nature of this mindset if you’re 
looking to build ROI or train your employees/educate your customers across the board.  
The challenge for this New Age Mentality?  You’ll be surprised to learn it’s as old as 
commerce itself:  
 
A business has to communicate trust or it will lose relevance to customers/employees.   
 
That’s it.  There’s the magic sound byte, and you’re likely thinking, “Thanks, Sherlock.  
Glad I didn’t pay for your seminar.”   
 
But how easy is it for you to trust a stranger?  And how well do you communicate with 
your intended audience?  Especially in a world so clustered with media that people 
literally don’t need to spend a second focusing on information they don’t perceive as 
useful.  Podcasting and similar new technologies provide the tools to help reach 
employees and customers where they are.  Both in a physical and metaphorical sense.  
By utilizing such “Just In Time” tools (JIT meaning people listen to your content when 
they want to and not vice-versa) you’re communicating an idea to your listener:  
 
“I’ve created material I thought would be valuable to you and am delivering it via a 
medium that allows you to check it out when it’s most convenient for you.” 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

 
IBM’s ShortCuts Podcast allows visitors to interact directly with IBMers.   

http://whale01.haw.ibm.com/ShortCuts/
http://podcasting.about.com
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Here’s how Ben Edwards, Manager of New Media Communications at IBM Headquarters, 
(“The Podfather” of IBM podcasts) elucidated this idea to me for this report:  
 

If you think about how corporations communicated in the past it has 
been in an institutional voice. But increasingly people want to 
communicate with people. Outside of our company there are people 
wanting to connect directly with IBMers and if we can help them do 
that and help IBMers create forums where people can go and make 
direct personal communications with us I think we’re doing business a 
huge service. (Interactive media) provides a more powerful way of 
connecting business interests and aligning them to allow for 
collaboration.   
 
There’s also an element of trust involved here. One of the surveys I 
pay a lot of attention to is one produced by Edelman Communications, 
the worlds biggest independent PR company.  They do a survey of 
trust every year and it has shown consistently that institutional voices 
are declining in trust.  And meanwhile, what do people trust?  They 
trust their peers, and they trust their family, and they trust the people 
they know which again pushes you towards allowing for and promoting 
person to person, individual communications—because business is 
built on trust.  Without trust there isn’t business and we need to be 
able to foster and build trust between IBMers and outside people.  So 
again, this really plays to the heart of what companies need to do 
these days in order to be successful, to win business and grow 
business.  And I’d say this provides a very direct and tangible ROI.  

 
The Medium’s Not the Message  
 
Sorry, Marshall.  As I’m the About.com Guide to Podcasting I’d like nothing more than to 
tell you when you implement a podcast for your business you’ll make a million dollars 
and/or train your employees more efficiently than ever before. But the medium involved 
in this new trend of interactive media in business is all about demonstrating you’re going 
to provide employees/customers real value.  In other words, the message is the 
message.  Plus you’ve got to share that message in an entertaining fashion to 
distinguish yourself from competitors and prove to your audience that you care enough 
about them to help them maximize their precious time.  So now you’ve also got to back 
up your message with actions that ring true for your audience.  
 
But more on that below.  For now we’ll work together on the supposition that the tide is 
turning in the modern media marketplace.  And if you’re not careful to listen to the 
thundering roar of the savvy consumer your business could be all washed up.  

http://edelman.com/
http://www.edelman.com/news/ShowOne.asp?ID=102.
http://www.edelman.com/news/ShowOne.asp?ID=102.
http://www.marshallmcluhan.com/
http://podcasting.about.com
http://podcasting.about.com
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True Podcast ROI: Saving Money and Finding Time  

 
Case Study: The Otter Group 
 
Let’s start the body of this paper with the question everyone wants to know.  What’s the 
tangible, measurable ROI for podcasting?  How can it make or save me money for 
training or marketing purposes?  Here’s a perfect example right out of the gate on how 
podcasts can streamline the dissemination of course/learning materials for corporate 
training purposes.  This is from Kathleen Gilroy, CEO of The Otter Group, whose Podcast 
For Learning paper is also a must-read on the subject of Corporate Podcasts/Training:  
 

 
 
 
 
 
 
 
 
 
 
 
 

Her, Negotiating Tip of the Week podcast series, featuring Dr. Josh Weiss from the 
Program on Negotiation at Harvard, has been downloaded over 280,000 times since April 
of 2005.  The popularity of the series also convinced Gilroy to offer custom podcasts for 
clients.  The venture has proved extremely successful as her $15,000 investment has led 
to over $100,000 from custom podcasts sold.  The Otter Group’s latest venture, 
Everybody’s a CEO, helps businesspeople go ‘Back to School 2.0’ and learn the 
importance of (and how to implement) blogs, RSS, podcasts, and a ‘Personal Learning 
Network’ as a form of interactive accountability.  
 
Case Study: Duke University  
 
Richard Lucic, Associate Chair of the Computer Science Department at Duke University 
(we’ll be talking more about Duke’s Digital Initiative below) notes that for one of his 
classes he has replaced an antiquated textbook entirely with material he podcasts to 
students.  “You can insert PDF and PowerPoint files directly into the podcast feed along 
with the audio material.  I essentially create a custom textbook so a student doesn’t have 
to purchase a $100 volume where they’ll only utilize 50% of the book anyway.”  
 
