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Abstract 
For years companies have fashioned communication strategies based on print, radio, and TV 

to broadcast their message. But times are changing. This is the Internet era and this, together 

with the fact that consumer electronics business has exploded in the recent years and that new 

digital technologies have produced offspring, have lead to more media opportunities than ever 

before. One of the latest inventions in interactive media technology is podcasting.  It seems 

like podcasting is here to stay and it is time for forward-thinking marketers to start looking at 

podvertising. 

 

Our purpose is to examine the attitudes towards international ad-spots in podcasts among 

Swedish podcast users. This we do by asking the research question ‘Is the use of international 

ad-spots in podcasts a viable marketing strategy in the Swedish market? Why?’ 

 

Based on our theoretical framework, we have identified aspects about advertising in general, 

podvertising and attitudes towards them both. We have also identified aspects that show how 

attitudes differ among age cohorts. These aspects were then tested on Swedish podcast users.  

 

We can conclude that there are both advantages and disadvantages for international 

companies that wish to use international ad-spots in podcasts as a marketing strategy in 

Sweden. Most podcast users are young and do not like advertising, especially not advertising 

in podcasts. They rather search for information themselves; hence infomercials in the form of 

podcasts could be a better alternative for companies to use to attract the younger audience. 

Generation X was less negative to the thought of being exposed to international ad-spots in 

podcasts and this could indicate that international ad-spots could be a part of a strategy when 

targeting this generation. However, if you consider the fact that international ad-spots are 

either standardized or adapted to the country where they were produced, the effectiveness of 

them can be questioned.  
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Sammanfattning 
I åratal har företag utvecklat kommunikationsstrategier baserade på tryck, radio och TV för att 

sända sitt budskap. Men tiderna förändras. Detta är interneteran och detta tillsammans med 

det faktum att marknaden för kundelektronik har exploderat under de senaste åren och att ny 

digital teknik har producerat avkomma, har lett till fler mediamöjligheter än någonsin tidigare. 

En av de senaste uppfinningarna inom interaktiv mediateknologi är podsändningar. Det verkar 

som om dessa är här för att stanna och det är dags för framåttänkande marknadsförare att titta 

på podvertising.  

 

Vårt syfte är att undersöka attityderna gentemot internationella reklaminslag i podsändningar 

bland svenska podsändningsanvändare. Detta gör vi genom att ställa forskningsfrågan ’Är 

användningen av internationella reklaminslag i podsändningar en lämplig 

marknadsföringsstrategi på den svenska marknaden? Varför?’ 

 

Baserat på vår teoretiska referensram har vi identifierat aspekter kring reklam i allmänhet, 

podvertising och attityder gentemot dem båda. Vi har även identifierat aspekter som visar hur 

attityder skiljer sig mellan åldersgrupper, något som sedan har testats på svenska 

podsändningsanvändare. 

 

Vi kan dra slutsatsen att det finns både för- och nackdelar för internationella företag som 

önskar använda internationella reklaminslag i podsändningar som strategi i Sverige. De flesta 

användare är unga och tycker inte om reklam, särskilt inte reklam i podsändningar. De 

föredrar att söka efter information själva; därför kan infomercials vara ett bättre alternativ för 

företag att använda för att attrahera den yngre publiken. Generation X var mindre negativ till 

tanken att bli utsatt för internationella reklaminslag i podsändningar vilket kan indikera att 

internationella reklaminslag skulle kunna vara en del av en strategi för att nå denna 

generation. Dock, om du beaktar att internationella reklaminslag är antingen standardiserade 

eller anpassade till landet där de produceras, kan deras effektivitet ifrågasättas.



 

Prologue 

 
 grey afternoon in late March, somewhere in the land of International Marketing 

Strategy, a rumour has just started about something new, something amazing. It is said 

to be a new promising method of communicating, but no one really knows what it can really 

do. Three girls decide to solve the mystery and rushes home to pack their bags with 

everything they believe will be needed on their journey. We invite you to join us three on this 

exiting trip and hope that you are just as excited as we are to find out more about the mystery 

that awaits us. What will you bring in your backpack? With our bags packed we are ready to 

start our hunt after knowledge about this new phenomenon called podvertising.  

A 

 

But wait, where do we go and what road do we follow? After pondering our possibilities we 

decide to consult the elders. Said and done, we direct our steps towards the home of all the 

elders, Växjö University. There we receive an answer which bothers us a little; “to understand 

the new, use what is already known”. We sit down together in silence, troubled over how we 

can figure out the mystery. Then, just like that, it hits us. Where is ‘what is already known’ 

collected? The library. With some clues, some pieces of the puzzle gathered in the library and 

brought with us in our bags, we head out with some idea on where to go and what road to 

follow. Now, all we have to do is to find the missing pieces of the puzzle in order to solve our 

mystery.  
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INTRODUCTION  
 
 

In this chapter we present to you why 

we chose to make this journey and 

where we wanted to go.  
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1. Introduction 

1.1. Background 

Communication is the very heart of marketing, and for years companies have fashioned 

communication strategies based on print, radio, and TV media to broadcast their message. But 

times are changing. This is the Internet era (Watson, et al. 2000). This, together with the fact 

that consumer electronics business has exploded in the recent years and that new digital 

technologies have produced offspring have lead to more media opportunities than ever before. 

We introduce to you one of the latest inventions in interactive media technology, podcasting 

(Wahl 2006, Nutley 2005).  

 

Podcasting is a way of creating radio-style programming or other audio content and then 

broadcasting them over the Internet (Practical Accountant 2005). Free podcasting software, 

which is downloaded from the Internet, checks for new versions of a chosen podcast at set 

intervals. Every time a new file is released on the Web, the software automatically downloads 

it to one’s computer. When an MP3 player then is connected to the computer, the content will 

be automatically uploaded (Dudley 2005). While traditional radio makes us wait for what we 

might want to hear, podcasting lets us choose what we want to hear, when we want to hear it 

(Crofts, et al. 2005). 

 

 

Figure 1: A model illustrating the concept of podcasting (Source: Msmobiles). 

Podcasting was invented in 2004 by Adam Curry, a former MTV video-jockey, as a response 

to his frustration at the time it took to manually transfer files from his computer to his iPod as 

well as the time it took to search the Internet for new material that he wanted to download 



- Introduction - 
 
 

 2

(Crofts, et al. 2005). To improve the podcasting software, Curry just threw his rough idea into 

the open community and stood by while his idea exploded (Underwood 2005). Today, two  

years later, podcasting and its own offspring vodcasting are considered to be the fastest 

growing communication technology (Edwards 2005, Practical Accountant 2005). 

 

The dramatic growth of podcasting is clearly linked to the rapid development and popularity 

of MP3 players. The cost of MP3 players has declined over time while the storage capacity 

has increased. This has lead to people using these devices to store, for example, podcasts 

which demand larger storage capacity than music files (Crofts, et al. 2005). 

 

The term “podcasting” derives from “broadcasting” and iPod (Apple Computers well-known 

MP3 player). Podcasts represents a shift from mass broadcasting to on-demand personalized 

media and allow people to listen to media at a time and place that they find convenient 

(Crofts, et al. 2005). Podcasts are therefore ideal for today’s multitasking lifestyle (B to B 

2006). 

 

Apart from mass radio, which needs to play a broad range of songs to attract as many listeners 

as possible, podcasts offer a variety of categories for consumers to choose from. These 

categories range from food and games to business and automotive. Publications as well as 

politicians offer podcasts and even the Vatican is distributing podcasts from the Pope (Crofts, 

et al. 2005). 

 

Podcasts are relatively simple and inexpensive to create. Thus, anyone who wishes to create 

their own podcast has the opportunity to do so. These podcasts can then be shared with and 

downloaded by others who find the content of the podcasts appealing (Crofts, et al. 2005). 

 

It seems like podcasting is here to stay and it is time for forward-thinking marketers to start 

looking at podvertising (Rubel 2004). 
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1.2. Problem Discussion 

“Advertisements are everywhere” (Herbig and Kramer 1994, p 45). Consumers have for a 

long period of time been flooded with marketing messages because the issuers of the 

messages presume that consumers have time to go through all irrelevant information in order 

to find what they believe to be relevant (Stebbings 2006). However, times have changed and 

there has been a shift from traditional to interactive advertising (Bezjian-Avery, et al. 1998). 

This new form of advertising involves presentation of information through mediated means 

and mutual interaction between consumers and marketers (Stewart 2004). Before, the 

consumer played the passive part and was simply exposed to product information. Now, the 

customer is in control and actively navigates through the information (Bezjian-Avery, et al. 

1998). The fundamental rules of marketing have been transformed and now consumers have 

the control of their media consumption. With portable media centres through Internet and 

related devices, accessing information have never been easier. Podcasts make it possible for 

customers to construct and edit their own personalised media environments (Stebbings 2006). 

With the information overload in today’s society podcasting is ideal for cutting through the 

clutter of information compared to traditional communication (B to B 2006). 

 

The consumer-controlled media is narrow-targeted opposed to traditional media. This new 

trend also indicates how atomized the advertising audiences are becoming and podcasting can 

be new powerful advertising tool because it gives the opportunity to more effectively reach 

the right customers (Carroll 2005). With the introduction of this tool, companies have seen 

their chance to take advantage of this media phenomenon. However, the more popular a 

podcast becomes resulting in an increase in listeners, the more band width is needed 

(Wikipedia 2006). This band width is not free, it costs money and this puts the maker of the 

podcast before a decision. Either the producer of the podcast has to start charging for the show 

or he can get revenue from advertisers and sponsors who are more than happy to be able to 

take advantage of this tempting and promising new way of reaching customers. (Wikipedia 

2006 and Kiley 2005) 

  

There are many different ways of using podvertising, for example sponsorship, ad-spots and 

infomercials. Sponsorships are connected to the content of the program and can take form like 

product placements and news releases from a sponsor. Ad-spots have the feature of an 

ordinary ad which are, just like sponsorships, part of the podcast content which is downloaded 



- Introduction - 
 
 

 4

to portable MP3 players. Infomercials are podcasts developed by the companies themselves to 

work as an information tool for their product or service (Crofts, et al. 2005).  

