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As the fastest growing digital media platform, podcasting presents new opportunities for brands 
to communicate their messaging. David Lee Scales and Chas Smith discuss how they utilize the 

Surf Splendor podcast network to access a broader audience, tell richer stories, and actively 
engage their fans. Topics covered include; podcasting 101, the anti-commercial, the value of 

intimacy, and a new style of loyalty.

https://www.convinceandconvert.com/podcast-research/the-13-critical-podcast-statistics-
of-2018/

https://www.edisonresearch.com/infinite-dial-2018/

OPENING

• In 2017, the average daily circulation of the New York times was 540,000. That’s 540,000 
newspapers printed and presumably read. 

• That same year they launched a podcast called “The Daily”, which is a 20 minute news recap, 
Monday through Friday. 

• By August it was generating 3.8 million downloads a day. 540,000 reading their print 
newspaper. 3.8 million listening to their podcast. 

Of course, in addition to their print newspaper they have digital subscriptions so that 540k 
doesn’t account for every one of their readers, but the 3.8 million listening to their podcast is 
not ignorable. 

And, they’ve actually been able to convert those listeners into paid subscribers.They’ve 
seen a surge in subscriptions that they attribute to the popularity of their podcast.

So that’s what I want to discuss. Who were the millions of people who the New York 
Times were not able to access for 167 years of business? And how was the New York 
Times able to get them to pay for a subscription by simply giving them a free 
podcast? 

By the way, I’ll be referencing various statistics as facts, sometimes cited, sometimes not. I 
didn’t want to distract for our chat with visuals, so if you want details about any of this or want to 
forgo taking notes while I’m talking, I’ll gladly email you my notes for this seminar along with the 
appropriate references and links. Just give me your info after our chat.

THE RELEVANCE OF THE PLATFORM
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https://www.statista.com/statistics/273503/average-paid-weekday-circulation-of-the-new-
york-times/

https://www.thestreet.com/story/14344163/1/times-breakthrough-the-daily-soars-past-
the-100-million-download-mark.html

https://www.forbes.com/sites/paulfletcher/2018/02/11/new-york-times-subscription-revenue-
tops-1-billion-in-2017/#6e551a87581b

http://analytics.podtrac.com/industry-rankings/

Why is podcasting growing?

• It’s free

• It’s on-demand

• Perfect for content binge consumption, which users have become accustomed to from 
other media.

• It’s perfect for customized/personal curation. You listen to what you want, when you want.

•  It doesn’t compete for screen time. Netflix, YouTube, Instagram are all competing for the 
same time and space, when a user plans to stare at their screen. Podcasting doesn’t 
compete for that. It accompanies people on their commute, while their doing chores, or in 
the gym. And with that, the only other media that podcasts with is music. 

• Ad revenue is growing rapidly, which in turn attracts better talent and better quality 
production. Homecoming was a scripted podcast that has now turned in to an Amazon 
Prime tv show starring Julia Roberts, which is nominated for Emmys.

• Much less advertising clutter. An average of only 4 minutes of advertising per hour vs.16 
for TV

• CPM's is low and ROI is trackable so advertisers are thrilled with the returns they are 
seeing. 

Is it a trend?

I doubt it.

• New cars (where a lot of podcast listening happens) will have internet connections, making 
the podcast download process much quicker.

• There will be a podcast button on your mobile phone and computer that can synchronize 
across multiple devices where you left off. And apps are developing quicker and easier to 
access functions like @ handles so it will sync with the shows social handles.
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• The implementation of smart speakers. 1 in 5 American adults have smart speakers in 
their homes and users reported that 40% of their listening is dedicated to podcasts https://
techcrunch.com/2018/03/07/47-3-million-u-s-adults-have-access-to-a-smart-speaker-
report-says/

• Brands like Pepsi, Starbucks, Google, Microsoft and Tinder have all jumped in as 
advertisers on the platform. These marketing trend-setters inspire other potential 
advertisers who haven’t yet dabbled with the platform.

General Stats

• (An estimated 67 million new listeners in 2017)

• Podcast penetration is strongest among the 18-34 demo, which can be difficult for many 
advertisers to reach.  

