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ABSTRACT 

This study investigates the strategic role of podcasting as a potent tool for influencing consumer behavior 

within the modern digital marketing landscape. Unlike traditional broadcasting, podcasts leverage high 

engagement rates, intimacy, and niche targeting to foster strong, para social relationships between hosts and 

listeners, thereby enhancing brand trust and recall. The primary goal of podcasting in this context is to move 

beyond mere brand awareness toward driving actionable consumer responses, including increased purchase 

intent, customer loyalty, and long-term retention. Findings indicate that host-read endorsements are 

particularly effective, as they are perceived as more authentic and less disruptive than pre-recorded spots, 

often resulting in higher conversion rates. This research highlights that by aligning brand messaging with 

the specific interests and tone of podcast content, marketers can effectively guide listeners through the 

consumer journey, from discovery to repeat purchase. 

INTRODUCTION 

In today’s digital age, the way people consume information and make buying decisions has changed 

drastically. One of the most powerful and growing mediums that influence consumer behavior is 

podcasting. Unlike traditional forms of marketing, podcasts create a sense of intimacy, trust, and long-

term engagement with the audience. 

 

Podcasting has evolved from being a niche platform for hobbyists to becoming a mainstream tool for 

personal branding, education, and marketing communication. Consumers today prefer listening over 

http://www.jetir.org/
mailto:alankrita.jain@gmail.com
https://doi.org/10.56975/jetir.v13i3.576740


© 2026 JETIR March 2026, Volume 13, Issue 3                                                        www.jetir.org  (ISSN-2349-5162)  
G H Raisoni International Skill Tech University Pune 

 

G. H. Raisoni College of Arts, Commerce and Science, Wagholi, Pune, Maharashtra-412207, India. 

JETIRHO06079  Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org   574 
 

reading because audio content fits seamlessly into their daily routines—during workouts, commutes, 

or while multitasking. This accessibility gives businesses and creators a unique opportunity to reach 

audiences consistently and authentically. In India, especially among young professionals and 

entrepreneurs, podcasting has started becoming a reliable source of learning, motivation, and 

decision-making influence. 

The influence of podcasting on consumer behavior can be seen through various psychological 

aspects. When listeners repeatedly hear a voice they trust, they start associating credibility and 

expertise with that person or brand. Over time, this leads to brand loyalty, word-of-mouth 

promotion, and increased purchase intent. Unlike traditional advertising that interrupts, podcasts 

engage—this is what makes them powerful in shaping modern consumer perception. 

 

LITERATURE REVIEW 

        The emergence of podcasting as a medium has attracted growing academic and marketing interest over the 

past decade. According to various studies, podcasting serves not only as a source of entertainment but 

also as an influential communication channel capable of shaping consumer attitudes, brand 

perception, and purchasing behavior. 

 

Researchers have described podcasting as an “intimate media form” (Markman, 2020) because of the 

personal connection created between the host and the listener. This intimacy encourages trust and emotional 

bonding, which are the foundations of long-term consumer influence. 

         Early literature in media and communication emphasized how audio storytelling has a unique way of 

engaging human imagination. Unlike video, where visuals are provided, podcasts require active listening, 

prompting the audience to visualize and emotionally connect with what they hear. 

 

This mental engagement is a key factor behind the persuasive power of podcasts. As studies by 

Llinares (2018) highlight, podcasting thrives on authenticity, simplicity, and voice-based connection—

elements that directly impact how audiences perceive credibility. 

Marketing scholars have increasingly linked podcasting to content marketing and relationship marketing 

frameworks. For instance, Smith (2021) noted that branded podcasts help companies deliver value-

driven narratives instead of hard-selling messages, making consumers more receptive to a brand’s 

identity. 
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The long-form, conversation-based nature of podcasts also aligns well with modern consumer psychology, 

where people seek depth, relatability, and transparency rather than traditional advertising. Listeners often 

feel like part of a community, which enhances both emotional connection and recall value for brands 

mentioned. 

