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Abstract:

The expansion of podcasting technology and its implementation across a range of
sectors, including the information industry, has resulted in a proliferation of literature
examining the phenomenon from a multidisciplinary perspective. Despite the evident
efforts of researchers to address this issue, the recent implementation process entails
indisputable methodological difficulties when determining guidelines for studying this
reality. A proposal is presented for the establishment of a scientific analysis of the use
of the podcast format within the media. This proposal is based on a mixed file that
combines quantitative and qualitative aspects, which is an especially appropriate
combination for approaching a social phenomenon that has emerged in the digital era,
and it is based on six types of attributes: identification, formal, style and subject matter,
production, distribution and marketing.
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Resumen:

El crecimiento de la tecnologia de podcasting y su aplicacion a todos los sectores,
incluyendo la industria de la informacion, conlleva una creciente bibliografia que
examina el fenomeno desde una perspectiva multidisciplinar. Pese al evidente esfuerzo

Communication & Methods, Vol. 6, n°2, 2024, pp. 4-18 4


https://orcid.org/0000-0002-0485-0876
https://orcid.org/0000-0002-0485-0876
https://doi.org/10.35951/v6i2.227

Revista Comunicacién y Métodos | Journal Communication & Methods ISSN: 2659-9538

de los investigadores por abordar la cuestion, lo todavia reciente del proceso de
implantacion entrania indudables dificultades de indole metodologica a la hora de
determinar unas pautas de estudio de esta realidad. Se plantea una propuesta que
siente las bases para un andlisis cientifico del empleo del formato podcast en los
medios de comunicacion. Dicha propuesta se sustenta en una ficha de naturaleza mixta
que auna aspectos cuantitativos y cualitativos, una combinacion particularmente
adecuada para aproximarse a un hecho de impacto social surgido en plena era digital,
v se basa en seis clases de atributos: de identificacion, formales, de estilo y tematica, de
produccion, de distribucion y de comercializacion.

Palabras clave:
Metodologia, Periodismo; Podcasting, Tecnologia; Web 2.0

1. Introduction

The beginnings of podcasting, understood as the combination of the terms iPod and
broadcasting (Hammersley, 2004), correspond to the first decade of the 21st century,
although American pop music broadcasters were developing similar experiences in the
1990s through the use of RSS content syndication services to access segments of the
population that were not inclined to listen to their programming through the usual
procedures (Terol et al., 2022).

Identified at the beginning as a mere communicative tool that allowed the production of
radio content and its dissemination by subscription through the Internet, from 2005
onwards its consideration was extended to an innovation that facilitates the
incorporation of audio files that are not only distributed among communities of Internet
users but also allow users to give their opinions on such content and share them with
other people (Hoyt et al., 2021).

The continued growth of podcasts and their extension to practically all productive
sectors, including the information industry, has led the scientific literature to allude to
the current existence of a phase of proven professionalism after the eras of amateurism
and incipient professionalisation (Bonini, 2015), to a stage of hatching (Parra, &
Onieva, 2020) or to the era of big podcasting (Alonso Fernandez et al., 2022), although
some researchers point to its maturity and stagnation (Carman, & Shaw, 2023) or even
its probable decline (Marquez, 2023).

Their penetration on an international scale has been examined in recent editions of the
Reuters Institute Digital News Report (Table 1). These reports provide insight into the
evolution of the percentage of internet users who have listened to podcasts in the last
month, with just over 93,000 people from 46 nations surveyed in the latest report
(Reuters Institute for the Study of Journalism, 2023, p. 6).
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Table 1
Evolution of the international penetration of podcasting
Country 2018 2019 2020 2021 2022 2023
South Korea 58% 53% 53% 49% 52% 49%
Sweden 36% 35% 36% 37% 44%, 44%
United 33% 35% 36% 37% 37% 41%
States
Australia 33% 27% 32% 31% 33% 38%
Norway 31% 31% 36% 37% 42% 39%
France 28% 25% 26% 28% 29% 28%
Japan 26% 23% ND 25% 27% 24%
United 18% 21% 22% 22% 25% 30%
Kingdom
Spain 40% 39% 41% 38% 41% 45%

Note. Source: own elaboration based on data extracted
from the Reuters Institute Digital News Report.

2. State of play

As a consequence of the expansion of podcasting, we are witnessing an increase in the
scientific literature that examines this phenomenon from a multidisciplinary perspective
that covers aspects such as the conceptual innovation it entails (Rime et al., 2022), its
technological impact (Sullivan, 2019), its influence on the business environment (Born,
2020) or its interrelation with technologies such as mobile telephony (Morris, &
Patterson, 2015) or video as a formula for narrative hybridisation (Johansson, 2021),
among many others.