• The average podcast ad is 90 seconds... much longer than traditional ads.  A remarkable 
attentiveness measure according to Edison Research, is that 85% of people who listen to 
podcasts, listen to the end.

https://www.forbes.com/sites/michellegreenwald/2018/10/04/why-podcasts-will-continue-to-
grow-why-its-great-for-brands/#1730b148205f

HOW TO DESIGN A PODCAST

• Should you do it? 

• There is zero barrier of entry. 

• The technology is free, and the hardware is cheap. 

• You could record on your iPhone and upload your .mp3 and you’ll be up and running. 

• A modest hardware setup will cost you $300. So yes.

I believe that you should invest in a podcast if you have something of value to offer 
the listener: that value can either be insight or simply entertainment, ideally it’s both. 

I do not think that you should design a podcast to be an outright commercial for your brand. 
So, Surf Expo shouldn’t design a Surf Expo podcast that discusses how to run a trade show. 
It would have a very limited audience and quite frankly, it’s be super boring. Now, Surf Expo 
could do a podcast that discusses how to grow a brand in the surf space; in it they can 
reference their own origin story but then profile individual exhibitors. Each week can be a 
different brand, their origin story, challenges they’ve over come, how they’ve staffed, scaled, 
whatever. This would be serve a lot of different purposes; serving my first 2 goals of being 
insightful and entertaining, but it would also engage nearly anyone who is growing any small 
business. It would also serve Surf Expo’s interest to be furthering their tradeshow’s 
awareness. 
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i.e., Casper’s In Your Dreams, Mastercard’s Fortune Favors the Bold They feel like 
commercials. 

I do not believe that you should design your podcast as a profit center. It might become a 
source of revenue, and maybe even profit, but it should really be designed as a way to 
intimately connect with, and build rapport with your audience. 

I say this simply because, that intimate audience connection is what drives 
everything. 

THE VALUE OF INTIMACY

The reason why listeners are so engaged with podcasting relates to intimacy. There is an 
undeniable intimacy that exists between the audience and the host. Chas might be able to 
comment on this, his written books, has a popular website, but what do most mention when 
they meet you. 

(Tell Sal story if you feel like it)
 
So why is that? Why do we feel like we personally know Howard Stern or Joe Rogan? But 
not Ellen Degeneres or Dr. Phil?

Hours long format? Amount of time spent and repitition? Possibly.

• It’s raw. It’s unscripted, there’s much less artifice. 

• There is much less production value. 

• Less scripting with the podcast. 

• There’s a vulnerability to what Rogan and Stern are doing that endears us to them. 

Most importantly, it requires ACTIVE ENGAGEMENT. 

• The lack of visuals requires listeners to engage a creative part of their brain. 

• Listeners are filling-in parts of the story. 

• They are creating their own visuals, which fosters an element of investment on their 
behalf.

We’re welcomed into their private space. Whether their cars or their home, the environment 
in which people listen is private. Most people listen in their car on their daily commutes. We 
get plenty of emails from fans telling us that they are yelling back into their speakers, 
arguing with Chas and I, or more often, correcting our flawed information. 



I also have a theory that part of the intimacy is related to the fact that the earbuds are in 
actually in an orafice in your body. My voice is coming from within. I haven’t checked out the 
science on that and it’s also kinda silly, but I think it’s real. 

• All of this intimacy fosters a level of trust and empathy with the listener that actually 
subverts the current brand-client relationship. 

• It reinstates that old timey, traditional feeling of going to your local family run business, 
seeing their kids bussing tables, feeling as though you are actually invested invested in 
their business. 

This type of connection for a brand and access to a clients rapt attention is invaluable. 

THE ANTI-COMMERCIAL

Now you have the audience’s attention, what will you do with it?

There’s a great Wired article entitled, “Podcasts really are the Holy Grail advertisers have 
hoped for.”

It outlines stats for how much better the conversation rate is for dollars spent on podcasts 
versus other digital media. That intimacy I talked about is responsible for some of it. 

Generally, listeners trust my recommendations because I’ve developed so much good will. 
And that’s something that I’m very aware of when I consider advertising partnerships. I want 
to ensure that the advertiser will provide some value for our listeners; perhaps a product or 
service that they’re unaware of, something they need, a better version of something they 
already use. And I want to ensure that the advertiser sees a return on their investment in 
me. 

 https://www.wired.com/story/apple-podcast-analytics-first-month/

There are various styles of advertising that people are implementing.