Case Study: Thomson NETg 

 

“We’ve been working on an innovation program for a global 
financial services firm for the past six years. It was relatively 
easy to convince the client to try podcasting because prior to this 
year we had been distributing our course materials in a big black 
binder that included hard copy lecture notes and DVD videos of 
the learning materials.  And this year, instead of doing that we 
gave every participant a video iPod.  Doing this actually cost us 
$200 less per person to use the iPod than for the binders, and 
that was just for duplication costs.” 

http://www.ottergroup.com
http://www.ottergroup.com/blog/WhitePapers/_archives/2005/9/16/1232728.html
http://www.ottergroup.com/blog/WhitePapers/_archives/2005/9/16/1232728.html
http://www.negotiationtip.com/
http://www.pon.harvard.edu/
http://www.ottergroup.com/ECEO/
http://www.cs.edu
http://www.duke.edu/ddi/
http://podcasting.about.com
http://podcasting.about.com
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Chris Brenchley, VP of Services and Dean Brown, VP of Learning Resources from 
Thomson NETg provided the following insights in regards to ROI:  
 

Chris Brenchley: For me, and for the work that we do and how our 
customers use us from a content development standpoint, one of the 
immediate benefits from a cost or a returns standpoint is if we go into 
a training program development project, we’ll typically identify up 
front the fact that we’re going to be delivering some of the content 
developed to these kinds of devices (iPods/MP3 players) via 
podcasting.  So the return story is much more focused on develop 
once and then version it out across a variety of delivery modes.  So 
you’re not actually incurring additional costs on the development side, 
but you’re dramatically extending the reach and the impact of the 
training materials.   
 
Dean Brown: To help make existing collateral specific and timely, 
we’re able to include podcasts in existing, off the shelf products.  Plus, 
as we cannot assume that many of our corporate customers always 
understand how to subscribe to content, we’re actually moving to push 
our learning objects including the podcasts via calendar based learning 
technologies that we call, “LearnFlow.”  And that way we can increase 
the ROI of the training assets by pushing these podcasts to select 
groups of users based on their profiles, their business need, their 
learning initiative, their certification initiative, or whatever the case 
may be.   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Thomson NETg Podcast Site 

http://www.netg.com/
http://netg.com/podcasts/
http://podcasting.about.com
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Case Study: Multinational CRM Software Company 
 
Kelley Steven-WaissIis an Account Manager for ROI Communications, Inc., a large 
Internal Communications consulting firm located in Scotts Valley, California.  She used to 
be the Director of Internal Communications for a Multinational CRM Software firm based 
in the San Francisco area and had this to see about the firm’s use of webcasts: 
 

I used webcasting when we were changing our business strategy and 
several of our product lines were being consolidated.  There was so 
much information that we had to break it down into bite-size chunks of 
information. We didn’t have iPods, but we were able to feed 
information to people’s laptops and we’d record it and put it up on the 
Intranet. Then we’d archive the sessions for six to nine months so you 
could get the series if you missed it.   

 
Utilizing this form of mobile media also provided measurable savings—people didn’t have 
to pay travel expenses to go to meetings or pay for learning materials.  However, 
Steven-Waiss points out a more important cost issue involved: “There’s an issue of 
economics involved here and an issue of opportunity costs.  What’s the cost of not 
putting your company’s information out there in a timely fashion and not having your 
account managers and your customer service reps speaking the same language?” 
 
Case Study: UC Berkeley  
 
Obadiah Tarzan Greenberg is Product Manager for webcast.berkeley, UC Berkeley's 
automated system for capturing and delivering open access podcasts and video of full 
courses and events.  In terms of hard ROI for their podcast/new media ventures, he 
provided this anecdotal evidence:  
 
 
 
 
 
 
 
 
 
 
 

As an experiment we added streaming video of our Chancellor 
congratulating and welcoming freshman to UC Berkeley to half of the 
emails sent out.  It turned out that the yield rate (meaning the 

Recently we sent out 
our invitation for 
freshman to come to 
UC Berkeley in the 
form of an email.  This 
is where we essentially 
say, “you’re accepted, 
do you want to join 
us?”  

 

http://www.roico.com/
http://podcasting.about.com
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students who ended up deciding to come to UC Berkeley) was much 
higher for the people who received the email with the streaming video.  
 

Again, for both the webcast and streaming video example above my point is to 
demonstrate how interactive media (versus just podcasts) helps connect content 
providers to their audience.  However, Greenberg in our interview went on to point out 
how podcasts specifically have been utilized successfully at UC Berkeley in terms of 
time/money savings: “Our business school is using podcasts to great effect in their 
admissions program.  Students who are considering going to UC Berkeley can subscribe 
and learn more about the application process, have FAQ’s answered and receive tips.”  
Then there’s also the issue of teacher’s office hours:  
 

Typically a student would hear something in class and not understand 
it and then they would line up outside the teacher’s door to ask the 
teacher what they meant.  Or they missed a class and would ask to 
get filled in.  Now with webcasts and podcasts teachers are finding that 
office hours are down for those kinds of questions and instead they 
can use their time to expand on the things they were teaching in class, 
or more pedagogy.  

 
Case Study: PRWeb Podcast and Knowledge Storm’s Audio White Paper Service 
 
 
 
 
 
 
 
 
 
PRWeb, the major newswire and Press Release outlet, has created a PRWeb Podcast 
Service.  Offered to members who have submitted upgraded news releases, the service 
“brings news releases to life” by having PRWeb staff members interview clients and 
discuss their news in five to seven minute phone interviews.  
 
I featured an article on How to Create an Audio Press Release on About.com not long ago 
and was very encouraged to see PRWeb was offering this service. Apparently the “online 
visibility company” believes there’s merit in becoming the “online auditory company” as 
well.  Whether or not they’ll be successful over the long run remains to be seen, but 
when industry leaders embrace a new technology and make it part of their business 
model, ROI in dollars or media attention can’t be far behind.  
 
