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Introduction 

 

“If you build it, they will come.” 

– Field of Dreams, W.P. Kinsella 

 

That statement is such a lovely thought and it does have some truth to it. Because in order to 

have people show up for something, there has to be a something. The problem is that people 

need to know that what you have built exists, how it will help them, most importantly, how to 

find it.  

As a podcaster, you’ve already put a lot of work in: You’ve planned out and recorded podcasts, 

edited them, added graphics for the show, show notes, uploaded each show, hassled your way 

through iTunes, and promoted as best you can. And the hard work has paid off—you’re getting 

some downloads and people are engaging with you.  

And that’s great. But it seems like things are just not getting off the ground fast enough. You 

watch your stats click over—your first 100 downloads, then your first 1,000. But results are 

inconsistent and you’d like to reach that critical mass where EVERY episode performs well.  

How do you get more listeners? 

You have to promote your podcast. That means, yes…  more work. (Sorry.) 

But marketing and promoting your podcast doesn’t have to be a full time job. It does need to 

be done consistently to be effective. And, if you’re just starting your marketing, you need to 

take massive effort to get beyond that start up stage and into results. Too many people try one 

thing, then another, chasing the next new shiny object “sure-to-bring-fast-results” hack without 

giving their efforts the time needed to take hold and produce results. You need to commit to a 

strategy for at least 60 days (90 is better and if it is working, longer).  

I’ve chosen five marketing strategies that give the most “bang for the buck” – the greatest 

results with the least amount of effort. Not every strategy is right for every podcast or even 

podcaster, so I recommend that you pick three of the five to start with and see what works for 

you. If one doesn’t work or doesn’t bring the results you need, either tweak it or toss it and try 

one of the remaining two options. So, you’ll need to make a note of what your stats are now, 

then track and measure your results over the next few months.  

I’ll start with the simplest and easiest strategy to implement, and move on through to the more 

time consuming and involved strategies.  



Strategy #5: Promote Yourself on Other People’s Podcasts 

First of all, if someone is listening 

to a podcast, they’ve already 

proven themselves to be (wait for 

it)… a podcast listener. Not 

everyone is an auditory learner—

in fact, only about 20-25% of 

people learn that way. So if 

someone is listening to a podcast, 

that is probably their preferred 

way to take in information. They 

fit the first requirement of your 

target market. 

There are many ways to promote yourself on other people’s podcasts. The first step for all of 

these is to research which podcasts have the same target market you do, but who don’t offer 

the same services or who aren’t in competition with you. The best podcasts are those that offer 

complementary services, people that you can form strategic alliances with.  

Advertise on Other Podcasts 

It seems obvious and a contradiction at the same time. But think about it. A podcast with the 

same target demographic is the perfect place to advertise. And, just because a podcast has the 

same target audience doesn’t mean that you are in competition with one another. People don’t 

listen to one podcast and decide one is enough just as they don’t watch one television show or 

visit one website. You may find podcasts that fit your requirements that don’t have enough 

downloads to attract bigger advertisers. Or you might have enough in the budget to advertise 

on a better known podcast. Either way, buying ads on other podcasts is a quick way to build 

your audience.  

Ad Length and Placement 

The two most prevalent types of ads for podcasts are 15 second pre-roll and one minute mid-

roll. The pre-roll is placed before the actual content of the podcast. Usually the podcast host 

will talk about the advertiser’s product or service or run a pre-produced ad. The mid-roll slot 

can be anywhere from 40-70% through a show. Usually it’s at the approximate half-way mark 

(50%). Some podcasts have an end of show ad also. Keep in mind that not all listeners make it 

through to the very end of the podcast and many start a podcast, have an interruption and 



“mean” to get back to it, but don’t. The pre-roll and mid-roll slots are better bets to have your 

ad heard.  

How can you find and place ads on other podcasts?  

Use an advertising network such as Midroll, Advertisecast, or Megaphone. There are dozens of 

advertising networks for podcasts. Some of the networks only work with larger podcasts which 

have higher fees. Interview several and see which one works best for your needs. You can also 

contact the hosts of “smaller” podcasts directly to see if they are open to having advertising.  

Pricing 

Logic tells you that the “big guys” are going to have hefty advertising fees. Advertising rates are 

based on a dollar amount per 1,000 downloads and that price may vary according to how 

“famous” or successful the podcast is.  