 

Even though there are obvious advantages for companies to advertise in podcasts, advertisers 

need to take more factors into account to be able to determine whether it is all worthwhile. 

Podcasting is partly a response to the frustrations of listeners of traditional radio because of 

too much advertising; these listeners may be lost due to podvertising (Crofts, et al. 2005).  

 

There are basic questions when it comes to podcasting as the next big media thing. It is for 

example not clear if receivers of podcasts will see them in the same way as they do 

downloaded music, in which case advertisements could be seen as unwelcome, or if they see 

them as radio where an ad could be more acceptable (Fine 2005). According to Crofts et al. 

(2005), when it comes to radio, people are used to listening to companies commercials. 

However, when it comes to podcasting people might be less tolerant to advertising since they 

put more effort into downloading and uploading the podcasts. According to Fine (2005) there 

are no tests which show what the tolerance to podvertising is going to be. “Podcasts is 

something pure. How do you mess it up with branding?” (Fine 2005, p 28) 

 

In recent years there have been many surveys examining the public opinion towards 

advertising in specific media (Shavitt 1998). Podcasting is a form of specific media, but there 

is still a lack of surveys made in the area of podvertising (Fine 2005). Consumers now have 

an increased control over their ad exposure and they make their exposure choices based in 

part on their attitude of advertising in a specific medium. Therefore, it is of great importance 

to understand consumers’ attitudes towards advertising in specific media. These attitudes 

differ across demographic groups (Shavitt, et al. 2004) which makes age an interesting 

variable to include when trying to understand consumer’s attitudes towards advertising in 

podcasts. Marketing communication is much more difficult in international marketing and 

additional marketing skills are needed to succeed in the international arena (Bennett 1995).    

Based on the above we identify a need for knowledge for national companies in general and 

international companies in particular when it comes to the theoretical position of podvertising 

and if ad-spots in podcasts is a viable marketing strategy.  
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1.3. Research Question  

 Is the use of international ad-spots in podcasts a viable marketing strategy in the 

Swedish market?  

- Why? 

1.4. Purpose  

Our purpose is to examine the attitudes towards international ad-spots in podcasts among 

Swedish podcast users.   

1.5. Delimitations 

We have limited our research to only examine one of the three types of podvertising, ad-spots 

in podcasts. This is due to their, according to theory, intrusive nature. Further we limit our 

research to just include Swedish users of podcasts, rather than including several nationalities. 

This choice is due to the limit of time and scope of the thesis and the fact that we believe that 

the same type of study can be conducted in any other region or country. Our research is based 

on the exclusion of the possibility to illegally download files, which is very common in 

today’s www-society. Last but not least we have chosen not to include private podcasts as an 

advertising tool trough word-of-mouth.  

1.6. Theoretical Relevance 

After having studied recent scientific international marketing articles we discovered the 

multitude of articles concerning new marketing methods. One of the most frequent methods 

mentioned as the next big thing was podvertising. We realized that there were a lot of theories 

based on prophecies about the phenomenon of podvertising but that no actual studies on the 

method had been made, especially from the podcasts users point of view. We came to the 

conclusion that this would be an interesting subject to study because of the excitement it has 

created among marketers. In order to study the subject we identified a need to first place the 

concept of podvertising in a theoretical context before the study could be carried out. 
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1.7. Practical Relevance 

According to the literature, podvertising is a new phenomenon in marketing and an enormous 

opportunity to more effectively reach the right customers. However, we recognise a lack of 

theories on what the attitudes from the customers who are exposed to the podvertising really 

are. Podcasting is actually in part a result of people being tired of advertising in other media 

so why would it be so effective according to marketers’ prognoses? There are different forms 

of podvertising but we have chosen to look upon the method of ad-spots which we think 

would be the most intrusive form of advertising in podcasts. The result will then show if this 

really is a revolution in advertising as most of the literature state, or if it is just an evolution, 

an already used approach in a new shape.  
 
 
 

 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

THEORETICAL FRAMEWORK

In this chapter we present to you the 

content of our backpacks, the clues we 

found in the library and some pieces of 

the puzzle which we found on our path. 
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2. Theoretical Framework 

2.1. International Marketing Strategy  

According to Peter (2005) a marketing strategy is “the design, implementation, and control of 

a plan to influence exchanges to achieve organizational objectives”. They involve the 

development and presentation of marketing stimuli directed at selected target markets to 

influence what customers think, how they feel, and what they do (ibid). International 

marketing strategies compared to domestic marketing strategies differ in quite a few points. 

For example the marketing communication in international marketing is much more difficult 

and the range of skills required by international marketing managers is much more extensive 

(Bennett 1995).  

2.2. Marketing Mix 

A company’s marketing mix consists of four elements; product, place, price, and promotion. 

These are nowadays referred to as product, distribution, price, and marketing communication. 

The marketing mix is used to reach marketing goals and each mix element has its own mix of 

strategic decisions. For instance, components of a product, such as product design and 

features, create the product mix. Likewise marketing communication tools, such as direct 

marketing and sponsorships, form the marketing communication mix (Burnett and Moriarty, 

1998).   

2.3. Marketing Communication  

According to Burnett and Moriarty (1998) “marketing communication is the process of 

effectively communicating product information or ideas to target audiences” (p 3). They refer 

the word product to a good, a service, or an idea (ibid). A target audience can, according to 

Burnett and Moriarty, be defined as; “a group of people who receives marketing messages 

and has significant potential to respond to the messages” (p 3).  

 

Generally, marketing communication objectives are to create brand awareness, educate the 

market, deliver information, and advance a positive image for the brand or company (ibid). 
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2.3.1. Standardization versus Localization  

Due to the growth of international and global marketing efforts, companies have to manage 

across national borders - a fact which complicates the objective of delivering a consistent 

image and message. Companies have to consider which parts in the international 

communication they must standardize and which they must localize. Thus, it is of great 

importance for companies to find the best blend of standardization and localization to keep 

the message communication effective (Burnett and Moriarty 1998). 

2.3.2. Advertising 

Advertising can, according to Burnett and Moriarty (1998), be defined as; “any paid form of 

non-personal presentation and promotion of ideas, goods, and services by an identified 

sponsor to a targeted audience and delivered primarily trough the mass media” (p 279). They 

also mention the definition by the American Marketing Association which states that 

advertising is; “paid, non-personal communication trough various media by business firms, 

non-profit organizations, and individuals who are in some way identified in the advertising 

message and who hope to inform and/ or persuade members of a particular audience. 

Advertising includes the communication of products, services, institutions, and ideas (p 279). 

 

There are both strengths and weaknesses when it comes to advertising. The main strength is 

that a large mass audience can be reached which can lead to a greater demand for a product or 

service. By reaching a large mass audience, advertising can also build brand awareness, create 

long-term brand images and brand positions, and increase brand knowledge in an effective 

way. Moreover, the fact that advertising provides message repetition makes it an 

advantageous type of promotion. The weaknesses of advertising are that it is perceived as 

intrusive and as cluttering the environment. Additionally, advertising may not be cost-

effective, especially if the company is targeting a niche market (Burnett and Moriarty 1998). 

 

Mass Advertising 

Mass advertising deal with advertisers’ aspiration to keep in touch with customers and almost 

constantly try to persuade them to buy their product, service or idea. The advertisers use mass 

communication tools such as commercial television, radio, the national and local press (Dyer 

1999). 
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Targeted Advertising 

According to Blythe (2000, p.161), “direct marketing is not a mass medium: it communicates 

with consumers as individuals, rather than as a group of segments, and it is interactive, 

meaning that consumers respond directly to direct communications. The communication is 

targeted as far as is possible only to those individuals who are likely to be interested in their 

offering”. Direct marketing in media can take two forms; addressable media and non-

addressable media. Addressable media is direct to individuals and can be for example, direct 

mail, catalogues, telemarketing or customer magazines, while non-addressable media require 

a response from a prospective customer (Blythe 2000). 

 

Advertising Media 

Successful international advertising needs careful attention to three major tasks, one of which 

is the choice of the best media to carry the advertising messages (Bennett 1995). There are a 

variety of media through which a message can be communicated. The more common types of 

advertising media includes: print advertising, broadcast advertising, out-of-home advertising, 

online or Internet advertising, and other advertising media (Burnett and Moriarty 1998). 

 

- Print Advertising 

Print advertising are ads which are printed and can be found in newspapers, magazines, 

brochures, and flyers. Print advertising includes copy and art and tend to be visually intensive 

(Burnett and Moriarty, 1998). Due to the reduction in press production costs because of 

digital technology many new newspaper and magazine titles have come into circulation. 

Magazines allow more precise targeting of advertising, and when it comes to specialist 

magazines even smaller groups can be focused on (Hackley 2005).  

 

- Broadcast Advertising 

Broadcast advertisements come in two formats – radio or television – and their length most 

often stretches from 15 to 60 seconds. With this short length, the ads must be both interesting 

and entertaining enough to hold viewer attention (Burnett and Moriarty 1998).  

 

Radio advertising depends to a large extent on listeners’ imaginations since it lacks the visual 

element which television has. Radio is an involving medium since listeners are active 
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participants. Moreover, radio is the most intimate of all media since it most often plays to an 

audience of one (Burnett and Moriarty 1998).    

   

Television represents a very attractive media for advertisers because they can very rapidly 

communicate with a large amount of consumers. However, TV’s character as a mass medium 

can at the same time be a weakness. Those who watch a certain program is often a 

heterogeneous and well mixed composition. The target group for which the ad is aimed to 

could be essentially narrower, which entails a large waste and high advertisement cost as a 

result (Haglöf 1994).  

 

- Out-Of-Home Advertising 

This type of advertising includes for example painted walls, bus benches, telephone booths, 

and shopping mall displays. Out-of-home advertising is any type of advertising which can be 

found in the daily external environment. These types of advertising are commonly used by 

entertainment, travel, and health care advertisements (Burnett and Moriarty 1998). 