Similarly, KnowledgeStorm has begun offering an Audio White Paper service.  Hosted 
by caramel-voiced Radio vet, Richard Warner (who is also CEO of What’s Up Interactive, 

 

http://prwebpodcast.com
http://podcasting.about.com/od/guerrillacasting/qt/PodcastPRelease.htm
http://www.whatsup.com/services/podcasts/
http://podcasting.about.com
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the firm that produces the podcasts) various tiers of service are available through the 
firm that discovered tech buyers would like to have audio versions of white papers.  
Again, it’s one thing to report about trends—it’s another thing to start some of your own.  
 
Case Study: Capital One  
 
Dan Sussman, in his excellent article, Now Hear This (Training and Development 
Magazine/TD: September, 2005) reports how Michael Walker, the manager of learning 
services administrations at the company’s Richmond, Virginia-based employee education 
unit, Capital One University, felt his associates were so busy they didn’t have time during 
working hours to get to the classroom.  In this regard, audio learning seemed to make 
perfect sense as workers could listen to course materials on their iPods while they 
worked out at the gym or on CD’s they burned for their car on the drive home.   
 
Matt Schuyler, Capital One’s executive vice president of Human Resources, also voiced 
his opinion on the ROI of the program, although it was still in its early stages:  
 

(Worker) productivity is up, so literally, we’re making more revenue 
and income with fewer employees.  Their learning is increasing as 
measured by their ability to take on stretch assignments, new roles, 
broader responsibilities, and so forth.  And, I guess people vote with 
their feet.  We have waiting lists for this program.  We can’t distribute 
the courses and tools fast enough.  
 

The ROI Conclusion  
 
I hope these initial examples are starting to demonstrate that there is indeed money to 
be saved/made by utilizing podcasting technology for your business.  As the corporate 
side of podcasting is still in its infancy it’s difficult to provide the metrics typically used to 
quantify purchase decisions within an organization.  But as Anders Gronstedt, President 
of the Gronstedt Group whose Broomfield, Colorado firm specializes in providing 
entertaining and effective next-generation training programs, (including podcasts) 
states:  
 

You’re typically talking about potential revenue increases, (with 
podcast learning materials for sales and other personnel) certainly in 
the case of sales training and that’s always harder to quantify.  I think 
we have to be patient with the hard-nosed ROI studies and if you’re 
going to wait for those before you can implement anything you’re 
probably going to miss the boat.  For larger/medium organizations, 
costs are so low that it would be worth their while to experiment with 
podcasts and see what response they get without having a precedence 
of hard ROI’s. 

 

http://www.knowledgestorm.com/search/viewabstract/83446?pos=1&referer=SEARCH_RESULTS&trkpg=search_results_researchname
http://www.astd.org/NR/rdonlyres/605EA095-C066-40D5-8485-B4E76B33553F/7460/76050953.pdf
http://www.astd.org/astd/Publications/TD_Magazine/
http://www.gronstedtgroup.com/
http://podcasting.about.com
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Podcasts and Corporate Training: From Shovelware to Edutainment 
 
“My biggest fear with mobile learning is that people will be taking existing content that 
they used for instructor led training, recording it and disseminating it without paying 
attention to the entertainment value required for this medium,” stated Jenna Sweeney, 
President of CramerSweeney Instructional Design during our interview:  
 

(Podcasting/Mobile, “M” Learning) is a different medium, so it requires 
a unique instructional design strategy. I tell clients that if they have 
poor training content, they will surely have poor ROI. Taking that a 
step further, if they have un-engaging (or disengaging!) “learning-
casts” – even with exceptional training content – they will still 
experience poor ROI. Successful learning-casts necessitate an 
approach that involves entertaining the learner in a new way (but still 
completely auditorily) to keep them tuned in. Simple voice recordings 
just aren’t enough. With no energetic instructor or colorful PowerPoints 
that you might experience during classroom training, and no visuals or 
Flash-based multimedia or interactivity found in good e-learning 
programs, instructional designers need to amplify their creativity when 
designing for podcasts for training purposes. 

 
This notion was a universally held idea amongst the people I interviewed for this White 
Paper.  Here’s Chris Brenchley of Thomson NETg: 
 

If there are podcast components, (in a learning initiative), you’re going 
to find a very strong emphasis on production values with Thomson so 
it feels much more like a radio program, or in the case with video, 
something that’s like an ESPN sports center versus a video conference 
call.  Adding that extra level of engagement and production value 
helps you cut through the competitive noise in terms of all the 
information and knowledge that adults, particularly working adults, are 
being bombarded with.  This engagement not only drives utilization of 
the actual program (they’re going to stay with it longer) but depending 
on how you actually design around the content and reinforce the 
delivery of that message through production value—that’s going to 
increase retention as well.  

 
 
Anders Gronstedt:  
 
 
 

The only way to get (podcasting/interactive media) to really work is to 
rethink how you communicate and how you train people.  This is really 

 

http://www.cramersweeney.com/instructional_design/default.cfm
http://www.netg.com/
http://www.gronstedtgroup.com/
http://podcasting.about.com
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edutainment. The option when you’re driving your car is to listen to 
some compelling music or entertainment or to not listen to anything at 
all.  So you need to make material fast paced, entertaining, and 
provide quick sound bytes.  People are in a distracting environment, 
they’re on the treadmill, they’re in their car, you don’t want to have 
any long, elaborate speeches.  You just want to feed them quick sound 
bytes they can use in their everyday work; sort of creating teachable 
moments as they’re driving and then give them some sales tidbits just 
as they’re walking into a meeting in the case of sales training. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Shovelware: A Definition, from Wikipedia:  
 
The derogatory computer jargon term shovelware refers to software noted more for the 

quantity of what is included than for the quality or usefulness. 
 