Ad Reads

There are straight up ad-reads. These are the most common. These exist as PreRoll, 
MidRoll, and PostRolls. The is an industry standard for advertising rates. $25 per 1k 
listeners for a 60 second ad, so if you are getting 10k listeners you’d bill $250 per 60 second 
commercial. 

There are agencies like MidRoll or Panoply which you can partner with. I would just sign a 
contract with them. They develop the deals with stamps.com, Blue Apron, Casper mattress, 
all the stuff you hear you all the time and they’d just send me the ad copy along with our 
unique promo code “stamps.com use promo code ‘surf’” and that way Stamps can track the 
ROI. These agencies work on a revenue split of 50/50. They also require 50k download per 
episode minimum so that’d be $1000 per ad, split 2 ways. 

https://www.wired.com/story/apple-podcast-analytics-first-month/
http://stamps.com
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These work great. I’ve used stamps.com and Blue Apron because I’ve heard these ads. 
Casper attributes much of their success to their investment in podcast advertising, 
HOWEVER, it’s not the right fit me and my brand. I presume all you listeners have also 
already heard all of those ads so I wouldn’t be providing anything new for you. And I also 
actually want my advertising partners to benefit from their investment in me. 

People like Joe Rogan with his supplement company OnnIt and Adam Carolla with his 
alcohol Mangria have been wise to advertise their own products. Adam Carolla transitioned 
into podcast from radio, brought a 3 million listener audience and realized that he could 
mobilize them. He designed a fortified alcohol and a few other products that he now has 
national distribution for, and does all the advertising through his own podcast. Super smart.

Branded Segment

A straight out Ad Read wouldn’t really fit the style of our show, that Chas and I co-host. It 
would feel forced. So Spy sunglasses, Spy Optic signed on, but they were wise to basically 
give us carte blanche. They said, here’s are brand ethos, here’s our product line. You guys 
figure out how it fits best. So they have a patented technology that is the Happy Lens, it lets 
good long-wave Blue Light in which stimulates dopamine production in the brain, but blocks 
the harmful shortwave blue light out. Happy Lens. We’ll Chas’s website, BeachGrit.com has 
a notoriously crass and sometimes cruel comments section, which is amazing and part of 
the fun of BeachGrit. So we decided we’ll give a pair of Happy Len sunglasses to the 
grumpiest comment on BeachGrit. The “Happy Giveaway”. This . . .

1. Creates active engagement 

2. Makes the commercial entertaining so that nobody would ever fast forward through it. 

3. Shines the limelight directly on BeachGrit’s comment section/audience/user. You guys 
are not the stars. 

4. Often requires us to talk about Spy for longer than their alloted 1 minute.

5. The commenters will often reference Spy in the comment section, which gives Spy 
added value for their podcast ad-buy. 

Branded Content

Creators and Innovators presented by Vissla. They get benefit from the credibility that I’ve 
developed with their audience. I service their brand’s ethos. And they fill a unique space in 
the podcast landscape. 

A NEW TYPE OF LOYATY

I’m seeing a very unique type of loyalty develop. 

Not just for me personally, but even with the big branded content podcasts. 

The principle of reciprocity is at play. 

http://stamps.com
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The audience is grateful for the content, it adds value to their life and asks very little 
in return. 
Within the first year, I had listeners asking if they could send me money.

Brands strive to develop brand loyalty. Often it’s with rewards programs, incentives based on 
how much or how frequently you spend. “Give us something, we’ll give you a small gift 
back.” This is the exact opposite. Podcasting gives you 90 minutes a week of content for 
free. If you’re brand is a part of that . . . 

• You have constant exposure

• You’ll be first in mind for the potential client

• You’re developing a personal relationship with the potential client

• You’re fostering trust

• And after all that, human nature mandates an instinct to reciprocate. And the 
potential client organically wants to support you. And that type of loyalty is sincere 
and invaluable. 

IF WE HAVE MORE TIME

Podcasting 101

We could use surf podcasts about:

• Industry information

• Journalism

• Surf history