    

- Online or Internet Advertising 

Compared to traditional print and broadcast advertising media, Internet advertising is a new 

concept. Just like interactive TV, Internet gives the opportunity for brand owners to 

communicate with customers in a format which offers a purchase capability. However, it has 

been proven that Internet is far more difficult for marketers to master than initially believed. 

There are some cases of pure Internet brands which have succeeded like Amazon and eBay, 

but there are at the same time many examples of dotcoms which have failed. Therefore many 

brands use Internet as a part of an integrated strategy which link web advertising to mass 

media and other forms of advertising (Hackley 2005).  

 

- Other Advertising Media 

There are a number of additional ways to reach target audiences with advertising. One type is 

direct-mail advertising which consists of ads in print or broadcast media that tries to stimulate 

an immediate response from the audience. Directory advertising, when names of people or 

businesses are listed in for example the Yellow Pages, and movie advertising, filmed 

commercials that run before the movie, are also examples of advertising media (Burnett and 

Moriarty 1998).  
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2.3.3. Information Overload 

Throughout the last couple of decades, the number of TV channels and radio stations, 

newspapers, magazines and outdoor media has grown immensely, together with the rise of 

Internet (Bronner and Nejiens 2006). Television ad-spend has increased over the last ten years 

and has in Sweden almost doubled during this period of time (European Advertising & Media 

Forecast 2005). These new forms of media have made it possible for media planners to use 

more ways to reach their target audience. However, with this increasingly cluttered media 

environment customers are harder to reach because of their reaction to this media abundance. 

They are becoming more selective, pay less attention to the messages sent and strive to avoid 

advertising. (Bronner and Nejiens 2006, Shavitt, et al. 2004).  

 

2.4. Attitudes towards advertising 

Studies performed on general attitudes towards advertising have shown that perceptions of 

intrusiveness, clutter, and other communication disruptions have resulted in an unfavourable 

public opinion towards advertising in general (Shavitt, et al. 2004). 

 

2.4.1. Attitudes as a Function of Age 

According to Shavitt (1998) attitudes towards advertising differ across demographic groups. 

Age is one of these groups and can be divided into age cohorts. These cohorts “consist of 

people of similar ages who have undergone similar experiences” (Solomon, et al. 2002, 

p.405). The cohorts of today can be divided into generation Y, generation X and baby 

boomers (Goldenberg 2005).  

 

Those in generation Y are born between 1978 and 1994 (Marconi 2000). According to Morton 

(2002) this generation pose a great challenge for marketers. They demand the latest trends and 

do not like a hard sell. The marketer must be able to place the product in front of them, 

“without being in their face” (ibid, p. 47) Traditional marketing does not work with this 

generation who are immune to already tried methods (ibid). They have grown up in a 

marketing society and therefore tend to be sceptical about all attempts to persuade them to 

buy things (Solomon, et al. 2002). Because of the fact that young consumers tend to be early 

users of new media this is a popular way for marketer to try to reach them (Seckler 2006). 

They do not appreciate advertising as a source of functional information; they would rather 
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search for these themselves. Generation Y prefers humours and emotional advertising, 

however word-of-mouth is the best way to reach them (Morton 2002).  

 

The next cohort is the generation X which was born between 1965 and 1977 (Solomon, et al. 

2002 and Marconi 2002). The people of this generation come from the age of corporate and 

government scandals and they tend to trust only those belonging to their own cohort (Teller 

Vision 2005). They are turned off by advertising that contains a lot of hype or takes itself too 

seriously. Advertising is more a form of entertainment at the same time as they are turned off 

by commercialization (Solomon, et al. 2002). The best way to reach them is also in the form 

of word-of-mouth, however from a member of the same generation (Teller Vision 2005). 

 

Baby Boomers are those born between 1945 and 1964 (Marconi 2002). According to Shavitt 

(1998) this generation seems to trust advertising less than younger respondents. The baby 

boomers want to be acknowledged for their hard work and tend to favour customized products 

and services (Teller Vision 2005). 

 

2.4.2. Attitudes as a Function of Other Media 

Consumers are today in more control of their media exposure and therefore their attitudes 

towards advertising in specific media is important for marketers to understand because these 

attitudes form a base of their exposure decision (Shavitt, et al. 2004).  

 

According to Bronner and Neijens (2006) when it comes to advertising in different media 

studies show that the attitudes towards them differ. They, for example, find that advertising on 

TV and radio is negatively experienced because the ads are seen as irritating. On the other 

hand, print media was found much less irritating because it was seen as information media. 

Another way of expressing the division in attitudes is self-selection. A study performed by 

Shavitt, et al. (2004) show that ad exposure which is self-selected, for example catalogues, is 

perceived much more favourable than for example TV and Radio. Self-selected ad exposure is 

perceived as more favourable because it does not interrupt other activities and entertainment, 

it is easy to ignore ads which are not of interest and ads which are found as interesting is 

possible to gain attention on one’s own timetable. According to Bronner and Neijens (2006) 

another study suggested the similar, “television advertising was negatively evaluated because 
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commercials are perceived as an interruption in the “entertainment” function of the medium” 

(p 93).  

 

Internet advertising however causes a difficulty in placement of self-selected advertising or 

not. This in because the many characteristics of Internet advertising, much of which is self-

selected but there is also the existence of pop-up ads and animated banners which can be seen 

as intrusive (Shavitt, et al. 2004). Therefore, in studies made on the attitudes towards Internet 

ad resulted in a midway placement as both informative and irritating. (Bronner and Neijens 

2006)  

2.5. Podvertising 

The term podvertising was created to refer to advertising that is part of the content which is 

downloaded to portable MP3-players (Crofts, et al. 2005). Because of the fact that the more 

listeners a podcast gets the more bandwidth is needed, money to finance this bandwidth have 

to come from somewhere. Either the producer of the podcast starts charging a few for each 

podcast downloaded or he/she can get the money from marketers, who in their turn a fighting 

to make use of this new media phenomenon (Wikipedia 2006 and Kiley 2005)  

 

Advertising in podcasts can take different forms as marketing strategies and all of them are 

included under the term podvertising (Rubel 2004). Marketing models for using podvertising 

are for example sponsorship, ad-spots and infomercials. Ad-spots have the features of an 

ordinary ad which is just like sponsorships part of the podcast content which is downloaded to 

portable MP3 players (Crofts, et al. 2005). However this form may have its downside in the 

podcast world. If they are seen as obtrusive, they can easily be skipped over by the user 

(Rubel 2004). Sponsorships are connected to the content of the program and can take form 

like product placement and news releases from a sponsor. This marketing model tends to be 

less intrusive than ad-spots. Infomercials are podcasts developed by the companies 

themselves to work as an information tool for their product or service. They aim to serve as 

something extra for the consumers who are interested by the message content (Crofts, et al. 

2005).  We will in this thesis solely focus on ad-spots in podcast. 

 

According to Caroll (2005) and Johannes (2006) podvertising has the possibility to be a 

powerful advertising tool because it has the obvious opportunity of more effectively reaching 
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the right customers compared to mass marketing. This idea is shared by many others, for 

example the director of new media for General Motors. He claims podcasting to be “an 

interesting way to connect with niche audiences (Couretas 2005). The beauty of podcasting is 

therefore that you can target a relatively small groups of people who share a common interest 

hence having the possibility of achieving a better marketing outcomes for each advertising 

dollar spent (Crofts, et al. 2005 and Smith 2005).   

 

Advertising which is personalized and conveyed in an environment which is an essential part 

of a customer’s lifestyle is more likely to result in positive responses (Crofts, et al. 2005).  

Many companies have already acted in this new marketing area with launches of advertising 

trough podcasts. For example Volvo, Lexus and Honda have sponsored podcasts (Anderson 

2006). Nike and General Motors have produced their own podcasts to distribute information 

of their latest product models (Pearse 2005 and Couretas 2005).  

 

Networks such as ABC, NBC and MTV have started to make their programs such as 

Desperate Housewives, Lost, South Park and The Office available as podcast for a fee of 

approximately $2 each (Johannes 2006).  

2.5.1. Ad-spots in Podcasts 

Ordinarily, customers pay a fee to be able to download a show of their interest to their MP3-

player. Ad-spots offer the users a trade-off of paying less or nothing for the podcast in 

exchange for being exposed to advertising (Crofts, et al. 2005).  

 

However, the problem with ad-spots is that users easily can skip over advertisements if they 

find them obtrusive (Crofts, et al. 2005 and Rubel 2004). This is a great risk because the idea 

of podcasting partly is a response to listeners of traditional radio finding that it contains too 

many advertisements (Crofts, et al. 2005).  
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2.6. Analysis Model 

Figure 2 – Analysis model 

Local attitudes 
towards international 
ad-spots in podcasts 

Attitudes towards 
advertising in other 

media 
Age 

 
 
 
 
 
 
 
 

 

 
 

 

 

As figure 2 shows there are two areas found in theory which we believe are interesting to 

focus our analysis on. Age and attitudes towards advertising in other media are variables 

which we believe indicate the local attitudes of international ad-spots in podcasts. This model 

will be used in the analysis chapter to see the connection between out theoretical framework 

and our empirical findings and lead us to our conclusions.  



 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
METHODOLOGY  

 
In this chapter we show you the way we 

went about to find the missing pieces of the 

puzzle and the unexpected obstacles we 

encountered on our path. 
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3. Methodology   

3.1. Scientific Approach  

The method chosen for a research depends on the nature of the problem and on the purpose of 

the investigation (Thurén 1996). Because we aim to measure the attitudes towards 

international ad-spots in podcasts we use the quantitative approach when gathering and 

compiling the empirical data. The data collected is then subjectively interpreted in accordance 

to the hermeneutical rather than the positivistic view based on our pre-perception. The 

qualitative approach is then chosen here because we, from the results, aim to attain a deeper 

understanding in the subject (Andersen 1998). 