As a reminder—your employees have lives outside of the office. And odds are they aren’t 
listening to MP3 versions of your hour-long conference calls while they do the stair 
climber at the gym.  They will if it’s required, but they won’t like it.  And odds are they 
won’t remember much of what they heard.  Getting mindshare and earning employee’s 
trust involves creating programs that match entertaining content to your business needs.   
 
Dean Brown from Thomson NETg also points out that edutainment helps in regards to 
certification and compliance goals:  
 

We’ve actually chosen to facilitate our Live Now (virtual classroom) 
courses with two instructors rather than just one.  It’s a higher cost 
structure for us, but we know from our research (both our own and 
third party) that our edutainment in those live courses (done in a DJ 
fashion) increases the course utilization and the likelihood of users 
reaching certification in those technical courses.  

 

 

An interactive online learning simulation from the Gronstedt Group 

http://en.wikipedia.org/wiki/Shovelware
http://www.netg.com/
http://www.gronstedtgroup.com/
http://podcasting.about.com
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Although their programs are aimed at customers versus employees, one firm that has 
excelled in edutainment (from Wikipedia: “entertainment designed to educate as well as 
amuse”) is BMW. On your next lunch break, give yourself a listening treat and check out 
BMW’s Audiobook presentation of, Master of The Storm.  This business thriller is set 
entirely inside a BMW automobile and as author James Flint states in an interview about 
the series, “I tried to make the car a miniature theatre for the listener.”  The effect 
works.  Within moments of listening to the story you’re virtually enveloped in fine leather 
seats and a compelling yarn that delivers exactly what you’d imagine a BMW experience 
should sound like—sophisticated, romantically foreign, and expensive.  
 
I realize that technically BMW is selling an experience here versus educating an audience.  
However, if we could expand the notion of training outside of standard parameters with 
this example and measure my appreciation of BMW providing me said experience you’re 
looking at some tangible ROI from my perspective.  I’ve told a lot of my friends (and 
readers) about these Audio-Auto Books and how brilliant I think they are at linking 
commerce and art.  As a sometimes actor I understand the concept of, “theatre of the 
mind” and appreciate catharsis from a moving moment as much as the next person.  
Your employees/audience will as well if you create material that captivates their 
imagination while delivering your message.  Your effort in at least trying to put down the 
shovel will speak volumes as you Find Your Voice.  
 
Just in Time Justification 
 
A major benefit of podcasting is that it allows “Just in Time” training or learning versus a 
teleseminar or other finite event that you have to schedule around.  Here’s the thing—
people not only learn in different ways, they appreciate the opportunity to do so when 
they want.  And as providers of content, you should cater to their desires if it means 
higher retention to subject matter due to their (ostensibly) higher attention level at a 
time of their own choosing.   
 
Keep in mind if you’re also filling what would be travel/empty time for 
employees/listeners with quality audio material, you’re providing them a service and 
earning trust. “I’ve had numerous students tell me that they really appreciate being able 
to take what was dead time, like riding the bus or commuting or walking across campus,” 
says Richard Lucic, Associate Chair of the Computer Science Department at Duke 
University, “and converting that into time where they can listen to assignments.”  
 
The same logic applies to a corporate sales force, as evidenced by the following example 
from Dean Brown of Thomson NETg:  
 

One of our customers has a large distributed sales team that spends a 
lot of time on the road as they travel back and forth to relatively rural 
distributors.  The can spend as much of a third or half of their day in 
what’s called, “windshield time.”  If you can find a way to push 

http://en.wikipedia.org/wiki/Edutainment
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updated content to those sales reps, (via podcasting/Mobile Learning) 
and those distributor managers you’ve reclaimed that time and 
transformed it into a learning opportunity.  And if you can (podcast) 
some of your best practice content which augments the training 
programs that they’re going to go back to, you’ve captured a 
significant amount of the day and truly increased the ROI of your 
training program.   

 
A quick point here and not to pick on video, (since you need to feature it in your content 
arsenal along with podcasts, blogs, wikis, and every other interactive media that comes 
down the pike) but don’t forget that unless your employees have chauffeurs they won’t 
be able to watch your content while they drive or job in the park.  (At least without 
injury).   
 
Also, according to Jenna Sweeney, 30% of the population are auditory learners (versus 
65% who are visual and 5% who are tacticle).  That’s a good chunk of the population 
that may not only prefer podcasts but will retain content more effectively due to their 
mental makeup.  
  
As a general rule, podcast material can also be produced a lot more quickly than video, 
(if original material has to be shot) if not always less expensively.  This allows for the 
communication and coordination of content to transpire quickly and effectively as Kelley 
Steven-Waiss notes: “The delivery method (podcasting/webcasting) allows you to get 
people on message at the same time across a vast world where everyone is working 
virtually today.  So whether it’s just in time training, or just in time because we’re about 
to announce a new leader in the company, (the medium) allows you to reach a huge 
amount of people who can hear material later on if they miss it the first time.”  
 
Some of the only hard data I uncovered in my search for podcasting metrics came in the 
form of a report conducted by Tomoko Traphagan, Ph.D., Social Science and Humanities 
Research Associate at the University of Texas at Austin.  Her evaluation report, entitled, 
Class Lecture Webcasting, Fall 2005: A Case Study  (excerpted on next page) was largely 
positive as to the effects of webcasts (again, not specifically podcasts but Just In Time 
media that can be reviewed more than once):  
 

Students mainly used webcasts as reviews for tests.  A lot of them 
reported that their anxiety was reduced and that their study habits 
had changed because they could now focus on the lecture content 
when they were in a class and then go home and review the material 
and help complete their notes.  So for those who were very interested 
in the content and wanted to learn it deeply, webcasting was 
extremely popular.  

