
 

Just three years ago, in 2005, Pod-

casting was declared ôword of the 

yearõ as the New Oxford American 

Dictionary added it to its 2006 edi-

tion.   

So, with all the hype and glam, is 

podcasting still just for young hip 

ones, and early adopters?  

As we head to the end of the first quar-

ter of 2008, what has developed?  Almost 

half of the population have now heard of 

podcasting.  And 18.5 million people have  

listened to or watched one.   

But probably the most interesting devel-

opment is in the demographics.  In terms 

of gender, itõs split evenly.  Edison Media 

Research revealed in a 2007 Arbitron 

survey that the podcast market is made 

up of 49 % women and 51% men. 

And the largest age group among podcast 

consumers is 35 to 44.  25- to 34-year-

olds come a close second.  Together, 

these two groups make up almost half of 

podcast consumers. 

The Arbitron survey also revealed that 

49% of podcast listeners have a four-year 

degree.  24 % have an advanced degree.  

So theyõre an educated bunch.  With 

many coming from households earning 

over 50k a year. 

The research debunks the myth that 

podcasting is for teenagers, although they 

make-up a significant portion of the 

podcast listeners.  Interestingly, speech-

based programming is what most people 

favor ð not music downloads. 

So what is the definition?  Talkshow 

Communication has launched a free 

website offering an extensive list of 

articles helping people to make podcasts.  

The site, which shares material that 

Talkshow teaches to its clients around 

the world, declares that a definition isnõt 

yet set because podcasting is still evolving 

and finding its true identity. 

As it stands, podcasting is audio available 

via the internet via aggregation feeds such 

as RSS.  Itõs the aggregation that sets it 

apart from other forms of web audio 

such as streaming audio.  Audio podcast-

ing is often compared to radio but there 

are as many differences as similarities. 

So what is it being used for?  There are a 

So far, how good?  

Making a success of Podcasting  

So far, how good? Making a 

success of podcasting 

1-2 

E-learning specialist joins 

Talkshowõs faculty 

1 

Ifra Newsplex in Portugal 2 

Public events 2 

A new grammar 3 

Talkshow projects 4 

  

 

New media & e -learning specialist joins faculty  

BBC Executive Editor, Mhairi Campbell 

(pictured left) will join Talkshow Com-

municationõs faculty of specialists in April. 

Campbell is moving on from the BBCõs 

educational programs department where 

she led one of Britainõs most remarkable 

e-learning projects.  In her role as head 

of Content and Production, she led a 

team of 100 producers to create some of 

the most innovative e-learning products 

to support the UKõs digital curriculum. 

Mhairi is a specialist in multi-platform 

content which includes web, mobile, 

games, blogs, podcasts, user-generated 

content, video streaming, radio and 

television.  As well as bringing her 

extensive experience as a new media 

specialist to Talkshow, she also brings 

leadership experience having run very 

large production teams and multi-

million dollar budgets.  Mhairi will be 

diversifying her experience when she 

leaves the BBC in April.  She plans to 

keep her hand in production by working 

with Link Media, a number of childrenõs 

production projects, as well as with Talk-

show Communication. 

Mhairi started her career 25 years ago 

with BBC Radio.  She has worked in 

commercial radio as a news editor and has 

also been a university lecturer in journal-

ism.  Sheõs looking forward to doing more 

work in production as well as sharing her 

skills to inspire media producers in the 

future. 

Podcasting, continued on page 2 



 

Media and communication specialist, 

Peter Allegretti, is leading a large-scale 

change training project in Lisbon, Portu-

gal.  One of Portugalõs biggest publishers 

and television stations is re-training 425 

journalists. 

A former journalist and news manager at 

the BBC in London, Peter is one of 

Talkshowõs leadership and media special-

ists.  As a news man, he has been practi-

cally involved in many of the changes 

todayõs news gatherers face.   