Pricing changes but as of this writing, pre-roll 15 second slots run about $18 per 1,000 listens 

(CPMs) and 60-second slots are $25 per 1,000 listens (CPMs). If the average episode has 10,000 

listens, then a pre-roll will cost $180 and mid-roll $250. Per episode. You can see how this can 

get pricey very quickly. There’s an expression in marketing, you can have cheap, fast, or good, 

but you can’t have all three. Advertising is fast and good, but not cheap. The good news: As 

your podcast grows in popularity, you may well be on the opposite side of the advertising 

equation. 

Cross Promote with Other Podcasts 

This is a cooler, Win/Win, no-cost way to go. Plus, it’s simple.  

Ask other podcasters who have matching target audiences but not competitive podcasts record 

a simple intro: 

”Hi, this is Barbara Grassey of the Write Your Business Book Fast Podcast. You’re listening to one 

of my favorite podcasts—the Whoever Whatever Podcast.” 

Then tag them and their podcast name in your show notes and any other promotions that you 

do (for instance, tag them in a FB post for that episode).  

Trade out the intros. They do one for you, you do one for them. Agree on the number of 

podcasts you’ll put each other on (or how many times in the rotation), and you’re off and 

running.  

  



Strategy #4: Speaking to Groups and Associations 

If you have a podcast, it’s a sure bet you can speak to people. Does the idea of speaking in front 

of real live people scare you a bit? It’s reported to be people’s number one fear. But if you’re a 

podcaster, you probably like to speak. The only difference now is that you’ll be able to see your 

audience. The good news is that you’ll receive feedback from your audience in real time. You 

can hear the laughs or see someone’s eyes light up when you’ve said something that resonates 

with them.  

Speaking in front of a group also gives you immediate marketing feedback. People will ask you 

questions if something isn’t stated clearly. They will ask questions about things they want to 

know more about (giving you ideas for new podcasts episodes). You can conduct your own 

informal marketing surveys within your talk to see what people are interested in, what they 

want to know, what lights them up. Use speaking to groups as a method of market research as 

well as building your list and finding 

clients.  

I love speaking as a marketing strategy 

because it automatically presents you as 

an authority on your topic. It gives you a 

chance to display your expertise and your 

personality. Like podcasting, it’s a one-to-

many activity; you are speaking to a group 

and that is a much more efficient use of 

your marketing time than one-on-one 

meetings or consultations.  

It also gives the people in the audience a change to know, like, and trust you—the three 

components you need to have in place for people to do business with you. In marketing, an ad 

or marketing message doesn’t begin to register with people until the third or even fourth time 

they’ve seen it. That’s why most sales come between the fourth through seventh exposure. 

When you give a talk, you bypass those first three marketing messages: You’re right in front of 

them—they can’t help but notice you! In truth, they have probably already seen your name, 

headshot, maybe read your bio in the announcements sent out by the group to tell them about 

your talk.  

In addition, you are in front of them for 20 minutes up to an hour (sometimes more if you’re 

doing a training). Think about how much companies spend on a 30 second Super Bowl ad. Or 

how quickly a Facebook ad goes by in someone’s news feed. Maybe you’ve wondered how 

many people actually saw your ad in that newspaper or just tossed your direct mail piece into 



the bin without so much as a glance. Giving a talk gives you a chunk of time with a captive 

audience. You know that people are getting your message. 

How do you find groups to speak to? It depends on your niche as a podcaster, of course. If 

you’re new to speaking in front of groups, I would start with local Meetup groups. See if there 

are any in your area that would have the same target audience as your podcast. Also look for 

trade associations in your niche, local Chambers of Commerce, networking groups such as BNI, 

or other associations that hold regular meetings such as Rotary, Lions, women’s groups, 

churches, etc.  

Speaking to a group vastly accelerates the know, like, and trust process and brings people 

closer to working with you and/or listening to your podcast.  

 

  



Strategy #3: Trade Out Livestream (and future podcasts) for a Booth at a Trade 

Association Event 

You can trade out doing livestream and interviews with event sponsors and speakers for booth 

space and ad space at the event. Having a podcaster livestream at an event is such a powerful 

value-add for the event organizer. It makes the event look that much more important—there’s 

someone “on the scene, reporting live” which makes attendees feel like they are part of a 

show—and they are! 

Event vendorships are sometimes pricey—having a booth at an event can run in the thousands 

of dollars just for the space and an electric hookup. That’s before the cost of your booth 

signage, marketing materials, and promotional handouts. Many times, the vendors are shunted 

off to a side room and the event 

promoter doesn’t do a good job of 

getting people to visit the vendor 

booths. There’s nothing more 

disappointing than spending thousands 

of dollars to be at an event and then 

not have any traffic at your booth.  