 

http://www.roico.com/
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Jenna Sweeney provided some further anecdotal evidence along these lines about a 
major pharmaceutical firm her company helped create a podcasting program for.  After 
surveying employees who had participated in the pilot, 85% of those people liked 
learning via podcasting more than with webinars.  Sweeney attributes this to the fact 
that webinars, “are synchronous and portable only in terms of a wireless laptop 
connection, so people are ‘stuck’ at their computers.  Podcasts are asynchronous and 
completely portable, so allow listeners to choose where and when they tune in.”  60% of 
employees also felt podcast training material was more effective than instructor led 
training.  Sweeney feels this trend is not a slight against instructor competency but 
rather employee’s desire for flexibility that M-Learning (Mobile Learning) allows.  Finally, 
55% of employees surveyed also said they felt M-Learning/podcasts were as good as, if 
not better than, e-courses they’d taken.  And, by the way, management liked the 
program as well due to the cost savings involved.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Class Lecture Webcasting, Fall 
2005: A Case Study 
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Killer Apps: Examples From Behind and in Front of the Firewall 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
   Photo Source: tuaw.com 

 
From Gorman’s article:  
 

Through trial and error, Barrett discovered that you have to listen to a 
recording about 500 times to reliably discriminate between the 
different sounds made by various heart problems. Barrett produced a 
CD that mimicked the sounds of six abnormal heart conditions and 
gave it to a group of medical students, who promptly uploaded the 
recordings to their iPods. About two hours and 3,000 playbacks later, 
the students were able to correctly identify 80% of the heart sounds 
on a test—up from 30% before the practice listening session. 

 
There’s some pretty dramatic ROI for you, especially if you’re the person with the tricky 
ticker.  It’s also another example of why audio won’t be supplanted by video as many 
breathless tech pundits have stated.  Like other applications mentioned below, Dr. 
Barrett maximized the medium for podcasting to its greatest advantage.  
 
GE on Demand  
 

 

 

Jenna Sweeney told me about an article she’d read 
at Time.com by Christine Gorman, Updating The 
Stethescope with an iPod. Dr. Michael Barrett of 
Temple University published a study in the 
American Journal of Medicine on how medical 
students could improve their stethoscope skills by 
listening to digitally recorded soundtracks of 
various valve problems and other potentially 
dangerous heart or lung conditions.   

http://www.tuaw.com/2006/01/27/improve-your-stethoscope-skills-with-an-ipod/
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Josh Karpf of GE Corporate Communications has helped create and shepherd the GE on 
Demand series of podcasts for GE.  In his own words:  
 

We have been experimenting with RSS and podcasting for about seven 
months, really since the beginning of 2005. Our interactive team 
began making investor communications such as quarterly earnings 
calls and analyst meetings available as podcasts over a year ago.  
Soon after, we began creating original audio and video content.  
 
We’re a big company; and podcasts, both audio and video, let us share 
our stories with our stakeholders in a new way. It gives them the 
freedom to learn more about any topic within the GE universe and 
watch and listen to it on their own time.   
 
Podcasting is opening up a new vehicle for us to communicate with our 
audiences.  It’s letting them learn about us on their time and for us, 
it’s helping us think creatively about ways to showcase our people and 
technology in a way that we might not have in the past.  

For me, the behind the scenes peek these GE pod/videocasts provide is utterly 
compelling.  Beyond, “bringing good things to life” and seeing their famed light 
bulb, GE has always held a mystic fascination for me akin to Willy Wonka.  What do 
they really do in HQ at Armonk, New York? Now you can find out and watch/listen 
to  “Imagination at Work” whenever you’d like.  

Honeywell Drivetime Podcast Tutorial  

Although I didn’t get a chance to interview Rich L. Hoeg of Honeywell, he was kind 
enough to send me on a link to his blog where he features his Honeywell Drivetime 
Podcast Tutorial.  As it turns out (and this is more a point on ease of use than an 
application) you don’t need an iPod, MP3 player or even a CD to listen to podcasts 
in your car, which was news to me.  Just download MP3 files to a standard USB 
Memory Drive and you can listen to podcasts via an MP3 FM Modulator.  The whole 
setup costs about $30 and provides a lot more user-friendly way of listening to 
material in your car while saving the environment from all those CD’s you burn and 
can’t reuse.  Thanks, Rich.   
 
IBM Applications  
 
Ben Edwards, “Podfather” of IBM provided some other examples of applications IBM uses 
for internal podcasts:  
 

� Conference Calls 

http://www.ge.com/en/company/news/rss/
http://www.ge.com/en/company/news/rss/
http://econtent.typepad.com/Drivetime/index.htm
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� Time Shifting (meetings not everyone can attend, especially for globally distributed 
teams of people 

� Thought and Knowledge Sharing 
� Coaching  
� Management Tips 
� Training 
� Technical Information 
� Technical Support  
� Sales Support  
� Management and Executive Communication to teams 

 
Found any applications you could use in your business for podcasting?  If you still need 
more, you can read my article on the Top Ten Business Applications For Podcasting. And 
don’t forget the advantage for sales teams with reclaimed, “windshield time” that Dean 
Brown of Thomson NETg mentioned above.  
 
Security Issues  
 
Although my intention was not to get too bogged down in the technical aspects of things, 
I think it’s important to mention a few specifics about the security issues involved in 
podcasting.  Probably the number one issue corporations have regarding podcasting is 
how to protect proprietary information from falling into the hands (or ears) of 
competitors or unwanted listeners.   
 