Impressa, which publishes Portugalõs 

prestigious national newspaper Expresso, 

owns national broadcaster SIC TV and 

publishes numerous magazine titles 

including the Portuguese editions of FHM 

and Cosmopolitan.  It is launching an 

impressive strategy to retrain its work-

force so it can continue to lead in the 

new digital media markets. 

The training project, which Talkshow is 

leading for Ifra Newsplex, takes journal-

ists on an eye-opening tour of the radical 

changes taking place in todayõs media 

market and gives them the skills to make 

simple digital content.  It is designed to 

help them develop a future-oriented 

mindset as Impressa forges its way ahead 

in the competitive, changing media mar-

ket. 

The project comprises 38 four-day 

courses which are run throughout 2008.   

Delegates are taught to produce very 

basic audio podcasts, create slideshows, 

write for the Web medium and identify 

how changes in the media will effect 

them. 

Feedback from participants has been 

glowing. òPeter makes it easy to see the 

big picture and I now feel confident about 

the future,ó one participant reported.   

San Antonio, Texas. February 26. 

Mhairi CampbellñTop TVõs 360 Degree 

Commissioning, London, April 4-7. 

Jonathan HallsñMultimedia Storytelling, 

Ifra Newsplex, Hyderabat, India, April 24-

25. 

Gordon LamontñCreating Web Video 

Most of our work is through private 

contracts with companies.  However, our 

specialists do give some public presenta-

tions.  Below is a selection.  For more 

information, email 

estelle@talkshowcommunication.com or 

check our website. 

Jonathan HallsñASTDõs TechKnowledge, 

Content, Ifra Newsplex, Frankfurt, Ger-

many, April 14-15.  

Jonathan HallsñAustralian Online Docu-

mentation and Content, Brisbane, Aus-

tralia, May 14. 

Jonathan HallsñASTDõs International 

Conference & Expo., San Diego, Califor-

nia, June 2008. 

Ifra Newsplex in Portugal  

Public events  

Talkshow media and lead-

ership specialist, Peter 

Allegretti, helps a partici-

pant create a podcast.  

knowledge more easily.  Sales depart-

ments are using it for their regular sales 

briefings. 

Is it really as good as everyone says?  And 

what are the challenges?  Podcastingñ

whether it be audio or videoñis good 

for some communication and stories.  

But not for others.  For example, itõs 

great for general narrative but not for 

detailed subjects like finance ð just talk to 

finance reporters working for radio 

networks about the challenges of keeping 

listeners interested.  Knowing when not 

to use podcasting is a key skill. 

Podcasting is also simple to do at first 

thought ð simply plug a USB microphone 

into your computer and off you go.  But 

the key really is not the technical side 

which can be quite easily mastered.  Itõs 

actually understand the art of communi-

cating, using audio.  How to script your 

content so itõs quick and easy for the 

listener to understand, how to integrate 

music and sound effects to make the 

narrative more powerful and keep the 

listener engaged. 

Most podcasts which wallow at the 

bottom of podcast directories, with few 

or no listeners have little understanding 

of these issues.  Getting these right is the 

key to success. 

For more information about podcasting 

and to learn how to make yours work, 

check out Talkshow Communicationõs 

newly launched website, PodcastersPor-

tal.com.  Itõs packed with helpful advice 

on how to make phenomenal podcast 

content.  Itõs one of the few sites that has 

an editorial rather than technical focus. 

multitude of possibilities because it ex-

pands what can already be done on radio. 

For starters, podcasting has free global 

distribution, unlike FM radio which can 

generally only be heard within line of 

sight of an expensive transmitter.  The 

length of a podcast is dictated by the 

content, not the need to fill 24 hours of 

air-time.  Itõs portable so consumers can 

take it anywhere, anytime.  Itõs on de-

mand, so thereõs no need to follow a 

schedule or set a timer to record a 

favorite program. 

The thought of making a podcast is se-

ductive to some.  People in garages are 

publishing self-indulgent content that has 

limited appeal.  Chief executives are using 

it as an internal communication tool 

because it has powerful potential.  Train-

ers are using it so learners can access 
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