 

 

RESEARCH METHODOLOGY 

The research methodology provides the foundation of this study on “The Role of Podcasting in 

Influencing Consumer Behavior.” It outlines the systematic approach adopted to collect, analyze, and 

interpret data in order to understand how podcasts shape the attitudes, trust, and purchasing patterns 

of iisteners. 

This section focuses on the design, sampling method, data collection tools, and techniques used 

for analysis 

The study adopts a descriptive and exploratory research design. Since podcasting is still an evolving 

medium in India, it was necessary to explore both qualitative and quantitative perspectives to capture 

the full picture. 

The descriptive aspect helps in identifying how consumers currently engage with podcasts, while the 

exploratory dimension focuses on uncovering why they find them influential and how it impacts 

their decision-making process. 

The target population for this research includes individuals between the ages of 18 to 40 years who 

regularly consume podcasts related to business, finance, personal growth, and lifestyle. This 

demographic is particularly relevant because they represent the digitally active generation who 

depend heavily on online media for learning, entertainment, and purchase decisions. 

A sample size of 50 respondents was selected through convenience sampling, as this method was 

best suited for the available time and resources. 
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OBJECTIVES OF THE STUDY 

 

 The primary objective of this study is to understand the growing influence of podcasting on 

consumer behavior in the digital era. With the rapid evolution of online media, podcasts 

have emerged as a powerful communication medium that blends authenticity, convenience, 

and emotional connection. The study aims to explore how podcasting impacts the awareness, 

perception, and purchasing decisions of consumers by examining their listening habits, trust 

levels, and engagement with podcast content. 

 This research focuses on identifying the factors that make podcasts an effective marketing and 

communication tool for businesses and individuals. It seeks to understand whether the storytelling 

nature of podcasts creates stronger brand recall and trust compared to traditional advertising 

methods. 

 The objective also includes analyzing how consumers emotionally and cognitively respond to 

podcasts — whether they perceive them as relatable, trustworthy, and valuable sources of 

information that influence their day-to-day decisions. 

 

 A key purpose of this study is to determine the relationship between podcast content and 

consumer action. This involves studying the extent to which podcast listeners are 

motivated to explore, engage with, or purchase products and services discussed during 

episodes. Additionally, it aims to assess how the credibility of podcast hosts, the 

relevance of topics, and the authenticity of conversations contribute to shaping consumer opinion 

andpreferences. 

 

HYPOTHESIS OF THE STUDY 

1. H₁: Podcasts positively influence consumer awareness of brands and products. 

 

Rationale: Due to their engaging and informative format, podcasts are likely to enhance listeners’ 

knowledge about products, services, and brands compared to traditional media. 

2. H₂: Consumers perceive brands advertised or discussed in podcasts as more trustworthy and 

credible than brands promoted through conventional advertising. 
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Rationale: The authentic and conversational nature of podcasts builds a stronger emotional 

connection between listeners and brands. 

3. H₃: Podcast listeners are more likely to make purchase decisions or engage with 

products/services featured in episodes than non- listeners. 

Rationale: Exposure to relatable content and endorsements from credible hosts can directly 

influence consumer action and buying behavior. 

4. H₄: The storytelling and conversational style of podcasts leads to 

higher brand recall and retention than traditional advertising 

formats. 

Rationale: Narratives and personal anecdotes in podcasts enhance memory retention and create a 

lasting impression of the brand. 

5. H₅: The credibility of podcast hosts, topic relevance, 

Rationale: Consumers are more likely to trust and act on content when they find the host reliable, 

topics relevant, and conversations authentic. 

6. H₆: Regular and consistent podcast content fosters long-term relationships between brands and 

consumers, increasing loyalty and repeat engagement. 

Rationale: Podcasts that provide continuous value build familiarity and emotional connection,turning 

casual listeners into loyal brand advocates. 

 

DATA COLLECTION 

 

The data for the study was collected using a Google Form questionnaire distributed to 50 respondents. The 

respondents included students, working professionals, homemakers, and businesspeople. 