This is a very important issue and gets fairly specific in terms of who is hosting the media 
files involved, whether or not material is exclusively on an Intranet or also in front of the 
firewall, and another similar tech specs.  Much talk has also been generated in 
podcasting circles as of late about people hijacking feeds, a process wherein nefarious 
types point their URL to the RSS feed of a person’s podcast and effectively steal 
traffic/visitors away from the unsuspecting podcaster.  It’s essentially identity theft, Web 
2.0.   

 
Okay, so beyond the catchall solution of, “your IT department should be able to handle 
this,” there are specific solutions podcast providers are offering.  Kathleen Gilory’s Otter 
Group provides password-protected blogs and feeds to offer protection for corporate 
clients.  For people listening to podcasts via their cellphone (a practice known as 
Mobilecasting, a growing industry led by firms like Melodeo) they likely have the option to 
password encode their phone.  And of course your Intranet is password-protected as 
well.  
 
That said, at the end of the day, consensus amongst providers I interviewed for this 
paper said if you’re overly concerned about security of intellectual property, don’t 
podcast delicate material.  Think of your podcast (as Anders Gronstedt puts it) as you 

http://podcasting.about.com/od/podcastsforbusines1/qt/CorporateCasts.htm
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would your Employee Magazine.  You could also provide iPods or MP3 players for 
employees to listen to material just while they’re at work.  
 
Compliance 
 
 

 
 
Here’s a great tool I discovered from The MarCommStore. Dubbed the, “Listen, Learn and 
Earn” platform, this tool helps measure reach and effectiveness of podcasts as listeners 
have to play an entire segment without fast forwarding and enter their email address in a 
limited span of time.  As Dan Walker from The MarComm Store points out, “we see the 
tool as an excellent way to push out messages for both the training & development 
community, and corporate marketing departments.” 
 
Thomson NETg also features similar technology (LearnFlow) that not only checks to see if 
a user has listened to material but can gently remind them that they’re supposed to (plus 
cc your manager as well).   
 
 

http://www.MarCommStore.com
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Metrics 
 
Much ink has been spilled over how to accurately measure how many people have 
subscribed to a podcast.  Marketers are concerned that people may download a podcast 
and not listen to it or subscribe to a series and only listen to a few episodes.  
 
These are all valid concerns, but I’d like to put this discussion in perspective.  First of all, 
(to the best of my understanding) current technology will not allow you to know, beyond 
the shadow of a doubt, whether or not someone has listened to an entire episode of a 
podcast.  Why is this the case?  Because you’d have to sit next to the person and observe 
them listening to said podcast and then quiz them on retention of the material involved.  
In other words, let’s relax a little here and be realistic.  Just because someone’s got a 
Nielsen box on their TV doesn’t mean they saw your ad, either.  People do tend to raid 
the fridge or use the bathroom during commercials versus when shows are on.  
 
That said, most major podcast providers (those that can host your blog/podcast whether 
or not they’re content creators) provide some mix of download metrics that can include 
everything from geo-IP stats (a cool feature that typically portrays a colorful map with 
arrows indicating where someone has subscribed from) to how many subscribers have 
signed on in the past month, week, or day.  Some tools, like OneUpWeb’s PodTractor 
also have the added feature of tracking user behavior on iTunes (when they stopped 
subscribing, for instance).   
 
Whatever the case, be aware of a few specifics regarding metrics:  

 
� First of all, make sure you know where your media files are hosted.  Beyond the 

security issue, there’s the possibility of someone else’s servers going down and you 
(and your audience) losing access to your podcast.  Not recommended.  

 
� There is a growing trend in Podcast Advertising led by firms like RadioTail to 

both help podcasters make some money and help advertisers target podcasters’ 
dedicated niche followings.  Whether these firms feature dynamic ad insertion 
(actually splicing ads into podcasters’ shows), sponsorship, or a different 
monetization model, advertisers will demand accurate metrics to demonstrate ROI.  

  
� There’s another growing trend in podcasting and numbers to support that people 

are streaming their podcasts more than downloading them.  This makes sense as 
many people consider podcasts to be disposable media and don’t want to clutter up 
their computer with lots of files they’ll only listen to once or twice.  That said, 
anecdotal and early evidence supports that most regular listeners of podcasts 
(“regular” meaning they listen to one or two shows a week as a matter of course) 
both stream and download, often streaming first to see if a show is worthy of 
waiting for and saving to their computer.  
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� Finally, make sure your podcast contains actionable content.  By this I mean, 
make sure to feature an action point for the listener in the middle of your show (so 
they won’t fast forward over the beginning or stop listening near the end).  Think 
along the lines of, “if you go to our website at (your business name here forward 
slash bonus), we’ve created a printable calendar with our latest schedule 
highlighted for your convenience.”  It will be a lot easier to see who has visited a 
specific page you’ve set up for metrics purposes this way.  Plus you’ll see if people 
have taken advantage of your offer.   

 
 
i-Pod Pedagogy  
 
While difficult to fully quantify the pedagogical impact of podcasting, Richard Lucic from 
Duke University offered some intriguing insights into the nature of group learning and 
peer acceptance. 
 

 
 
He described how he’s begun assigning podcast projects for students (in lieu of a 
traditional paper) and has noted that grades for these audio projects have universally 
been higher than for similar written projects:  
 

In a written report people are willing to sit down and just start typing 
away without really putting much thought into their paper.  It’s real 
easy to do that, especially when you can google and pick up 
information fairly quickly.  I think there’s a human factor in this whole 
podcasting thing in that people don’t want to sound stupid.  So what 
I’m finding is that students will put a lot of effort into researching the 
subject, they’ll think about a script, what they’re going to say, 
organize their thoughts, get it all pulled together before they ever sit 
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down and hit the record button. So by the time they do record the 
audio the effort that they’ve put into it and the quality of what they’re 
going to say ends up being in general a lot better than what they used 
to write in a written report.  