Doing a live stream podcast generates 

immediate buzz and draws people to 

your booth. You’ll probably also get a 

higher visibility spot. You want people 

to see and hear you in action, which 

gives them a big taste of what your podcast is like. You’ll definitely want signage with your 

podcast URL as well as business cards, flyers, and possibly some promotional items. But the 

hard work is done for you—getting people to notice you.  

Because this is a much more dynamic setting, people will hang out at your booth longer to 

listen to what is going on. (You may even get the crowd to give you a roar or applause or some 

sort of feedback so the listening audience gets even more of a sense of being there.) But the 

hard work is done just by virtue of livestreaming: You have an activity that draws people to your 

booth, gets them to stay for a longer period of time than they normally would, and they have 

the opportunity to watch you in action which helps them to know, like, and trust you.  

You can live stream using Spreakr, YouTube, or even Facebook. You want to make sure you 

record your livestreaming because you can then upload the recordings to your podcast 

platform or the event promoter’s platform, or both. You can make the recordings of your 

livestreams available to all the event attendees after the event, either by arranging to have a 



link on the event site or (better) by collecting names and email addresses to those who want 

the recordings. Some event promoters might want to sell the livestream as it happens for 

people who couldn’t make the event or sell the recordings after the event (or use them as 

bonus material) for attendees. The people you interview during the livestream would probably 

appreciate a copy of the interview or at least a link to the recording so they can download it. 

Ask the people you interview to share the link to your podcast with their lists and on social 

media. Let them know that you will promote their episode.  

These are all matters that you will need to hammer out with the event promoter and nothing is 

written in stone. You can get creative with what you and the event promoter can offer and how 

it is distributed, as well as how people can cross-promote the event and each other.   

What you do want to think about is how livestreaming can add value for the event promoter, 

the speakers, attendees, and you. Doing a livestream for an event is less about being a 

podcaster and more about being a member of the press. You are letting people know what is 

going on as it unfolds, and to that end, you want to interview people who will be speaking at 

the event as well as get reactions from attendees on sessions that they have just listened to. 

You want to capture the excitement that is generated at a live event and share it with your 

current and future listeners.  

 

 

 

 

  



Strategy #2 Hold Seminars or Workshops on Your Topic  

I like this particular strategy because it is marketing that pays for itself AND you can repurpose 

it to create a new product and/or promotional materials. 

The hardest part about putting on an event is… the marketing. (Sometimes the problem is the 

problem.) But this is an easier problem to solve than the generalized question, “How do I get 

more downloads?” because it is a specific step towards that goal. You have to promote your 

event and sell tickets to get people in the seats. There are a lot of free ways to promote, 

including services like EventBrite, local “happenings” listings both on and offline, and reaching 

out to groups that would be interested in your talk via Meetup or other associations. Another 

way to go is to offer the seminar to an association for their members which solves your “getting 

butts in seats” problem. The idea is to keep the cost of marketing the event itself low but still 

fill the room.  

When I am holding a seminar or training as a 

promotional event, I like to keep it short and 

low-priced. You can hold these on week nights 

(Tuesdays, Wednesdays and Thursdays are 

the best days) as two to three hour seminars, 

and on weekdays or weekends as three to 

four hour seminars, with or without a meal 

included.  

Generally, for a two to three hour seminar, in 

my market I charge $49. A half-day seminar 

might run $79 and if I include a meal, the price might go up to $99. You’re market may allow a 

higher price. I don’t do free seminars because half the people who say they are coming won’t 

show up—they made no real commitment to be there. You don’t want to be speaking to a half-

empty room. It reflects badly on you. Having people pay in advance ensures that they show up.  

If you’re just starting out, rent a small room at a local hotel, that holds about 30-40 people 

classroom style. Rates for evenings and half days are affordable. You may or may not want to 

spring for coffee. Some places charge enormous prices for coffee; others are very reasonable. 

Many hotels now have a Starbucks or other upscale coffee café on the premises and people are 

more than happy to get their coffee there.  

Decide on what you want to teach, based on feedback from your podcast audience. You want 

to have a hot topic that solves a problem (or several problems) for your audience.  

 



 What are their hot buttons? 

 What do they need to know but don’t know to ask about? 

 What do they want to know that isn’t necessarily difficult, but comes up time and again? 

(For instance, I teach how to become an Amazon bestseller in my talks. It is incredibly 

simple, I think it’s little more than a parlor trick, but EVERYONE wants to know how to 

do it. So I advertise that.) 

 Think about teaching something that is an “easy win”– Something they don’t know yet, 

will find valuable, and is easy to implement. 

I like to make sure people leave my seminars with at least three actionable items. I always have 

printed handouts or workbooks so people “get” something tangible. The handouts/workbooks 

always have information at the back on how to contact me, how to find my website and/or 

podcast, what I offer, and how to work with me.  

