


Increasingly, many businesses are
coming to the same conclusion.
Oak Brook-based giant McDon-
ald's Corp. recently launched a
Podcast called, "The McDonald's
You Don't Know," showcasing
individual owner-operators as
well as providing information on
corporate programs.

"People want to be communicated
with through lots of different ve-
hicles," said McDonald's spokes-
woman Anna Rozenich. "We are
always leveraging technology to
communicate."

More than 60,000 Podcasts are
now available on iTunes and
other Web sites, experts say.
While some offer general-interest
programming, most are targeted
at a niche audience and a growing
number tackle business issues.

To be effective, Podcasts must be
informative and not too promo-
tional, suggested William Swart-
wood, president of Swartwerk
Media in Chicago. "I don't think a
Podcast that would tell people
what's on sale at your store would
work," he said. "Teach people
something. People like to learn."

Podcasts should show a bit of the
business owner's personality,
Swartwood said. "Like a radio
show, you start to get to know the
personality" behind them, he said.

To keep the Podcast conversa-
tional, it helps to have a second
person involved in the recording,
said Griff Wigley, principal of the
Web log coaching firm Wigley &
Associates in Northfield, Minn.
"Voice is very important," he said.
Without someone else in the room
to have a conversation with,
"People slip into sing-songy
memo speak," he said.

Naperville business broker Joe
McCaul of Joseph Associates
International uses an interview
format, bringing in private equity
principals, business lenders and

other experts to talk about topics
related to buying and selling a
business.

The company, which started Pod-
casting in March, now has about
2,000 subscribers, said Ken
McCaul, broker. While the com-
pany avoids direct sales pitches,
the potential exposure is consid-
erable, he said. "It's an easy way
to get in front of potentially mil-
lions of subscribers," he said.

What's more, the process of call-
ing in business experts to partici-
pate in a Podcast has been benefi-
cial. "These people feel good
about it," Ken McCaul said. "It
gives us a chance to demonstrate
our advanced capabilities. We're
doing something that other people
aren't." And it makes the firm
"top of mind" with key people in
the industry, he said.

Podcasts are easy to produce.
Fons got started with a $20 mi-
crophone hooked up to his Apple
computer and uses Apple's Ga-
rage Band software for record-
ings. He divides his hourlong
seminar lectures into 15-minute
segments and releases them as a
subscription series.

It's similar to what entreprencur
Doug Kaye, co-founder of Giga-
Vox Media Inc. in Newport
Beach, Calif., is doing on a wider
basis. Since May 2003 Kaye's
companies have produced some
1,400 Podcast shows, most stem-
ming from conference seminars
on technology issues, he said.
Many of the Podcasts are sup-
ported by ads, Kaye said. Fees are
charged on a cost-per-thousand
basis, with the number of down-
loads used to determine listeners.

To draw new listeners GigaVox
Media's Web site provides written
descriptions of each topic, as well
as biographies and research links
on each featured speaker. That
text is generally picked up by the
search engines' browsers, while

the content in Podcasts is not, he
said. "If you want to be found,
you have to invest as much in the
Web site as the audio," Kaye said.

Ken McCaul accomplishes the
same thing by registering Joseph
Associates' Podcasts with more
than 20 Podcasting directories, he
said. For example, the company's
Podcasts are listed first under
"business broker" on
PodcastReady.com and
Podcast.net.

Andrew McCaskey, president of
Review Communications in Elk-
hart, Ind., hopes to turn his regu-
lar Podcasts into a viable busi-
ness.

He Podcasts six days a week as
the host and producer of
SlashdotReview.com, a Podcast
offering a summary of the latest
technology news from
Slashdot.com, a popular Web site,
plus one new artist song. "I focus
on the highlights in a 10-minute
format," he said.

McCaskey's Podcasting started
out as a hobby two years ago, but
as the show has attracted a regular
following McCaskey has attracted
a corporate sponsor and is look-
ing for other advertisers, he said.

Podcast advertising is just emerg-
ing, with companies like Podtrac
Inc. in Washington, D.C., helping
to bring Podcasters together with
advertisers, McCaskey said. But
making a living through Podcast-
ing might be a challenge, he said,
noting that he has not given up
his day job as a technology con-
sultant.