 
Lucic went on to say that the number one user at Duke for podcasts is the language 
courses.  Language teachers not only record the normal practice of phrases as they’ve 
done for years, but now integrate this standard fare with music or TV shows from a 
particular country to expose students to a foreign culture in a much more interactive 
fashion.  “They find that this is a huge help in motivating the student and the speed of 
learning.”  
 
Beyond offering a great tool for language courses, it should be noted that podcasts allow 
for quick translation of materials from one language into another.  It seems natural that 
people would retain more information if given to them in their native language (although 
I offer this as observation rather than fact-based interpretation).   
 
It should also be noted that podcasts provide an excellent tool for the sight impaired, and 
much like the large-print editions of magazines or books could be offered as a tool to 
enjoy content in a more interactive, and perhaps less taxing manner.  
 
Audio Branding  
 
Although typically focused on the quick recognition of a tune created by a corporate 
organization (think the three toned NBC musical theme), podcasting provides an 
important opportunity to brand your business for the modern media marketplace.  
Websites are not the gateway portals they used to be in the sense of having consumers 
discover you where you’d like them to discover you first.  Think of your own behavior—
how many times have you visited a business because you saw it recommended on a blog 
post?  Or a friend sent you a link in an email?  They weren’t monitoring their message to 
include a corporate spin on their content so you made an unbiased decision to visit.   
 
Along these lines, providing your message by various forms of media simply facilitates 
whether or not people will come into contact with your message.  For instance, it’s  
important to remember you can listen to podcasts while you surf the web.  I had one 
friend say to me (a director of corporate video and films) that he didn’t get the appeal of 
podcasts.  “I started listening to one the other day and was working on my computer.  I 
sort of lost interest until about halfway through the show when the content got 
interesting again.”   
 
So first off, the ability to not have to stay on one website and read in this example is 
hugely appealing.  Being able to multitask is also a bonus.  However, of prime 
importance is the fact that if the content my friend was listening to had not had an audio 
component to it, he would never have heard the message he heard.  You need for people 
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to discover your content in multiple locations versus just your homepage. As Ben 
Edwards of IBM states:  
 

I think we need to start thinking about how our content lives 
completely independently of our domains. I’ve been moving away from 
the idea of content on the homepage to branded IBM content.  And 
that brand can then live and exist outside of the IBM homepage, and 
indeed it does.  So the ShortCuts podcast is part of our homepage 
content and we have a little ShortCuts brand, and that brand lives in 
iTunes and Yahoo Podcasts and all of the other podcasting sites that 
have it listed.  We’ll try and drive traffic from those places, of course, 
but it’s also branded as IBM of content wherever it lives.  

 
 
 
 
 
 
 
 
 
 
 
GE provides another excellent example of leveraging off-site portals to maximize your 
brand with their popular One Second Theater series.  Elli the Elephant, a character in the 
series, has her own Page on My Space, which I think is a brilliant bit of marketing as well 
as identifying with an enormous demographic that wouldn’t necessarily come across GE’s 
homepage on any given day.    
 
This idea applies directly to podcasting.  Whether you’re producing a radio-style show or 
an Audio Press Release series, make your content available in iTunes and as many other 
podcast directories as possible.  Contact podcasters you admire (for their content as well 
as their target audience) and ask if they’d be willing to play a promo of your show.  If 
you’re not verbally spamming them with your request and can offer genuine value to 
their listeners, you can gain exposure to an audience you wouldn’t have reached with a 
printed/written medium alone.   
 
Chris Brenchley of Thomson NETg also spoke of using Audio Branding to build up a 
storehouse of intellectual property:  
 

Without a formalized way to archive your learning, you end up with 
this massive corporate brain drain.  Clearly something like podcasting 
provides a great way to give an organization (and I can speak about 
podcasting within a learning and training context) a great way to help 
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capture and preserve their knowledge, their intellectual capital that 
needs to be passed on.  Whether it’s generational transition, whether 
it’s just the attrition that occurs as people leave and enter an 
organization, these types of technologies can ensure that a company 
can preserve that intellectual capital and to me companies that don’t 
do that (while difficult to quantify) are at a distinct competitive 
disadvantage.   

 
Obadiah Greenberg of UCBerkeley sees Audio Branding as free, value-added PR:  
 

We believe that open and free is the new lucrative.  Lucrative meaning 
that people are now listening to our podcasts and saying, “Wow, how 
generous of UCBerkely to offer this content for free,” and “wow, now I 
have a sense of what it would like to attend UCBerkely and maybe I 
will go there.” So I think the open courseware model is fantastic and 
the goodwill that’s come back already has been tremendous.  By 
giving away this content, we’re bringing our brand to that many more 
people.  And people have so many options now that if you try to 
monetize (your podcast/media) they’re going to go to the option that’s 
free.  

 
If you Blog It, They Will Come  
 
Podcasts are typically housed within the framework of a blog.  Even iTunes has created a 
comment feature that allows visitors to post their thoughts about a show (“show” being 
the podcaster parlance referring to a podcast series versus just one episode).   
 
As podcasts only allow for one-way communication, highlighting your show within a blog 
is of the utmost importance in terms of fostering a community around your content.   
Indie Podcasters are some of the best networkers around in this regard, utilizing 
feedback from listeners to create content for future shows, or even featuring listener 
comments in the body of a show.  Here’s the thing—people love to hear themselves talk 
and it’s exciting when someone plays your thoughts on their show.  Certainly it might be 
more of a rush to be interviewed on NPR, but the idea is the same; someone liked what 
you had to say and they’re sharing it with the world.   
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Greg Demetrick is a podcaster who has devised a fantastic way to build community with 
his show, Five Questions.  Check out a recent post and note how easy he makes it to 
contribute content to his show:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The questions are also whimsical without being cutesy and have an underlying theme of, 
“Let’s play!”   
 
