
the magazine of the
Marketing Research
and Intelligence 
Associationvue NOVEM BER 2009

Ca
na

dia
n 

Pu
bli

ca
tio

ns
 M

ail
 A

gr
ee

m
en

t #
40

03
39

32

Podcasts: Market
Research That’s Worth
Listening To 

Marketing Research
Education
in Canada 

Learn to Love 
Being Wrong

Motivating You to
Success: Attaining
your CMRP

ADULT LEARNING
IT NEVER STOPS!



1 8 vue November 2009

FEATURE

By thoughtfully using social media tools – particularly podcasts – market researchers can gain
critical insights about products, markets, competitors and trends far faster and less expensively
than ever. As a result, social media–savvy researchers will play a more important role in feeding and
shaping critical business decisions. 

Andrew Brown

Podcasts:
Market Research That’s
Worth Listening To



I
t is truly an exciting time for market research. Social
media tools, which were originally viewed solely as

methods of promotion, are showing great promise for
timely, targeted, and cost-effective market research.
Consider the following examples. 

• The immediacy and 24/7 quality of tweeting is allowing Twit-
ter to be an effective method for understanding (and quickly re-
sponding to) customer perceptions and questions.

• The online “stickiness” within Facebook’s user-defined com-
munities can easily be used for field-testing product variations
or associated messaging prior to launch.

• The currency of LinkedIn’s network makes it a cost-effective
method for monitoring competitors as well as industry movers
and shakers.

• The prevalence of bookmarking sites like StumbleUpon and
Digg provide insights into the awareness and popularity of
products and services, as well as current and emerging trends.

At the same time, however, social media tools – which, by their
very nature, are highly collaborative – are dramatically altering
the expectations of those participating in research. While re-
searchers have traditionally maintained a distance from their
subjects as a key principle, social media tools cause researchers
to join the conversation with those being studied. 

But if marketers are to effectively join the conversation for the
purpose of conducting research, they need to demonstrate to
the subjects of their research two critical attributes: credibility
and value. Podcasts help market researchers effectively demon-
strate both. 

PODCASTS: A PRIMER

For many, podcasts are relatively unknown. Before we delve
into a podcast-focused case study, here is an introduction to one
of the fastest-growing social media tools.

A practical definition. A podcast is an audio (or video) file that is
released in “episodes” and is, typically, downloaded auto -
matically by a subscription service method similar to that of Re-
ally Simple Syndication (RSS) feeds. 

Audience growth and size. Podcast popularity and usage is ex-
periencing steady and consistent growth. The eMarketer daily
newsletter reports that the number of podcast listeners/viewers
will more than double from its 2008 rate of nearly 10 per cent
of Internet users to almost 20 per cent in 2013. This pro   jec-

tion is supported by the independent findings of the Pew Inter-
net & American Life Project as well as those of Forrester Re-
search.

Distribution. iTunes serves as the Internet’s primary aggregator
and distributor for the vast majority of podcasts. In 2008,
iTunes reported that it regularly (i.e., daily, weekly or monthly)
distributed in excess of 100,000 unique podcasts shows. 

The creators. Podcasts are produced by individuals, businesses
and community leaders on a full range of topics – the arts, busi-
ness, government, games and hobbies, health, news, politics, re-
ligion, science, society, sports and technology. Like blogs,
podcasts are developed by the 18 to 20 per cent of Internet
users who have the need, dexterity and devotion to create and
maintain online content.

The listener/viewer experience. For the most part, listeners/view-
ers can subscribe to their preferred podcasts at no cost. New
episodes of chosen podcasts are automatically downloaded
when a portable or computer-based digital music player syncs
with an aggregator such as iTunes. 

Power and uniqueness. Unlike traditional pre-recorded radio
broadcasts, which are constrained by specific airing schedules,
subscribers can listen to podcasts at any time and virtually any
location with an MP3 player. The flexibility and portability of
podcasts translates into a receptivity by and a level of engage-
ment with audiences that provide tangible benefits for mar-
keters. These benefits include the following.

• Positive brand association. The research companies Podtrac
and TNS have shown a 73 per cent increase in the likelihood of
using or buying a product if it is advertised in a podcast. At
the same time, the studies have shown that 69 per cent of 
audience members have a more favourable view of advertisers
mentioned in podcasts.

• Strong ad effectiveness. Studies by Podtrac and TNS found
that podcast advertising saw unaided awareness for products
and services in podcast ads to be 68 per cent. That is more than
three times the awareness for streaming video and about seven
times the awareness for television ads. According to Future Re-
search Consulting, listeners/viewers pay close attention to pod-
cast program content as well as the embedded ads within
podcasts, a behaviour that greatly increases ad effectiveness.

• Growing popularity. Podcasting is one of the fastest growing of
the proven forms of advertising. According to eMarketer, U.S.
podcast ad spending will grow to US$435 million by 2012. 
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CASE STUDY: THE BUSINESSCAST PODCAST

A case study of Canada’s leading entrepreneur podcast – the
BusinessCast – serves as an illustrative example of how to build
credibility and value for the subjects of research while collecting
key market insights. At the same time, the story behind the
BusinessCast podcast demonstrates how a systematic approach
drawing upon several new media tools can effectively hone the
market research power of podcasts.