The questionnaire was divided into four sections: 

1. Personal Information (age, gender, occupation). 

2. Advertising & Brand Preference (brand choice, source of awareness, influence of advertising). 

3. Customer Behavior (consumption frequency, spending, packaging preference). 

4. Advertising Effectiveness (celebrity ads, slogans, seasonal offers, promotions). 

The collected responses were compiled in Google Sheets and analyzed using percentages, bar 

charts, and pie charts. 
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CONCLUSION 

The study highlights the growing significance of podcasting as a powerful medium that shapes 

consumer behavior in the digital era. Podcasts are not merely a source of entertainment or 

information; they represent an authentic and immersive way for brands to connect with audiences on a 

deeper level. By combining storytelling, conversational tone, and expert insights, podcasts have 

proven effective in enhancing brand awareness, building trust, and influencing consumer 

decisions. Through this research, it is evident that listeners respond emotionally and cognitively 

to podcasts, perceiving them as relatable, credible, and valuable sources of information. The 

credibility of hosts, relevance of content, and authenticity of discussions emerged as critical factors 

that determine how consumers engage with brands and take action, whether it is exploring a product, 

making a purchase, or recommending it to others. 

 

Moreover, the study underscores the long-term potential of podcasts as a brand-building strategy. 

Unlike traditional advertising, podcasts enable consistent and value-driven communication, nurturing 

ongoing relationships with audiences. Businesses and marketers can leverage this medium to 

convert casual listeners into loyal customers, tapping into niche markets with precision and 

emotional depth. 

 

In conclusion, podcasting is not just a trend but a transformative tool in the digital marketing 

landscape. Its ability to influence awareness, perception, and purchasing behavior makes it an 

indispensable part of contemporary marketing strategies. By understanding the dynamics of listener 

engagement, host credibility, and content authenticity, businesses and aspiring podcasters can create 

impactful episodes that resonate with their audience, drive meaningful actions, and foster long-term 

brand loyalty. 

 

This study reinforces that in a world saturated with conventional advertising, podcasts offer a unique 

avenue for brands to stand out, connect authentically, and influence consumer behavior in ways that 

are both measurable and enduring. 
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RECOMMENDATIONS 

Leverage Storytelling for Engagement: Brands and podcasters should focus on authentic 

storytelling rather than hard-selling. Narratives that resonate emotionally with listeners tend to 

enhance brand recall and trust. Sharing personal experiences, case studies, or real-life examples 

can make the content more relatable and memorable. 

Prioritize Host Credibility: The influence of a podcast largely depends on the trustworthiness of 

its host. Businesses should collaborate with hosts who have expertise, authenticity, and a 

genuine connection with the target audience. For independent podcasters, consistently 

delivering accurate, honest, and insightful content will strengthen credibility. 

Create Consistent Value-Driven Content: Podcasts should be designed to provide ongoing 

value rather than sporadic promotional content. Regularly publishing episodes that educate, 

entertain, or solve listener problems builds loyalty and long-term engagement, converting casual 

listeners into brand advocates. 

Align Topics with Audience Interests: Understanding the target audience is key. Content 

should address relevant challenges, trends, and interests of listeners to maintain attention and 

foster engagement. Polls, feedback, and listener interaction can guide topic selection and 

improve resonance. 

Integrate Call-to-Actions Strategically: While storytelling is important, guiding listeners 

toward action is equally essential. Strategic and subtle call-to-actions, like exploring products, 

signing up for newsletters, or participating in promotions, can influence 

purchasing behavior without compromising authenticity. 

Measure and Analyze Listener Behavior: Businesses should track metrics like download 

numbers, engagement rates, and listener feedback to refine content strategy. Insights from 

analytics help identify what resonates, which hosts or formats work best, and how podcasting 

impacts consumer decisions. 

Consider Podcasts for Niche Marketing: Podcasts offer a cost-effective medium to reach niche 

audiences with high engagement. Brands targeting specific segments should leverage podcasts to 

build strong connections in ways traditional advertising may not achieve. 
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Experiment with Multi-Platform Promotion: Promoting podcast content across social media, 

email newsletters, and websites enhances visibility and reach. Repurposing episodes into short 

clips or highlights can attract new listeners and reinforce the brand messagage. 
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