Richard Lucic of Duke comments on this interactive aspect in regards to the classroom:  
“I think one thing in general that podcasting allows or facilitates is the ability to get the 
students involved in creating course content so that it becomes much more of a two way 
communication instead of a professor standing in front of a room lecturing to a bunch of 
sponges that are only expected to sit there and absorb.  If you get the students involved 
in creating content then I think it really does enhance their learning and retention and 
also makes the course more interesting for them.”   
 
Ben Edwards also notes that by encouraging creativity through the use of new media, 
IBM has created a culture of innovation where internal voices can lead to external 
relationships:  
 

I think the internal (podcasting) tool is really unique.  But a lot of what 
we create externally will be built on what we’ve created internally.  It’s 
like that.  It’s discovering voices, discovering people, discovering 
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talent, discovering people who have high production values and want to 
publish themselves and then exposing them externally to audiences.  

 
Getting Up To Cyber-Speed  
 
Now that you’ve seen how multiple organizations have utilized podcasting/interactive 
media tools to great advantage, you may be wondering how to proceed with your 
business.  Dean Brown of Thomson NETg offers the following counsel:  
 

You have to understand the culture of your environment, the nature of 
your teams, and the application of these potential technologies.  And 
you place yourself on the spectrum, are you an early adopter or 
somewhere down the spectrum based on your market environment 
and your culture.  Does everyone need to be looking at these issues?  
Yes, just as they have for the last decade looked at the application of 
ERP and CRM in their enterprise.  Does everyone need to rush to 
adopt?  That depends on the variables I mentioned before. But all of 
these technologies need to be well thought out in terms of application 
or even experimentation.  Again, just rushing for the sake of the 
technology is a mistake.  Done well, done properly, however, they 
(interactive technologies) can have huge competitive advantage.  

 
This is sound advice (pun intended).  I only have two caveats to add, however:  
 

� We are still in that precious finite era where podcasting/new media technology 
itself is new enough to inspire curiosity in an audience.  This rare window means 
that people could end up being exposed to your message almost by accident due to 
the Cool Factor of how you’re delivering your content.  In this regard, moving 
quickly to adopt podcasting/new technology provides a potential advantage over 
competitors.  

 
� That said, your content and production values need to be high or you risk harming 

your brand.  There is the potential (almost the certainty) that as corporate 
podcasts begin to proliferate due to an internal DIY (Do It Yourself) movement, 
thousands of organizational-empowered shows will come on line in a short span of 
time.  Like the Indie Podcaster movement demonstrated, this mass of content will 
likely provide 10% of great content that will climb the charts due to audience 
enthusiasm and 90% that is either so-so or blatantly horrible.  The difference 
between the trend for Indie Podcasters and corporations is that Podcasters were 
trying to sell themselves and their show—businesses are trying to sell their brand.  
And if the image a listener has of your (audio) brand is that your show is dull or 
produced without the sound/production quality they’re used to that will reflect 
poorly on your company as a whole.  
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Conclusion: A Chorus Versus a Monologue  
 
My caveats notwithstanding, my personal recommendation is you follow the lead of the 
people interviewed in this paper and try podcasting for yourself and your business.  
There are ways to start slow without harming your brand that will add value right away.  
Employees will forgive less than stellar production values if a peer is learning a new 
technology to help aid his/her fellow workers.  Besides, getting crucial information out to 
listeners is more important that perfect sound levels or front and back end music tags 
(although I’m a big fan).   
 
And although I firmly believe we Podcast Consultants can prove useful as either 
outsourced or on staff resources to best analyze how to effectively create 
podcasts/podcast applications for a business, I won’t be disappointed if I’m wrong.  I 
spent years working as a temp in New York City to earn my keep while pursuing acting (I 
couldn’t cut it as a waiter), and was often greatly saddened to see how long-time 
employees were relegated to their tasks with no personal stake in the outcome of their 
firm.  And in my observation, the majority of the time this apparent lackluster attitude 
wasn’t their fault as they weren’t provided a channel to express their ideas or opinions.  
You’ve heard it a lot as of late, and it’s one of the rare business adages that’s actually 
true—your employees are your greatest asset.  And in our present media environment a 
clerk in your mailroom could very well generate a million dollar idea by posting it on his 
blog and seeking feedback from his peers.   
 
To that end, I urge you to emulate IBM’s model and encourage your internal voices.  
Eschew the Enron Age and realize that fostering employee empowerment through 
interactive tools such as podcasting doesn’t make you less important—it makes you more 
appreciated.  Think of some of your favorite teachers throughout your childhood.  Who 
sticks in your memory as encouraging genuine personal development over a long period 
of time?  The drill-sergeant, brook-no-backtalk Gym Nazi or the patient English teacher 
who walked you through three iterations of your paper on The Lord of The Flies?  If you 
don’t listen to your employees, all you’re offering them is the golden handcuffs of a 
paycheck and a steady job.  It will always just be work to them versus labor in which you 
all can take pride.  
 
So buy a USB microphone at Radio Shack for thirty bucks.  Sign up for a blog at 
WordPress and house your podcast in a forum where people can provide feedback about 
your content. And pretty soon you’ll move from a monologue to a chorus where you’ll 
gain the benefit of multiple voices encouraging you and improving your life and work.  
Multiply that throughout your company and you’ll create a vivid, thriving, living network 
of voices connecting your business with trusting and loyal customers. 
 
And that’s a message worth listening to.     
 

http://podcasting.about.com/od/consultantinterview/
http://wordpress.org/
http://podcasting.about.com