 

As can be seen in figure 3 below we have chosen to base our study on a theoretical framework 

because we start off by placing the concept of podvertising in a theoretical context. This 

information together with theories of marketing communication and podvertising we compare 

and test podvertising as a viable marketing strategy with our empirical data through the 

deductive approach (Ghauri and Grønhaug 2005). The results are then presented in an 

analysis which leads on to a conclusion with recommendations for companies, both national 

and those acting on the international arena when it comes to podvertising. 

 
Figure 3 – Model of methodological choices  
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3.2. Data Collection  

Data can be collected in two ways, either as primary or secondary data. Primary data is when 

the researcher himself had collected the data (Andersen 1998). Secondary data is data which 

have already been published and can work as a useful complement to the primary data 

(Ghauri and Grønhaug 2005). We have chosen to use responses from our questionnaires as 

our source of primary data, because we aim to measure attitudes towards international ad-

spots in podcasts.  

3.2.1. Questionnaire 

This form of data collection is very much like personal interviews but the difference is that 

the respondent him/herself notes the answers and that there is no interviewer present (Trost 

2001). According to Creswell (2003) a survey is when quantitative data or numeric 

descriptions of trends, attitudes, or options of a population are gathered. This survey method 

involves a structured questionnaire given to respondents in order to obtain specific 

information (Malhotra 2004). We chose to use this survey method because podcasting is a 

fairly new concept and users are hard to reach. In a questionnaire you can chose if you want 

of use structured or unstructured questions. Structured questions means that there is a 

specified set of response alternatives and that the response format is set beforehand, whereas 

unstructured is a question with an open end where the respondent uses his/her own words to 

answer. The structured questions can take the forms of multiple-choice, dichotomous or scales 

(Malhotra 2004). 

 

We have chosen to use both structured and unstructured questions. However most of them are 

structured and we have used multiple choice and dichotomous questions. In the multiple-

choice questions the respondents are asked to select one or more of the alternatives given. In 

the dichotomous questions there are only two response alternatives, yes or no.  

 

Due to the fact that the subject of podvertising is new we have posed questions which are 

connected with theory to different degrees. With this method we aim to gain a deeper 

understanding of local podcasts users’ attitudes towards international ad-spots in podcast. 
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3.2.2. Sample Selection  

Our sample is derived from the population of Swedish podcast users who can answer our 

questions with high validity due to their knowledge and experience in the area. The sample 

selection we have collected with a limit of time instead of number of respondents. The 

deadline we put up was May 9th. The respondents received the questionnaires through both 

mail and personally in public areas. We have chosen both ways because of the difficulty of 

finding respondents which have experience of podcasts. Our main source will therefore be e-

mail questionnaires sent after first contacting them trough different Internet forums for 

example iPod, Mac, Podcasting where podcast users communicate. The samples collected in 

public areas (Stockholm and Växjö) were addressed directly on the street with the question; 

“Do you know what a podcast is and are you a podcast user yourself?”. Those who were users 

were then asked to fill in our questionnaire. Before the respondents got the questionnaire they 

were given the same information as was written in the e-mail to the other respondents. See 

appendix 1 for the e-mail that each respondent got together with the questionnaire. 

3.2.3. Non-Response 

Non-responses can be either internal or external. An external non-response occurs when the 

questionnaire is not filled out at all and the internal occurs when the questionnaire is not filled 

out to a full extent, meaning that certain questions remain unanswered (Andersen 1998   and 

Ghauri and Grønhaug 2005). With the help of different forums we managed to get a hold of 

42 email-addresses and out of those we got 35 questionnaires filled in. Out of those we could 

only use 33 because of internal non-response which we chose to discard. In the gathering 

process we had some difficulties with getting the respondents to fill in the questionnaires. 

Therefore we sent out reminders which helped us some, however 7 respondents never filled in 

the questionnaire. These external non-responses together with the two internal we had nine 

non-responses in total. Because of the difficulty in getting the mail respondents to fill in the 

questionnaires we decides to use randomly chosen respondents in Växjö and Stockholm to a 

larger extent than first planned. This also turned out to be hard to accomplish due to the lack 

of podcast users, however we managed to get 16 filled out questionnaires in Växjö and 17 in 

Stockholm. In total we received 66 usable questionnaires which constitute our empirical data.  



- Methodology - 
 
 

 21

3.2.4. Operational Measures of our Theoretical Framework 

To be able to reach a correspondence between the theoretical framework and empirical 

variables we have made an operationalization. In Appendix 5 we present our operational 

measures of our theoretical framework and give a motivation for the questions used to gather 

empirical data.  

3.3. Value of the Study 

3.3.1. Validity  
Validity is the ability to measure what you have decided to measure (Andersen 1998). The 

concept can be divided into two parts, internal and external. Internal validity deals with the 

question whether the results attained in the study is causally true, that event x really leads to 

event y (Ghauri and Grønhaug 2005). We deal with this issue by testing if podvertising is an 

appropriate business model when utilizing podcasts from a marketing point of view. Our 

theoretical framework is then well connected with the empirical part of our research and 

therefore ensures the validity of our study. The external validity concern whether the findings 

can be generalized. Because of the lack of information about the population size, which we 

derive our sample from, the generalization is questionable. We cannot say if the sample of 66 

respondents is enough to represent the population. However, we believe that there is some 

possibility to make generalizations about the Swedish market from our results. 

3.2.2. Reliability 

Reliability is accomplished when the study can be made again by another scientist at a 

different point in time and the result is similar to the one first reached (Andersen 1998). 

Reliability denotes that an investigation has been stable and that every respondent have had 

the same questions posed to them in a similar manner. To ensure reliability a test of the 

questionnaire was performed beforehand to show if respondents would interpret the questions 

correctly and that there was no risk of misunderstanding (Trost 2001). The test was performed 

by handing out the questionnaire to test respondents which then gave us feedback on how the 

interpret the questions and if any changes needed to be made before the actual investigation 

was performed. In order to make the two ways of collecting data as similar as possible we told 

the respondents we reached via e-mail that they could e-mail us back if they had any 

questions, just like the random selected respondents on the street could ask questions if they 

had any. However, it can be questioned if the situation was exactly the same for the two 
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groups. To e-mail a question can be seen as taking more effort than verbally asking one. 

Furthermore, we have used structured questions according to the subject of podvertising and 

used scientific literature to certify reliability. 

 

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

EMPIRICAL FINDINGS 

In this chapter we give you our examination 

of the reality we experienced on our journey. 
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4. Empirical Findings 

4.1. Introduction 
We collected our empirical data by letting people fill in questionnaires about the subject of 

our study (see appendix 3 for questionnaire in English and appendix 4 for questionnaire in 

Swedish). We sent out 42 questionnaires by e-mail to podcast users who we found in different 

podcast forums. Out of these 42 questionnaires, we got 35 back but we could only use 33 

since two were internal non-response and thus we chose not to use them. Moreover, in Växjö 

we let 16 randomly chosen persons fill in the questionnaire and in Stockholm we let 17 

randomly chosen persons fill in the same questionnaire. In total, we got 66 questionnaires 

back which we could use as empirical findings.  

4.2. Age 

 
 

Diagram 1  

 

 

 

 

 

 

 

 
Our empirical findings reveal that out of 66 respondents the greater part belonged to age 

group – 28 and 29-41, whereas only three respondents belonged to the age group 42-. 
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4.3. Advertising 

 “I like to look at most advertisements that I am exposed to”. Would you say that you strongly 

agree, agree, agree in part, disagree or strongly disagree with this statement? (Question 1) 

Diagram 2 

 
 
 
 
 

 

 

 

 

 

 

 

 

 
 
 
Diagram 2 above shows that most respondents answered I disagree or I agree in part on 

question 1. Out of 66 respondents, 35 answered I strongly disagree or I disagree, meaning 

that they do not like to look at most advertisements that they are exposed to. On the contrary, 

eleven respondents answered I agree or I strongly agree, which show that these people like to 

look at most advertisements that they are exposed to. 20 respondents answered that they agree 

in part on question 1. To summarize the above, we see that the respondents are more negative 

than positive towards the statement. However, a large part of the respondents do stands in-

between the two extremes.  



- Empirical Findings - 
 
 

 26

 

 
Views * Age Crosstabulation

Count

6 2 8
23 3 1 27

9 11 20
8 8
3 3

38 25 3 66

I strongly disagree
I disagree
I agree in part
I agree
I strongly agree

Views

Total

- 28 29-41 42 -
Age

Total

Table 1 

 
 
 

 

 

 

 

 

 

 

As you can see in table 1 above, of those 35 people who answered I strongly disagree or I 

disagree on question 1, 29 persons belonged to age cohort -28, three persons belonged to age 

cohort 29-41, and three persons belonged to age cohort 42-. Out of the eleven people who 

answered I agree or I strongly agree on question 1, no one belonged to age cohort -28 or 42-, 

meaning that all eleven belonged to age cohort 29-41. Out of the 20 people who answered I 

agree in part on question 1, nine persons belonged to age cohort -28, eleven persons belonged 

to age cohort 29-41, and no one belonged to age cohort 42-. To sum it up, almost everybody 

in age cohorts -28 and 42- don’t like to look at most advertisements that they are exposed to 

while almost everybody in age cohort 29-41 either agree in part or like to look at most 

advertisements that they are exposed to. This connection between age and attitudes has 

significance on the 5% level as can be seen in appendix 7 table 5. 
 

On question 2 “Do you feel that advertising in Sweden have increased significantly in the last 

ten years?”, about 39 percent of our respondents answered Yes, 7,5 percent answered No, and 

48,5 percent answered I don’t know. This shows that many of the respondents feel that 

advertising in Sweden have increased significantly in the last ten years, but the majority does 

not know if they feel that advertising in Sweden have increased significantly in the last ten 

years. When looking at how the answers are divided between the three cohorts one can see 

that about 60 percent of age group -28 answered I don’t know, about five percent answered 

No, and about 35 percent answered Yes. When it comes to the group that are aged 29-41, 36 

percent answered I don’t know, 12 percent answered No, and 52 percent answered Yes. 