If we focus on the specific case of the information industry, we find the pioneering
work of Madsen (2009), who points out its impact on public broadcasting corporations,
Murray (2009), who focuses on breaking down the barriers of linear consumption,
Heise (2014), for whom it is a particularly useful tool for small media, and Fernandez
Sande (2015), who focuses on the possibilities offered by crowdfunding platforms. To
these pioneering contributions we add other more recent works that examine facets such
as specialised podcasts in the scientific environment (De Lara, and Del Campo, 2018),
voice techniques (Lotfian & Busso, 2019), the theory of audience gratifications (Perks
et al., 2019), consumer motivations (Chan-Olmsted, & Wang, 2022), the phenomenon
of format transformation (McHugh (2022) or the use of webcams in their production
(Balsebre et al., 2023).

In Spain, Alonso Fernandez et al. (2022) focus their attention on the main radio stations
through a combination of quantitative-qualitative techniques that incorporate content
analysis and the qualitative facet is formalised in the work proposed by Rodriguez
Pallares (2017) and Sellas (2018) based on specific cases. Martinez-Costa et al. (2021)
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approach the podcasts of some regional media in Castilla y Leén (Diario de Avila,
Diario de Burgos, El Norte de Castilla and La Gaceta Regional de Salamanca) and
Navarra (Diario de Navarra), Legorburu et al. (2021) address the journalistic genre of
the audio report and Martinez-Costa et al. (2022) examine the offer of podcasts by
Spanish digital native cybermedia based on the interpretation of the data recorded in the
Iberian Map of Digital Media 2021 of the Iberifier Observatory (Iberifier, 2021).

If we consider specific proposals for analysis sheets, Martinez-Costa & Lus (2019), in
their work focused on the study of the dailies of The New York Times (The Daily), The
Guardian (Today in Focus) and Abc (Las noticias de Abc), allude to four main aspects:
formal, production resources, narrative resources and themes addressed. In a slightly
different vein, Carvajal ef al. (2021) explore the ecosystem of daily podcasts through
the analysis of cases based on the semi-structured interview technique, based on the
vectors of the strategy and business model perspective.

Martinez Oton et al. (2022) examine the podcasts generated by E! Diario, El Mundo and
El Pais and complement the previous contribution by Leoz & Pedrero (2022), which
focused on the case study of four examples (Quién dice qué by Ana Pastor, AM of the
Kloshletter newsletter directed by Charo Marcos, El Mundo al dia by El Mundo and Un
tema al dia by El Diario), taking into consideration three kinds of variables: narrative-
journalistic, expressive and strategic.

This qualitative approach is complemented by the technique of content analysis, based
on the general principles established by Berelson (1952) and, above all, supported by
the contributions of Bardin (1986) and Krippendorff (1990) in the field of
communication. This line of action continues to generate an interesting scientific
bibliography within the journalistic environment as highlighted by the proposals of
authors such as Valhondo (2019), Segado (2020), Cervi et al. (2021), Maares, &
Hanusch (2022) and Goyanes, and Pifieiro (2024).

3. Methodological proposal

A methodological proposal is put forward in the form of an analysis sheet of a mixed
nature, which combines quantitative and qualitative aspects, a combination that is
particularly suitable for approaching a phenomenon of social impact that has arisen in
the digital era, provided that it is based on values such as credibility, transferability,
reliability and conformability (Diaz Noci, 2020).

For this purpose, we have chosen to distinguish six types of attributes: identification,
formal, style and theme, production, distribution and marketing. These attributes are
listed consecutively with the letters "a" to "f". Within each of them, different items are
distinguished which are numbered from ordinal 1 to 33, since for operational reasons,
and for easier coding, the numerical series does not begin with each new attribute.

The identification attributes correspond to the facet of the corporate profile of the

podcast and respond to the purpose of discerning to what extent this innovation is
present within the strategic policy of those media that choose to incorporate it. Unlike
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the proposals of other authors cited here, we distinguish them from those of a formal
nature and even integrate facets that other researchers incorporate in the production
aspects, such as, for example, the existence of a musical tune.

The following seven items (numbers 1 to 7) are included in this first category: name and
URL of the podcast; name and URL of the cybermedia where it appears; location within
the website of the cybermedia; identifying cover (whether it exists or not and what type
it is); verbal corporate identification (expressed at the beginning and/or end of the
programme); slogan that defines it (absence or existence and in the latter case specific
indication of it); and own musical tune (yes or no, the additional analysis of this facet
will be considered later within the production attributes).