Background. In late 2006, Robert Gold, managing partner of
Bennett Gold Chartered Accountants, sought to fill a need.
The technology-savvy accountant provides direction for the
Toronto-based accounting firm, which had long been recog-
nized within the small- and medium-sized business community
as one of the preferred firms providing practical advice for en-
trepreneurs and start-ups. 

Robert observed rapid growth and proliferation of blogs, as well
as an increase in the number of established and budding entre-
preneurs tapping into online information that often had little

or no business foundation. The re-
sulting opportunity, and

risk, for entrepre-
neurs’ success was
clear. Entrepre-
neurs who consis-
tently accessed
credible, relevant,
timely and action-
able insights would
achieve greater suc-
cess than those who
didn’t. But how
could the need be
filled?

Identifying the need.
Knowing that the 

entrepreneur commu-
nity should use well-

founded business information in making critical decisions,
Robert conducted structured and unstructured interviews with
entrepreneurs – one-on-one and small groups – to determine
the challenges they faced accessing such information. The find-
ings revealed that entrepreneurs – regardless of industry, size of
company, or age – had some very common experiences. For
example, entrepreneurs
• shared similar challenges throughout the growth stages of

their businesses
• viewed other entrepreneurs who had successfully overcome

challenges as credible 
• often accessed an abundance of online information but did

not know how to evaluate its relevance or worth
• wanted the advice that comes from working with trusted

business advisors but were reluctant to pay for it (in fact, the
prevalence of free business advice lowered its dollar value)

• were so busy in their day-to-day operations that they didn’t
have time to find, read and verify business insights (rather,
they acted upon what they saw most frequently)

• felt increasing pressure from investors (and competitors) to
achieve quick successes.

Robert also diligently reviewed many of the Internet’s most
popular business advice–giving sources. He used many of the
most popular and emerging social media tools – such as
YouTube, StumbleUpon, Digg, LinkedIn, and RSS feeds – to
identify topics critical to entrepreneurs’ success, to their popu-
larity, and to the conversations that they sparked.

DESIGNING THE BEST PRODUCT 

Based on the research conducted over the better part of a year,
Robert began producing and uploading recorded audio files
under the name BusinessCast. He explains his rationale: “En-
trepreneurs always need highly practical, timely and credible
advice. But they are so busy they need it in a format that is
convenient to access and moves as quickly as they do.” 

Under the guidance of a tech-savvy market researcher, Robert
adopted a very disciplined approach to the development of the
podcast while the BusinessCast built a loyal audience. He care-

fully observed the subscription volumes
and patterns to get a sense of which top-
ics garnered the most interest. At the
same time, he experimented with a
number of different episode formats,
episode lengths, and episode frequen-
cies. He also reached out to listeners via

email and online communities to
see how and when entrepre-

neurs were listening to the
BusinessCast. 
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Finally, Robert systematically reviewed and solicited recom-
mendations for best practices from the world’s leading podcast
producers. By using the podcast as a research tool, as well as
the focal point of the research, he was able to identify critical as-
pects of the social media tool that required refinement. 

As a result, the BusinessCast podcast was transformed to meet
the evolving needs of the rapidly growing listenership. There
were a number of key changes:

• Because entrepreneurs learn better from anecdotes, the pod-
cast content changed from lecturing to the telling of business
success stories – each one highlighting key lessons.

• Because entrepreneurs constantly balance various and com-
peting needs for resources, the format changed from expressing
a single point of view to a conversation between two (or more)
experienced business professionals.

• Because entrepreneurs need actionable advice, the focus
changed from high-level frameworks to daily to-do’s.

• Because entrepreneurs do not define themselves by the size
or age of their business, the topics changed from those most
relevant to start-up businesses to those important to dynamic
growth-focused companies.

• Because the demographics of entrepreneurs who subscribe to
podcasts reveal that they would rather listen to than create
unique online content, the methods and metrics for engaging
them changed from soliciting web feedback to using email and
telephone.

By making these changes, the BusinessCast podcast has achieved
several key milestones. BusinessCast recently achieved 50,000
unique listener downloads in a single month. It was chosen by

the National Post to power their “Business Leader” series. It was
also chosen by one of Canada’s best-known media companies to
provide its podcast for a national campaign aimed at provid-
ing entrepreneurs with key business insights

KEY LESSONS

The research conducted by third party research houses and the
research conducted by the BusinessCast itself – as well as its con-
tinued growth – point to the conditions best suited to the use
of podcasts as a research and promotions tool. Podcasts are best
used to collect key market insights or to build revenue when
you or your marketing team need to 
• build or leverage credibility with your target audience
• successfully compete in very cluttered promotional channels

(online or offline)
• cost-effectively reach those social media users who are more

comfortable reading or listening to online insights rather than
creating their own.

Finally, podcasts, systematically coupled with other social 
media tools, provide a powerful and cost-effective method for
gathering critical market and competitor insights and shaping
your product or service. The unique basis for the success of
podcasting – as a research and promotions tool – is the strong
bond of trust that is established between listeners/viewers and
podcast hosts. By working with podcast hosts, shrewd mar-
keters will be able to gain true insights into their target audi-
ences and achieve a strong competitive advantage.

Andrew Brown is president of  Write on the Money and co-host 
of the BusinessCast podcast. You can reach him at 
Andrew@BusinessCast.ca.
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