Among those who are aged 42-, 100 percent answered Yes. See diagram 3 in Appendix 6.  To 

sum up, the older cohorts distinguish an increase in advertising more then the younger cohort.  
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4.4. Attitudes Towards Advertising 
 
 

“In general I feel that I can trust advertising”. Would you say that you strongly agree, agree, agree in 
part, disagree or strongly disagree with this statement? (Question 3) 

Diagram 4 

 
 
 

 

 

 

 

 
 
 
 

 

 
Diagram 4 above shows that most respondents answered I disagree or I agree in part on 

question 3. Out of 66 respondents, 30 answered I strongly disagree or I disagree, meaning 

that they generally don’t feel that they can trust advertising. On the contrary, 12 respondents 

answered I agree and no one answered I strongly agree, meaning that these people generally 

feel that they can trust advertising. 24 respondents answered that they agree in part on 

question 3. To summarize the above, we can see that most respondents either generally don’t 

feel that they can trust advertising or agree in part on the question. Only about 18 percent feel 

that they generally can trust advertising.    
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Views * Age Crosstabulation

Count

2 5 3 10
5 15 20

20 4 24
11 1 12
38 25 3 66

I strongly disagree
I disagree
I agree in part
I agree

Views

Total

- 28 29-41 42 -
Age

Total

Table 2 

 

 

 

 

 

 

 

 

Table 2 shows that in cohort -28, 80% of the respondents answered that they agree or agree in 

part with the statement that they can generally trust advertising. The older cohorts on the 

other hand were more negative and 80% of cohort 29-41 answered I disagree while a 100% of 

the oldest cohort strongly disagrees with the statement. This connection between age and 

attitudes has significance on the 5% level as can be seen in appendix 7 table 6. 

 

If you would have to be exposed to advertisements, trough which sort of media would you prefer? 
(Question 4) 

Diagram 5 

 

 

 

 

 

 

 

 

 
 

 

 
Diagram 5 shows that if our respondents would have to be exposed to advertisements, 44 of 

them would prefer to be exposed to ads through broadcast media such as TV and radio, while 
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22 would prefer to be exposed to ads through print media such as newspapers, magazines and 

brochures. When looking on how the answers are divided between the three cohorts one can 

see that about 82 percent of age group -28 preferred broadcast media while the remaining 18 

percent preferred print media. When it comes to the group that are aged 29-41, 52 percent 

preferred broadcast media and 48 print media. Among those who are aged 42-, 100 percent 

preferred print media. Thus, the younger the respondents are, the more they prefer ads in 

broadcast media.  

4.5. Podvertising 
 
On question 5 (see diagram 6 in Appendix 6) “Have you ever been exposed to international 

ad-spots in podcasts and/or vodcasts (the video equivalent to podcasts)?”, 70% answered that 

they had not been exposed to international ad-spots in podcasts whereas 24% had been 

exposed. 6% answered that they were not sure if they had been exposed to international ad-

spots in podcasts. There are no evident differences between cohorts.  

 

“If I was exposed to international ads in podcasts, I would generally hold a positive attitude 
towards them”. Would you say that you strongly agree, agree, agree in part, disagree or 

strongly disagree with this statement? (Question 6) 

Diagram 7 
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As shown in diagram 7 above, more than 83 percent of all respondents answered I strongly 

disagree or I disagree on question 6, meaning that they generally would not hold a positive 

attitude towards international ads in podcasts. On the contrary, six percent of the respondents 

answered I agree or I strongly agree, meaning that these people generally would hold a 

positive attitude towards international ads in podcasts. Eleven percent of the respondents 

answered that they agree in part on question 6. 

 
Views * Age Crosstabulation

Count

28 3 3 34
7 14 21
2 5 7
1 2 3

1 1
38 25 3 66

I strongly disagree
I disagree
I agree in part
I agree
I strongly agree

Views

Total

- 28 29-41 42 -
Age

Total

Table 3 

 

 

 

 

 

 

 

 

 

As you can see in table 3 above, of those 38 people belonging to age cohort -28, about 74 

percent answered I strongly disagree on question 6, while the remaining 26 percent of the 

youngest age group answered I disagree, I agree in part or I agree. No one in that age group 

answered I strongly agree. Of the 25 people belonging to age cohort 29-41, 56 percent 

answered I disagree, 20 percent answered I agree in part, and 12 percent answered I strongly 

disagree. The remaining 12 percent answered I agree or I strongly agree. All three 

respondents in age cohort 42- answered I strongly disagree on question 6. To sum it up, 

almost everybody in age cohorts -28 and 42- would generally not hold a positive attitude 

towards international ads in podcasts. This connection between age and attitude has 

significance on the 5% level as can be seen in appendix 7 table 7. 

 
Views * Advertising media Crosstabulation

Count

9 25 34
10 11 21

2 5 7
1 2 3

1 1
22 44 66

I strongly disagree
I disagree
I agree in part
I agree
I strongly agree

Views

Total

Print media
Broadcast

media

Advertising media

Total

Table 4 
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As table 4 shows, both those who preferred print media and broadcast media for advertising 

holds a more negative view towards international ad-spots in podcasts. However those who 

preferred broadcast media for advertising showed a slightly more positive view. This 

connection does not have significance on the 5% level as can be seen in appendix 7 table 8. 

 

On question 7 (If you are exposed to international ad-spots in podcasts, which message 

content would be the most appealing to you?) as you can see when looking at diagram 8 

(Appendix 6), there is an apparent difference between cohorts when it comes to the message 

content that most respondents find appealing. The diagram shows that the youngest cohort 

finds humour and emotion the most appealing while the two older cohorts value product 

information as message content. Cohort 29-41 however, also finds humour and real life 

situations appealing.  

 
On question 8 “How often do you use information from advertisements to help you make your 

purchase decisions?”, about  7,5 percent of our respondents answered Never, 32 percent 

answered Rarely,  26 percent answered Sometimes, 22,5 percent answered Often, and 12  

percent answered Regularly. This shows that most of the respondents from time to time use 

information from ads to help them make their purchase decisions. When looking on how the 

answers are divided between the three cohorts one can see that about 13 percent of age group 

-28 answered Never, about 45 percent answered Rarely, about 26 percent answered 

Sometimes, about 16 percent answered Often, and no one answered Regularly. When it comes 

to the group that are aged 29-41, no one answered Never, 16 percent answered Rarely, 28 

percent answered Sometimes, 32 percent answered Often, and 24 percent answered Regularly. 

Among those who are aged 42-, two out of three answered Regularly and one person 

answered Often. To summarize the above, the younger respondents occasionally or never use 

information from ads to help them make their purchase decisions while the answer for the 

same question is often or regularly from the older respondents. See diagram 9 in Appendix 6.   

 

On question 9 “Did you know that you can download podcasts with product information, so 

called infomercials, made by the producing company?”, about  59 percent of our respondents 

answered Yes and about 41 percent answered No. See diagram 10 in Appendix 6.   

 
On question 10 “Could you consider downloading such a podcast infomercial for free in 

order to get information about a product that you are interested in?”, about 61 percent of our 
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respondents answered Yes and about 39 percent answered No. When looking on how the 

answers are divided between the three cohorts one can see that about 82 percent of age group 

-28 answered Yes and the remaining 18 percent answered No. When it comes to the group that 

are aged 29-41, 36 percent answered Yes while 64 percent answered No. Among those who 

are aged 42-, all three answered No. See diagram 11 in Appendix 6.   

 
 

 

Diagram 12 

If you subscribe on a free podcast which would either start charging you a  
fee per episode or include ads in the episodes, which would you prefer? (Question 11) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Diagram 12 shows that about 79 percent of all respondents would choose to have ads included 

in a podcast rather than paying a fee. About 14 percent would choose to pay a fee for the 

podcast rather than having ads included. About seven percent would stop subscribing on the 

podcast. When looking on how the answers are divided between the three cohorts one can see 

that about 92 percent of age group -28 preferred ads in the podcast while the remaining eight 

percent preferred a fee or would stop subscribing. When it comes to the group that are aged 

29-41, 68 percent preferred ads in the podcast, 24 percent preferred to pay a fee, and eight 

percent would stop subscribing. Among those who are aged 42-, two out of three would pay a 

fee and one would stop subscribing. No one would prefer to have ads included in the podcast.  

 

Those who were willing to pay a fee answered that between 10 and 20 SEK would be an 

reasonable fee to pay in order to exclude podvertising. Those who preferred to have an ad 
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included answered that reasonable length for an ad-spot in a podcast would be 10-30 seconds. 

25 of the respondents believed 30 seconds to be a reasonable length, 22 believed that 20 

seconds were more reasonable and 5 thought that a 10 second ad-spot would be the most 

reasonable.  
 
 

Diagram 13 

If there is an ad-spot included in the podcast, and you would be able to skip it  
without anything else happening, would you do it? (Question 12) 

 
 

 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

Diagram 13 shows that about 58 percent of all respondents would skip an ad included in a 

podcast if nothing else happened and 42 percent would not skip it. About 53 percent of age 

group -28 would skip the ad and the remaining 47 percent would not skip it. When it comes to 

the group that are aged 29-41, 60 percent would skip the ad while 40 percent would not. 

Among those who are aged 42-, all of them would skip an ad included in a podcast if nothing 

else happened.  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

In this chapter we fit all the pieces together 

in an eager expectation to finally be able to 

see the solution to our mystery. 

ANALYSIS  
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5. Analysis  
In this chapter we will compare our theoretical framework with our empirical findings in the 

light of our purpose: 

 
 To examine the attitudes towards international ad-spots in podcasts among 

Swedish podcast users.   

5.1. Podvertising in a Theoretical Context 
 
According to theory podvertising can be placed as one way to advertise to a targeted 

audience. Advertising is one of the tools in marketing communication which is a part of the 

marketing mix. This mix is used in order to reach marketing goals as a part of a company’s 

marketing strategy to achieve organizational objectives (see figure 4). For international 

companies marketing communication is even more difficult than for domestic companies. 