In the case of the musical signature tune, it is understood in the sense of an identifiable
melody that plays throughout the broadcast episodes and that does not necessarily have
to be a composition expressly conceived for the podcast. A particularly useful tool for
its systematic recognition is the computer application Shazam, a software successfully
used in social science research (Bonini, & Gandini, 2020; Sterne, & Razlogova, 2021)
and which in the specific case of information and communication sciences has opened
up a promising avenue of analysis, sometimes supported by generative artificial
intelligence, as evidenced by the contributions of Aichroth et al. (2021) and Gil de
Zuiiga et al. (2024).

The formal attributes make it possible to establish a composite portrait of the podcast
examined. This second group includes the following five items (numbers 8 to 12):
production entity (in-house or external); start date (and, if applicable, end date); total
number of episodes generated; periodicity, considered according to the possibilities of
daily 7 (Monday to Sunday), daily 5 (Monday to Friday), weekly, bi-monthly, monthly
and other types not previously considered; and average duration, considered in sections
up to 5 minutes, 5 to 10 minutes, 10 to 15 minutes, 15 to 20 minutes, 20 to 30 minutes
and more than 30 minutes. The segmentations of periodicity and duration are
sufficiently detailed to provide an in-depth view of both aspects.

The third category refers to attributes related to style and subject matter. Five items are
distinguished (numbers 13 to 17): topics, according to the classification used in the
annual Digital News Reports produced by the Reuters Institute for the Study of
Journalism, which covers current affairs (news, politics, international relations), social
affairs and events (crime, human stories), sports, specialised (science and technology,
history, media, business, health) and lifestyle (food, art, literature, fashion, leisure,
travel); description of their content structure; journalistic genres used; language style
(colloquial/formal, informative/opinionated); and narrative pace (slow, medium, fast).

In the case of narrative rhythm, it is identified with the speed of speech, spiced with the
existence of sound elements outside human speech that serve to create a sensation of
acceleration or deceleration (Wainschenker et al., 2002). The scientific literature
highlights how an acoustic analysis software such as Praat incorporates the necessary
levels of versatility for its use with satisfactory results in the Spanish-speaking
environment in different types of research that manage audio files (Martinez Matos and
Rojas, 2011; Contreras, 2013; Delgado et al., 2017).
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The attributes that make up the fourth of the classes taken into account are those
corresponding to production, distinguishing between human resources and technical
resources, with three and five items respectively. The three items relating to human
resources (numbers 18 to 20) are: presenter (identification and functions in the form of
possibilities such as general conduction, introduction, moderation); regular contributors
(identification and functions); and occasional experts (as in the previous case, with
identification and functions).

In the case of the five items of technical resources (numbers 21 to 25) they are: tuning
(when it is used if it exists, an aspect that had already been established in item number 7
integrated within the identification attributes); musical bursts to separate sections and/or
contents; additional music (including the analysis of its diegetic or extradiegetic
function); voice cuts; and archive documents. For the distinction between diegetic and
extradiegetic music, we apply the classic criterion of identifying the former with that
which is part of the story and/or narrative and, therefore, belongs to that environment;
on the contrary, the latter corresponds to that which is alien to those elements (Vico,
2018).

The fifth category refers to distribution attributes, which provides the basis for
understanding the mechanisms used to optimise the dissemination of the content
generated. Three items are differentiated (numbers 26 to 28): access (free or paid,
carried out through the website of the cybermedia that offers the podcast to its readers);
platforms through which it is disseminated; and social networks associated with its
distribution.

Finally, there are the marketing attributes, which focus on examining how specific
revenues are generated through podcasting. Five items are included (numbers 29 to 33):
advertising (type of advertisers and style of advertisements); sponsorship (type of
sponsor and style of sponsorship); branded content (type of brand and style of content);
subscription (mode); and other possibilities not covered above.

For the not always simple differentiation between sponsorship and branded content, the
former is defined as an "Advertising strategy in the form of an agreement in which both
parties involved receive a benefit and one of them covers the costs of an activity in
exchange for some publicity" (Echazl, and Rodriguez, 2018, p. 58) and the latter is
understood as a "Content linked to a brand that allows it to connect with the consumer"
(Echazq, and Rodriguez, 2018, p. 15).