To get the most out of this strategy, hire a videographer to record your seminar. You can hire 

students from the local university or a pro. The money you made from ticket sales may go as far 

as to cover both the room and the videographer. You want to have a wireless microphone set 

up for the recording (lapel mic) and two cameras, one to record you front on and one to record 

either your projected presentation or you from a second angle.  (Your videographer should be 

able to supply these.)  You can use the recordings to create an online course, break up into clips 

for YouTube videos, rip off the audio to create a podcast season, and/or use clips to promote 

yourself as a speaker.  

Don’t forget to include your podcast information in any and all promotional materials for the 

event. Yes, the goal is to get 30-40 people into a room, but putting your name and podcast out 

to hundreds of people for an event in which you are the expert, spreads the word about you. 

They may not sign up for the event, but they could very well check out your podcast, which is 

what you want.  

Turbo-Charge Your Event 

Why not do a full day event with two or three other local podcasters who are in your niche but 

who podcast on different aspects of your niche? For instance, if you had a podcast on 

entrepreneurship and your goal was to gain clients who needed sales coaching, you could get 

together with podcasters who talked about small business structures (admin, corporation 

types, accounting), outsourcing or Virtual Assistant services, dressing for success, a social media 

expert, or any one of a number of topics. Three or four people marketing the event would bring 

in more attendees, you would cross-promote your services to your audiences, and you might 

even bring in a corporate sponsor such as the local business magazine or a bank that wanted 

small business clients.  



Strategy #1:  Write and Publish a Book 

The beauty of having a podcast is 

that you already have material for a 

book and you know what your 

audience is interested in. You also 

have a built-in audience for your 

book.  

However, you want to use your 

book to reach even more people 

than the audience you already 

have. Earlier I mentioned that 20-

25% of people are auditory 

learners—they learn by listening. The majority of people learn visually, 25-30% at the low end 

and some studies put the visual learners as high as 60% of the population. Having a book 

reaches that audience; in fact, it doubles your marketing reach.  

Writing a book is easier than you think. It takes some forethought and organization, which is 

where most people fail. They start to write a book, get ten or twenty pages in, and don’t know 

where to go.  

I always ask new book prospects these two questions:  

1. What you want your book to do for your readers?  

2. What do you want your book to do for you? 

The first question helps you define the type of content you are going to put in your book. The 

second question helps you decide what kind of book you want to write (promotional/lead gen, 

how to, principles/philosophy, etc).  

How long does your book need to be? That depends. (I know—I hate that answer, too. But it 

really does!)  

First of all, your book needs to be long enough to cover the topic comprehensively and give 

people the information they are looking for. Some people worry about putting “all” their 

information into a book. If you told everything you knew about a subject, gave people what 

they wanted to know, soup to nuts, wouldn’t they see you as the expert? Wouldn’t you become 

their go-to person if they had a question? Would they feel appreciative of you and tune in to 

your podcast, sign up for your mailing list, want to know about any other offers you might 

have? Exactly.  



Second and conversely, books are getting shorter and shorter. I have seen “books” that are 

about 10,000 words. That’s a pretty short book (as a frame of reference, this eBook is just 

under  4,800 words), but if you’re doing a book of tips or ideas as a lead generator, 10,000 

words may be just fine. If you want a more significant book, something that really puts you out 

there as an authority, you probably want to write in the range of 35,000 to 50,000 words. 

That’s about 200 typed pages. Your book can be anywhere in between. I like to see at least 

20,000 words for what I consider a real book. There are some podcasters who put out 

transcripts (with minor editing) as Kindle eBooks that are probably only about 10 pages long. 

Those aren’t books to me. And they don’t reflect well on the podcaster. It looks like exactly 

what it is: a quickly thrown together marketing piece. There’s a better way to do it that is still 

easy.  

Go through all the podcasts you have done and make lists of podcasts that are related in topic 

or choose podcasts that could create a logical series. Have them transcribed (I use Rev.com at 

$1.00 a minute. They are terrific.)  You will still need to edit the transcriptions. While the best 

books are told in a comfortable me-to-you style, transcriptions need editing. We start and stop 

when we speak, we leave blanks where people can draw their own conclusions, and sometimes 

we even go down rabbit holes on our podcasts. (Who, me?) Write an introduction and a 

conclusion, add material if you think it is needed. I recommend sending your manuscript to an 

editor or at the very least a proofreader. Add a professional cover and you now have a 

marketing piece that shows respect for your audience.  