Among other aspects it is vital to choose the best medium to carry out the advertising message 

in order to reach international marketing success. Thus, knowledge about media channels to 

be able to reach out to large audiences is included in the skills needed by international 

marketers. 
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Figure 4 – Podvertising in a theoretical context 
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5.2 Age 

According to theory, age groups can be divided into cohorts or generations called generation 

Y, X and baby boomers. Generation Y are 28 years of age and younger and this generation 

tend to be early users of new media. Generation X are between 29 and 41 years old and baby 

boomers are 42 years of age and older. Our empirical findings reveal that out of 66 

respondents the greater part belonged to generation Y (38 respondents) and generation X (25 

respondents) while only three respondents represent the baby boomers. Due to the low sample 

of respondents of generation baby boomers, we will not include them in the rest of the 

analysis. 

5.3 Advertising 

Our theoretical framework states that media environments are becoming increasingly more 

cluttered with advertising and this had lead to a problem with reaching customers trough 

advertising because they are becoming more selective, pay less attention to the message and 

that they even avoid being exposed to advertising. Our empirical findings with a statistical 

significance on the 5% level are in accordance with this theory and shows that most 

respondents do not like to look at most advertising that they are exposed to. However, if we 

divide the respondents into cohorts it shows that generation X (29-41) did like to look at 

advertising more than generation Y.  

 

When it comes to the increase of advertising in Sweden our findings showed that the majority 

did not know if advertising had increased. However, the respondents that did not know 

represent to the largest extent respondents from generation Y (-28), while the greater part in 

generation X thought that there had been an increase in advertising in the last decade.  

 

The theory about the different cohorts states that people of generation X (29-41) tend to trust 

advertising less than the younger generation (Y). This in consistent with our findings, with a 

statistical significance on the 5% level, which show that although the collected result show 

that most do not trust advertising, the ones who do belong to generation Y (-28).  

 

When it comes to preferred media for advertisement the theory declare that print advertising 

is seen as less intrusive than TV and radio. This does not coincide with our empirical findings 

which show that most of the respondents prefer to be exposed to advertising trough broadcast 
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media. In generation Y (-28) this was most evident while in generation X (29-41) showed a 

much more even division between preference to print or broadcast media for advertisement 

exposure. 

5.4 Podvertising 

Podvertising is according to theory spreading quickly as podcasting is becoming more and 

more popular; however it is still quite new. Our empirical findings confirm this when the 

majority of users have still not been exposed to international advertising in podcasts. The 

findings also defines that this in consistent over cohorts. Theory also states that many 

international companies have used podcasts as a marketing tool. However, not many have 

been exposed to them. Our findings also show that there are a few respondents who were not 

sure if they had been exposed to international ad-pots in podcasts. These findings are not 

completely in accordance with theory which states that because of increasing advertising 

customers are paying less attention to advertising.  

 

As stated in the theory general attitudes towards advertising are unfavourable and 

podvertising was partly created ad-free because of opinion like these. Our empirical findings, 

with a statistical significance on the 5% level, confirm this theory when showing that nearly 

all of the respondents had a negative attitude towards international ad-pots in podcasts. When 

looking at the answers divided by age, one can see that the youngest (Y) were slightly more 

negative than generation X (29-41). The age division is in accordance to theory. Generation X 

(29-41) are more positive towards advertising while generation Y (-28) are sceptical and 

dislikes advertising which is put in their face. Comparing the answers to advertising media we 

can see that those who preferred broadcast media were slightly more negative towards 

international ad-spots in podcasts than those who preferred to be exposed in print media. This 

division between other media is also in accordance to theory which states that podvertising 

was created partly because of too much advertising in broadcast media. However, this 

connection did not show a statistical significance on the 5 % level. 

 

According to our theoretical framework preferred message content may differ across age 

groups. The theory also states that younger generation (Y) are more interested in humoristic 

and emotional advertising content while generation X (29-41) like advertising which is 

entertaining at the same time as they dislike advertising with too much hype. Looking at our 
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empirical data we find that it is in accordance to theory because the younger generation did 

prefer humour and emotion as message content. However, generation X (29-41) found that 

humour real life situations, product information and celebrities were an interesting message 

content.   

 

The theory states that younger respondents do not appreciate advertising as a source of 

functional information, this they would rather search for themselves. The data we gathered 

reveal the same, that young people do not use information from ads to make purchase 

decisions to the same extent as the older cohort.  

 

Infomercials in podcasts are a form of podvertising according to theory. These are made to 

work as an information tool for a product or service and aim to serve as something extra for 

the customer who is interested by the message content. According to theory the cohort who 

would be most interested in collecting information about a product by themselves by 

downloading these infomercials could be generation Y.  Most of the respondents knew that 

they could download this form of podvertising but as theory states it were mostly the younger 

respondents who could consider downloading them for information. The older respondents 

were more negative towards downloading infomercials in the form of podcasts.  

 

According to theory customers are starting to avoid advertising because of the increase in the 

last decade. Our empirical findings show that most of the respondents would not consider 

paying to avoid advertising. Those who could consider paying would only pay as much as 20 

SEK per podcast downloaded. Most of the respondents could actually consider having the ad, 

but not longer than 30 seconds. The division between cohorts reveal that the younger the 

respondents are the more do they prefer ads in a podcast rather than paying a fee. Contrarily, 

the older the respondents are the more they prefer paying a fee rather than having ads 

included in a podcast.  

 

Theory about ad-spots in podcasts declares that the problem with ad-spots is that the users 

easily can skip over advertisements if they find them obtrusive. The majority of the 

respondents answered that they would actually skip an ad although almost half of the 

respondents would not. In the two first cohorts the answers were quite even between the two 

options.



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

We have finally reached the end of our 

journey and the solution to our mystery lies 

before us as a finished puzzle. Here we give 

you the answers to our questions and the 

solution to our mystery.  

CONCLUSION  
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6. Conclusion 

In this chapter we intend to answer the research question of this study: 
 

 Is the use of international ad-spots in podcasts a viable marketing strategy in the 

Swedish market?  

- Why? 

 

On the basis of our theoretical framework and our empirical findings we have performed an 

analysis and reached a conclusion.  

 
We found out that the use of international ad-spots in podcasts as a marketing strategy is not 

the most promising approach in Sweden. However podvertising may entail opportunities for 

the right company with the right target audience.  

 

Podvertising is a form of targeted advertising and can easily be compared to other forms of 

targeted advertising, for example magazines. Ads included in magazines are in accordance 

with the magazine content, just like ad-spots in podcasts are adjusted to the podcast content.   

Based on this, podvertising as a phenomenon is not something new in the world of marketing; 

it is simply advertising through a new type of medium.     

 

Most podcast users do not like to look at advertisements that they are exposed to and the age 

group that likes it the least is generation Y. This can be a problem for companies wishing to 

advertise through podcasts since the majority of podcast users belong to this generation. Since 

generation Y prefer to be exposed to ads through broadcast media rather than through print 

media, one would think that they do not mind ad-spots in podcasts, which is a kind of 

broadcast media. However, that is interestingly not the case with this generation. Generation 

X, on the contrary, is not as reluctant to being exposed to ads in general and ad-spots in 

podcasts as generation Y is. This could indicate that companies should try first and foremost 

to target generation X. The difficulty that then occurs is that generation X do not trust 

advertising as much as generation Y does, and if the target group does not trust a company’s 

ads the chances are smaller that the group will buy its product or service, something which is 

the ultimate goal for almost every existing company.  
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The majority of those who did not know if advertising had increased in the last decade belong 

to generation Y. It can be interpreted as this generation has grown up in a marketing society 

and therefore do not pay attention to advertising messages as much as generation X does and 

this is another factor that affects the advertising company negatively. The fact that most 

podcast users have not been exposed to international ad-spots in podcasts might implicate that 

only those subscribing to international and mostly American podcasts have been in contact 

with international ad-spots in that medium. Other ones might have subscribed to Swedish 

podcasts where it is not yet very common with international ad-spots or even national ad-

spots since the audiences are still quite small to be able to gain something out of the ad-spots. 

When contemplating the use of an international form of ad-spots, a paradox can be 

distinguished. Podcasts can be downloaded from anywhere in the world and due to the fact 

that most podcasts originate from the United States, the question arises if the advertisements 

in them are adapted to the U.S. market or standardized to fit the global market? In the case of 

them being adapted it is very likely that they would not fit the characteristics of other markets. 

However, if they were to be standardized they would probably loose the benefit of being 

targeted which is the reason for their claimed opportunities to more effectively reach the right 

customers.      

  

Even though generation Y and X have negative feelings about being exposed to ad-spots in 

podcasts, their negative attitudes do not reach so far that they rather would pay for a 

subscription to avoid the ad-spots, which shows an opportunity to despite their attitudes place 

ad-spots in podcasts. The question is what this negative attitude will result in. About half of 

the respondents who belonged to generation Y answered that they would skip the ad. This 

means that half will be exposed, whether they like it or not. Another question can be if the 

ones who said that they would skip the ad really will do it in the long run. If this scenario is 

compared with TV commercials, do you always change the channel? In a podcast you have 

the possibility to skip over the ad-spot, which is not an option with TV, but will you really go 

through the trouble doing it every time? One of the many advantages with podcasts is that you 

can do sometimes else while listening to them and will you stop doing that to skip over a 20 

seconds long ad?  

 

We can conclude that there are both advantages and disadvantages for international 

companies that wish to use international ad-spots in podcasts as a marketing strategy in 
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Sweden. Although most podcast users are young, they trust advertising, would rather have an 

ad-spot included in a podcast than paying a fee for an ad-free one, these people do not like 

advertising and especially not advertising in podcasts. They rather search for information 

themselves and could even consider downloading infomercials to get information. Hence, 

infomercials as podcasts could be a better alternative for companies to attract the younger 

audience. Infomercials do even erase the paradox of being either adapted to the country or 

region where it is produced, or being standardized on the expense of its targeted 

characteristics. Infomercials can be adapted to audiences in different countries by making 

them available in for example different languages on the company’s web page. Infomercials, 

in the form of podcasts, also avoids being in the face of the consumer which is according to 

theory much disliked by generation Y. Generation X was less negative to the thought of being 

exposed to international ad-spots in podcasts than generation Y. This could indicate that 

international ad-spots could be a part of a strategy when targeting this generation. However, if 

you consider the fact that international ad-spots are either standardized or adapted to the 

country where they were produced, the effectiveness of them can be questioned.  