The proposed analysis sheet would therefore read as follows (Table 2).
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Table 2
Proposed analysis sheet

Attributes Items

a. Identification attributes a.l. Name and URL of the podcast

a.2. Name and URL of the cybermedia

a.3. Location within the website

a.4. Cover page

a.5. Verbal corporate identification

a.6. Defining slogan

a.7. Own musical tuning

b. Formal attributes b.8. Producing entity

b.9. Start date (and where appropriate, end date)

b.10. Total number of episodes

b.11. Periodicity

b.12. Average duration

c. Attributes of style and subject matter c.13. Themes

c.14. Description of its content structure

c.15. Journalistic genres used

c.16. Language style

c.17. Narrative rhythm

d. Production attributes d.18. Presenter

d.19. Regular contributors

d.20. Occasional experts

d.21. Tuning

d.22. Musical bursts

d.23. Additional music

d.24. Voice cuts

d.25. Archival documents

e. Distribution attributes e.26. Access (free or paid)

e.27. Platforms through which it is disseminated

e.28. Social networks associated with their distribution

f. Marketing attributes £.29. Advertising

£.30. Sponsorship

f.31. Branded content

f.32. Subscription (modality)

f.33. Other possibilities not covered above

4. Discussion

The consolidation of Web 2.0 and digital transformation in the information industry
gives rise to a new productive scenario for journalism companies (Picard, 2014) that
have to compete in a scenario populated by a diversity of businesses and actors (Omidi
et al., 2022) where trends such as the emergence of online platforms and the role of
social media in attracting younger audiences are reinforced (Tomyuk, & Avdeeva,
2022). Avdeeva, 2022), the new way in which audiences access content (Barland, 2013)
and the decline in citizens' levels of trust in news and the tendency to avoid knowledge

Communication & Methods, Vol. 6, n°2, 2024, pp. 4-18 10



Revista Comunicacién y Métodos | Journal Communication & Methods ISSN: 2659-9538

of it (Apuke, & Omar, 2021; Tandoc, & Kim, 2023) in the face of the impact of global
disinformation campaigns (Rhodes, 2022).

The growing expansion of podcasts in general and their generalisation within the
productive structure of the media in particular make it necessary to develop analytical
tools that allow the phenomenon to be examined in the most detailed and rigorous way
possible. The commitment to a holistic study should lay the foundations not only for a
better understanding of the phenomenon, but also for the implementation of
mechanisms that allow for its optimisation by the journalistic sector, which needs to
generate quality content that reinforces its once usual role as an intermediary with
public opinion.

A commitment of this nature involves taking into consideration aspects related to the
strategy carried out by the media, their nexus with the audience, their production
systems, as well as their distribution and marketing processes. This study must be
completed with a prospective examination that facilitates the determination of scenarios
in the short, medium and long term for the different agents that intervene in the
information market.

The sheet presented as a methodological proposal attempts to cover all these fields,
presented in the form of six differentiated attributes, subdivided into a total of 33 items,
which address issues such as identification, formal elements, stylistic and thematic
features, singularities of production, distribution and marketing aspects. The
characteristics of the sheet facilitate its application to all types of information
companies, regardless of their size, geographical scope of their coverage, periodicity,
ownership structure, traditional or native digital nature, or whether they are integrated
within or outside a newspaper corporation. It is also valid for both generalist media and
media focused on specialised content.

However, we believe that the use of an analysis sheet of this kind can be complemented
with additional study tools such as semi-structured in-depth interviews which, based on
a basic questionnaire, incorporate the necessary flexibility to adapt it to the singularities
of each interviewee (Diaz Bravo ef al., 2013). Within the Spanish-speaking sphere, we
perceive this option in the work of Bonet & Sellas (2019), which focuses on the analysis
of its implementation in the production structure of the six main Spanish generalist
radio stations based on conversations with their programming managers, Garcia Marin
(2020), who interviews pioneering and independent podcasters in order to determine the
factors involved in establishing commitments with the audience, or Ruiz Martinez
(2023) to access academics, managers of narrative non-fiction podcasts and directors of
sound platforms.

An additional aspect to consider relates to the possibilities of using generative artificial
intelligence to analyse huge amounts of data using strictly quantitative procedures to
facilitate a better understanding of the three types of algorithms (classification,
regression-based and clustering) used in any big data procedure (Flasinski, 2023).

In short, the academy is faced with the challenge of examining with the highest degree
of scientificity a reality such as podcasting, with a growing presence in public opinion
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on an international scale, which allows for the non-linear consumption of content and
lays the foundations for greater audience participation and for the formulation of new
financing formulas by information companies.
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