From there, you are ready to self-publish. This is a process that has become easier and more 

accessible over the years. You can use platforms like Amazon (KDP - Kindle Direct Publishing) 

Ingram Spark, or Smashwords for eBooks. They all have built-in services for interior layout and 

cover design or you can hire it out yourself. Don’t pay someone thousands of dollars to publish 

your book on a print on demand platform. You can have interior layout done for under $200 

and a cover for under $500 (and even less if you shop around).  

Spend money on editing and your cover. Studies show that 90% of book sales are based on the 

cover. As a writer, that hurts. As a professional writer, I understand that’s part of the deal. My 

early covers are ugly. I now spend money on professional covers.  

Once you have your book published, you still have to promote it. But the book also promotes 

YOU. Event organizers are more likely to hire you as a speaker than someone without a book. 

You can give talks and sell or give away your book at the talk. You might offer your book to an 

event promoter at a bulk rate and they can gift the book to everyone who attends. Putting out 

a book is press release worthy—make sure your podcast title is in the press release as well as 

your contact information. You can also send your book to people you want to work with, 

whether they are event promoters, CEOs, or local business people.  



Your book is first and foremost a marketing tool and it is extremely flexible. Here’s a blog post 

on how you can use your book to promote you and your business:  

https://barbaragrassey.com/your-book-the-swiss-army-knife-of-marketing-tools/ 

Shameless commercial here: If you need help with any aspect of your book, I have a number of 

options available to you, from writing a quick “little book” as a lead generator to a 90 day 

course for writing a weightier book. I also have a self publishing mini-course available. Check 

the Resources page at the end of this book.  

  

https://barbaragrassey.com/your-book-the-swiss-army-knife-of-marketing-tools/


Conclusion 

 

So there you have it, 5 Perfect Marketing Strategies for Podcasters. Not all of them will be right 

for you. Choose the ones you think you can actually complete (or that sound like fun!), and go 

with them. When I create full marketing plans for my clients, I recommend trying three 

strategies because the more marketing, especially at the beginning, the faster you can reach 

the critical mass necessary to really get things rolling. And, one of the strategies might not work 

well for you. You might try it and drop it after a few months. You might have one of the 

strategies take off for you and just decide to stick with that. I am a big fan of “If it ain’t broke, 

don’t fix it.” Using three strategies gives you a strong likelihood of marketing success without 

being overwhelming.  

The reality is that there are over 600,000 podcasts currently available on iTunes. Even if you’re 

doing everything right, you’re probably going to be lost in the sauce. You need to actively 

market and promote your podcast in order to be heard and to get those precious downloads 

rolling.  

Marketing isn’t “one more thing to do” in a long line of things to do. There’s no point in putting 

out a podcast, or starting a business, or writing a book, if you’re not going to actively promote 

and market it. The days of building a better mousetrap and having the world beat a path to 

your door are long gone (if they ever existed). Using strategies that give you “more bang for 

your buck” is just efficient marketing. And the sooner you start marketing, the sooner you can 

start reaping the rewards.  

To your success! 

 

 

  



About Barbara 

Known as the Gurus’ Secret Weapon, Barbara Grassey is an in-

demand ghostwriter, editor, and marketing consultant. She is 

a leading authority in leveraging books for branding and 

marketing purposes. She hosts a podcast for non-writer 

entrepreneurs who want to write a book and develop content 

for their businesses. (Write Your Business Book Fast) 

 

With over two decades of marketing experience, Barbara’s 

specialty is writing marketing plans for small business people, 

coaches, consultants, and entrepreneurs. Her intensive work 

as a one-on-one consultant for entrepreneurs taught her that people are experts in what they 

do, but they don’t necessarily know how to best marketing their business. From that 

experience, she developed Easy as P.I.E. Marketing Plans—step by step plans that are Practical, 

Implementable, and Effective.  

Barbara has written several courses and writing tools for business owners, including Write Your 

Book in 90 Days, Big Profits from Little Books, Self-Publishing Made Easy, and The Brilliant 

Content Planner. You can find her online at BarbaraGrassey.com and email her via 

Barbara@BarbaraGrassey.com. 
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Resources: 

 

Free Mini-Course: https://barbaragrassey.com/free-mini-course/  

Big Profits from Little Books:  https://barbaragrassey.com/introducing-little-books/  

Self-Publishing Made Easy:  https://barbaragrassey.com/self-publishing-made-easy/  

Custom Marketing Plans for Your Podcast or Small Business: https://barbaragrassey.com/your-

marketing-plan/  

The Brilliant Content Planner:  https://amzn.to/2EV8gwT  

My Blog:  https://barbaragrassey.com/blog/  
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