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5 – The pieces of the puzzle put together 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

In this chapter we identify new paths to 

follow and new areas to explore when it 

comes to podvertising in the world of 

International Marketing Strategy.  

PROPOSED FUTURE 
RESEARCH 
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7. Proposed future research 

Due that fact that we could not see a statistical significance in the connection between 

preferred media to be exposed to advertising and the attitudes towards international ad-spots 

in podcasts, we identify a need for further research were the role of media is studied in more 

depth to see if a connection can be distinguished. 

 

Furthermore, it would be interesting to see if and in that case how attitudes towards 

international ad-spots in podcasts differ across various regions and countries. Can the result of 

this study be generalized saying that the identified differences across cohorts are consistent 

across borders? If ‘Yes’ the conclusion of the thesis is applicable in more countries than 

Sweden.  

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

The pieces have been fit together and we have 

found our way back home. In this chapter we 

look back on our journey and critically review 

our choices made along the way.   

CRITICAL REVIEW 
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8. Critical Review 

The subject of podvertising is very new and this has made the study quite hard to carry out. It 

was difficult to both find theories and gather empirical data. We believe that the results we 

reached could be of greater importance if we could have used personal interviews as a method 

for data collection. In this case attitudes are more easily interpreted and could have given us 

more information than the survey method we used. However, the method of personal 

interviews was not possible to use since the few users that exists are very spread out 

throughout the country. 

 

Due to the fact that podcasting is a fast growing phenomenon, conducting this study or a 

similar one later in time could have lead to a different result because of the probable increase 

of podcast users, which would facilitate the accomplishment of interviews as a research 

method.  

 

 



 

Epilogue 

fter a long and sometimes rough quest for the missing pieces of the puzzle we have 

finally found our way back home and as we unpack our bags we discover yet another 

fact. The content of our bags have changed, some have increased in weight while others have 

changed its form. During our search for the missing pieces puzzle we came to collect much 

more that just the solution to our mystery. In the end we did not just see a puzzle with all its 

pieces, we saw a whole new world because we changed they way we see things. We were 

given a new perspective through which we now can look upon the land of International 

Marketing Strategy. This has opened up new windows for new knowledge to come flowing in 

and we are looking upon the future with a smile. 

A 

 

We now want to end this journey by thanking you for joining us and hoping that you are just 

as pleased with the content of your bag as we are with ours.   
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Appendix 1 

E-mail to the respondents 

We are currently writing a master thesis in the subject International Marketing Strategy. We 

have chosen to take a closer look on the phenomenon of Podvertising and therefore need your 

help since you, as a podcast user, might have been in contact with advertising in podcasts. 

There are several types of podvertising but in this thesis we will only include ad-spots, ads 

which are part of the podcast content.  Our purpose with the thesis is to examine the attitudes 

towards international ad-spots in podcasts among Swedish podcast users. By answering the 

questions on the attached questionnaire, you will help us to fulfill our purpose. 

 

Please fill in your answers in the questionnaire and send it back to us no later than May 9th.  

Be aware of the instructions in the beginning of the questionnaire. If you have any questions 

do not hesitate to send us an e-mail. 

 

Thank you for your cooperation. 

 

Best regards, 

 

Jenny Ridåker, Leila Yassin, Isabelle Åslund 
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Appendix 2 
 

E-post till respondenterna 

Vi skriver för närvarande en magisteruppsats i ämnet International Marketing Strategy. Vi har 

valt att ta en närmare titt på fenomenet Podvertising och därför behöver vi din hjälp eftersom 

du, som podcast användare, kanske har kommit i kontakt med reklam in podsändningar. Det 

finns flera typer av reklam i podsändningar men i vår uppsats har vi valt att endast inkludera 

ad-spots, reklaminslag som är en del av podcast innehållet. Vårt syfte med uppsatsen är att 

undersöka de attityder som finns gentemot internationell reklam i podsändningar bland 

svenska podcastanvändare i Sverige. Genom att svara på frågorna i det bifogade 

frågeformuläret så hjälper du oss att uppfylla vårt syfte.  

 

Var god fyll i dina svar i frågeformuläret och skicka tillbaka det till oss senast 9 maj. Beakta 

instruktionerna i början av frågeformuläret. Om du har några frågor tveka inte att e-maila oss.  

 

Vänliga hälsningar, 

 

Jenny Ridåker, Leila Yassin, Isabelle Åslund 
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Appendix 3 

Questionnaire: Attitudes towards international ad-spots in podcasts 
 
Guidelines for answering the questionnaire 

• In order to mark with a cross, double click on the square of you choice and chose 
“markerad” in the window that opens up.  

• The questions should be answered with the assumption that the content of podcasts 
cannot be downloaded illegally.   

• In all questions, except question number 12, we assume that one cannot technically 
skip an ad which is included in a podcast. 

• Ad-spots =  advertisements from sponsors and advertisers 
 
1. “I like to look at most advertisements that I am exposed to”. Would you say that you 
strongly agree, agree, agree in part, disagree or strongly disagree with this statement? 
 
I strongly disagree   
I disagree     
I agree in part   
I agree   
I strongly agree  
 
 
2. Do you feel that advertising in Sweden have increased significantly in the last ten 
years? 
 
Yes    
No     
I don’t know   
 
 
3. “In general I feel that I can trust advertising”. Would you say that you strongly agree, 
agree, agree in part, disagree or strongly disagree with this statement? 
 
I strongly disagree  
I disagree   
I agree in part  
I agree   
I strongly agree  
 
 
4. If you would have to be exposed to advertisements, trough which sort of media would 
you prefer?  
 
Mostly print media*   
Mostly broadcast media*  
 
* Print media = newspapers, magazines, brochures 
* Broadcast media = radio or television 
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5. a) Have you ever been exposed to international ad-spots in podcasts and/or vodcasts 
(the video equivalent to podcasts)? 
 
Yes   
No   
I’m not sure   
If you answered No or I’m not sure on this question, please continue on question 6 
 
b) Which international company/companies ad/ads have you been exposed to in podcasts 
and/or vodcasts? 
 
 
 
 
6. “If I was exposed to international ad-spots in podcasts, I would generally hold a 
positive attitude towards them”. Would you say that you strongly agree, agree, agree in 
part, disagree or strongly disagree with this statement?  
 
I strongly disagree  
I disagree    
I agree in part   
I agree   
I strongly agree  
 
 
7. If you are exposed to international ad-spots in podcasts which message content would 
be the most appealing to you? Please choose only one alternative. 
 
Humour   
Emotion   
Celebrities   
Real life situations  
Product information  
 
 
8. How often do you use information from advertisement to help you make your 
purchase decisions? Would you say you do it never, rarely, sometimes, often or regularly? 
 
Never   
Rarely   
Sometimes   
Often   
Regularly   
 
 
 
9. Did you know that you can download podcasts with product information, so called 
infomercials, made by the producing company?  
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Yes   
No   
 
 
10. Could you consider downloading such a podcast infomercial for free in order to get 
information about a product that you are interested in?  
 
Yes   
No   
 
 
11. If you subscribe on a free podcast which would either start charging you a fee per 
episode or include ads in the episodes, which would you prefer? 

 
 Fee How much do you think is a reasonable amount to pay?      SEK 
 

 Ads What length on the ad-spot do you think is reasonable?      seconds 
  

 Neither, I would stop subscribing 
 
 
12. If there is an ad-spot included in the podcast, and you would be able to skip it 
without anything else happening, would you do it?  

 
Yes  
 No  
 
 
13. Please mark your age group by checking one box. 
 
- 28  29-41   42-    
 

 

 

 

 

Thank You for taking the time to answer the questions! 
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Appendix 4 
 

Frågeformulär: Attityder gentemot internationella reklaminslag i 
podsändningar  

 
Instruktioner för att svara på frågeformuläret 

• För att markera ett svarsalternativ ska du dubbelklicka på den aktuella rutan och välja 
”markerad” i det fönster som öppnas.  

• Frågorna skall besvaras under antagandet att innehållet i podsändningar inte kan 
laddas ner illegalt.  

• I alla frågor, utom fråga 12, utgår vi ifrån att man inte, rent tekniskt, kan hoppa över 
reklam som finns inkluderad i en podsändning.  

• Reklaminslag = reklam från sponsorer och annonsörer, ej från privatpersoner.  
 
 
1. “Jag gillar att titta på (lyssna till) den mesta reklamen som jag ser (hör)”. Skulle du 
påstå att du instämmer helt, instämmer, instämmer delvis, instämmer inte eller instämmer 
inte alls i påståendet?   
 
Jag instämmer helt  
Jag instämmer  
Jag instämmer delvis   
Jag instämmer inte  
Jag instämmer inte alls  
 
 
2. Känner du att reklamen i Sverige har ökat markant under de senaste tio åren?  
 
Ja   
Nej    
Jag vet inte   
 
 
3. “Generellt känner jag att jag kan lita på reklam”. Skulle du påstå att du instämmer 
helt, instämmer, instämmer delvis, instämmer inte eller instämmer inte alls i påståendet?   
  
Jag instämmer helt  
Jag instämmer  
Jag instämmer delvis   
Jag instämmer inte  
Jag instämmer inte alls  
 
 
4. Genom vilken typ av media skulle du föredra att bli exponerad för reklam?  
 
Mestadels tryckt media*   
Mestadels sänd media*  
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* Tryckt media = dagstidningar, veckotidningar, broschyrer. 
* Sänd media = radio eller television 
 
5. a) Har du någonsin kommit i kontakt med internationella reklaminslag i 
podsändningar och/eller vodsändningar (videoversionen av podsändningar)?  
 
Ja   
Nej   
Jag vet inte   
Om du svarade Nej eller Jag vet inte på ovanstående fråga, var snäll och fortsätt på fråga 6.   
 
b) Vilket/vilka är de internationella företag vars reklam du har kommit i kontakt med i 
podsändningar och/eller vodsändningar?  
 
 
 
 
6. “Om jag skulle bli exponerad för internationella reklaminslag i podsändningar så 
skulle jag generellt sett ha en positiv attityd mot dessa”. Skulle du påstå att du 
instämmer helt, instämmer, instämmer delvis, instämmer inte eller instämmer inte alls i 
påståendet?   
 
Jag instämmer helt  
Jag instämmer  
Jag instämmer delvis   
Jag instämmer inte  
Jag instämmer inte alls  
 
 
7. Om du skulle bli exponerad för internationella reklaminslag i podsändningar, vilket 
reklaminnehåll skulle vara mest attraktivt för dig? Var god välj ett alternativ. 
Humor    
Känslor    
Kändisar    
Situationer ur verkliga livet  
Produkt information   
 
 
8. Hur ofta använder du information från reklaminslag till hjälp när du gör dina 
inköpsbeslut? Skulle du påstå att du gör det regelbundet, ofta, ibland, sällan eller aldrig?  
 
Regelbundet   
Ofta   
Ibland   
Sällan   
Aldrig   
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9. Visste du att man kan ladda ner podsändningar innehållandes produktinformation, så 
kallade infomercials*, gjorda av det producerande företaget?  
 
Ja   
Nej   
 
* Infomercial = reklam utvecklad av företagen själva för att fungera som ett verktyg för produktinformation för 
en produkt som företaget erbjuder. 
 
10. Skulle du kunna tänka dig att ladda ner en infomercial gratis för att få information 
om en produkt som du är intresserad av?  
 
Ja   
Nej   
 
 
11. Om du prenumererade på en reklamfri podsändning gratis som skulle börja att 
antingen ta betalt per avsnitt eller lägga in reklam i avsnitten, vilket skulle du föredra?    

 
 Avgift Hur mycket tycker du är en rimlig summa att betala?      SEK 
 

 Reklam Vilken längd på reklamen tycker du är rimlig?      sekunder 
  

 Inget av ovanstående, jag skulle sluta att prenumerera. 
 
 
12. Om det skulle finnas ett reklaminslag inkluderat i en podsändning och du skulle 
kunna hoppa över det utan att något annat hände, skulle du då göra det?  

 
Ja   
Nej  
 
 
13. Var god markera den åldersgrupp du tillhör genom att markera rätt ruta.  
 
- 28  29-41   42-    
 
 
 
 
 

Tack för att du tog dig tid till att besvara frågorna! 
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Appendix 5 

Operational Measures of our Theoretical Framework 

 
1. “I like to look at most advertisements that I am exposed to”. Would you say that you 

strongly agree, agree, agree in part, disagree or strongly disagree with this statement? 

We want to see the attitude towards advertising in general and if this reflected the results of 

the media abundance that the theory states have lead to customers’ ad-avoidance. (to see 

theory in detail, see 2.3.3. Information Overload) 

 

2. Do you feel that advertising in Sweden have increased significantly in the last ten 

years? 

The aim with this question was to test the theory that states that advertising have increased in 

the last decade. (to see theory in detail, see 2.3.3 Information overload) 

 

3. “In general I feel that I can trust advertising”. Would you say that you strongly agree, 

agree, agree in part, disagree or strongly disagree with this statement? 

We asked this question in order to see to want degree customers trust the information they 

receive from advertising and if these attitudes differ across cohorts. (To see theory in detail, 

see 2.4.1. Attitudes as a Function of Age) 

 

4. If you would have to be exposed to advertisements, trough which sort of media would 
you prefer?  
This question we posed because we wanted to know if the theory that states that advertising 

through some media channels was seen as more intrusive than other media channels was in 

accordance with our empirical findings. (To see theory in detail, see 2.3.2 Advertising and 

2.4.2. Attitudes as a Function of Other Media) 

 

5. a) Have you ever been exposed to international ad-spots in podcasts and/or vodcasts 

(the video equivalent to podcasts)? 

This question has the aim to see how much advertising in podcasts exist up to this point in 

time because theory states that this is still quite new but spreading quickly as the podcasts 

becomes more popular. (To see theory in detail, see 2.5. Podvertising) 
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b) Which international company/companies ad/ads have you been exposed to in podcasts 

and/or vodcasts? 

This question we hope will give us information about which ads are most frequent now and if 

the podcast users have even paid enough attention to them in order to remember what the ad 

was really about and want company is was aiming to show. (To see theory in detail, see 2.5. 

Podvertising and 2.3.3 Information Overload, 2.5 Podvertising) 

 

6. “If I was exposed to international ad-spots in podcasts, I would generally hold a 

positive attitude towards them”. Would you say that you strongly agree, agree, agree in 

part, disagree or strongly disagree with this statement?  

Because theory states that attitude towards advertising has shown an unfavourable opinion 

towards advertising in general we wanted to test if this theory could be applied to the case of 

podvertising and if there were any differences across cohorts. (To see theory in detail, see 2.4 

Attitudes Towards Advertising and 2.4.1 Attitudes as a Function of Age, 2.5 Podvertising) 

 

7. If you are exposed to international ad-spots in podcasts, which message content would 

be the most appealing to you? Please choose only one. 

With this question our aim was to test the theory that stated that preferred message content 

may differ across cohorts. (To see theory in detail, see 2.4.1 Attitudes as a Function of Age, 

2.5 Podvertising) 

 

8. How often do you use information from advertisement to help you make your 

purchase decisions? Would you say you do it never, rarely, sometimes, often or regularly? 

We want to see if there is any difference between ages when it comes to the use of 

advertisements. (To see theory in detail, see 2.4.1 Attitudes as a Function of Age) 

 

9. Did you know that you can download podcasts with product information, so called 

infomercials, made by the producing company?  

Here we wanted to see if users of podcasts were aware of the infomercial podvertising. (To 

see theory in detail, see 2.5 Podvertising) 
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10. Could you consider downloading such a podcast infomercial for free in order to get 

information about a product that you are interested in?  

With this question we wanted to test the theory that states that younger cohorts find the 

information themselves. (To see theory in detail, see 2.5 Podvertising, 2.4.1 Attitudes as a 

Function of age) 

 

11. If you subscribe on a free podcast which would either start charging you a fee per 

episode or include ads in the episodes, which would you prefer? 

The aim here was to be able to distinguish how fed up with advertising users of podcasts are 

and to what degree. (To see theory in detail, see 2.3.3 Information Overload, 2.5 

Podvertising) 

 

12. If there is an ad-spot included in the podcast, and you would be able to skip it 

without anything else happening, would you do it?  

Because theory states that user can skip over advertisements if he/she finds them obtrusive, it 

is interesting to see the users’ actual behaviour. (To see theory in detail, see 2.5.1 Ad-spots in 

Podcasts) 

 

13. Please mark your age group by checking one box 

We wanted to see which cohorts the users represent and use these age groups to see if the 

differences in attitudes came from age differences. (To see theory in detail, see 2.4.1 Attitudes 

as a Function of Age) 
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Appendix 6 

Diagrams 
 

Do you feel that advertising in Sweden have increased 
significantly in the last ten years? (Question 2) 

 

 
Diagram 3  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Have you ever been exposed to international ad-spots in podcasts 

and/or vodcasts (the video equivalent to podcasts)? (Question 5)  
 
 

Diagram 6  
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Diagram 8 

If you are exposed to international, ad-spots in podcasts which 
message content, would be the most appealing to you? (Question 7) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

Diagram 9 

How often do you use information from advertisement to help you make your 
purchase decisions? Would you say you do it never, occasionally, sometimes, 

often or regularly? (Question 8) 
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Diagram 10 

Did you know that you can download podcasts with product information, so 
called infomercials, made by the producing company? (Question 9)  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Could you consider downloading such a podcast infomercial for free in order to get 

information about a product that you are interested in? (Question 10)  
 
 
 

Diagram 11  
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Appendix 7 

Chi-square Test 

 

Chi-Square Tests

40,586a 8 ,000
45,369 8 ,000

9,346 1 ,002

66

Pearson Chi-Square
Likelihood Ratio
Linear-by-Linear
Association
N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

11 cells (73,3%) have expected count less than 5. The
minimum expected count is ,14.

a. 

“I like to look at most advertisements that I am exposed to”. Would you say that you strongly 

agree, agree, agree in part, disagree or strongly disagree with this statement? (Question 1) 
 
 

 

 

 
 
 
 
 
 
 

Table 5  
 
 “In general I feel that I can trust advertising”. Would you say that you strongly agree, 

agree, agree in part, disagree or strongly disagree with this statement? (Question 3) 

Chi-Square Tests

41,406a 6 ,000
37,445 6 ,000

25,153 1 ,000

66

Pearson Chi-Square
Likelihood Ratio
Linear-by-Linear
Association
N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

6 cells (50,0%) have expected count less than 5. The
minimum expected count is ,45.

a. 

Table 6 
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“If I was exposed to international ads in podcasts, I would generally hold a positive attitude towards 
them”. Would you say that you strongly agree, agree, agree in part, disagree or strongly disagree 

with this statement? (Question 6) 

Chi-Square Tests

26,425a 8 ,001
30,108 8 ,000

6,657 1 ,010

66

Pearson Chi-Square
Likelihood Ratio
Linear-by-Linear
Association
N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

11 cells (73,3%) have expected count less than 5. The
minimum expected count is ,05.

a. 

Chi-Square Tests

3,221a 4 ,522
3,462 4 ,484

,078 1 ,781

66

Pearson Chi-Square
Likelihood Ratio
Linear-by-Linear
Association
N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

6 cells (60,0%) have expected count less than 5. The
minimum expected count is ,33.

a. 

Table 7 

Table 8 
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