
LEVEL 
UP YOUR 
PODCAST
HOW TO GET IT ON THE
CHARTS IN 3 MONTHS



If you’re already doing a podcast or even if you’re just thinking 
about doing a podcast, you’ll want to know how to increase 
engagement and get better ROI. Through the making of 
The 4 am Report, a collaborative approach to sometimes 
finding solutions to the things that keep marketers up at 
night, we’ve developed some insights we’d like to share. 

But first off, why release podcasts in the first place? 

We’re content creators and we create content for ourselves 
and our clients, with great ROI. But we came into podcasts 
reluctantly - does the world really need another podcast? 
We weren’t convinced. And how would we stand out in this 
space?



When we started, we ranked 251 on the marketing Canadian 
podcasting charts. Recently, we reached number 27 - quite 
a climb in six months! This motivated us to commit even 
to more podcasts. And we’ve started producing podcasting 
for clients too. 

Why this is a fit for us?
Podcasting brought together the knowledge of our combined 
team, whether it’s our ability to talk out problems, script 
out things and interview people, or think strategically. And 
that’s why this has been such a success and why you should 
consider applying this framework to yourself.

The 4 am Report has 
been the marketing 
activity that gave us 
the greatest ROI.



With the advent of Artificial Intelligence, where everyone’s 
using their Siris and Alexas, voice as a medium is going 
places over the next decade. But it goes beyond the spoken 
word of the podcast, beyond our opinions and perspectives 
that we present within the podcast, to the fact that people 
in today’s world want to know you and what you stand for. 

The combination of sharing strong opinions or rallying 
cries in the voice medium and then putting a face on the 
sentiments through video and social media allows people 
to get to know us. It’s what our audience is connecting with 
and what’s working for us. And we push our clients to do the 
same.

Podcasting rounds out the 
multi-format, for great SEO 
juju.
Podcasting is great for a multi-format strategy as you’re 
automatically releasing content on different channels (that 
don’t belong to you), whether it’s Spotify or iTunes or Libsyn.

This helps with SEO; it provides backlinks and brings traffic 
from other sources to your website.

Now you know the hows and whys, here’s 6 of our top Ninja 
moves to level up your podcast:

1. Do a content audit
2. Develop a well-thought-out strategy
3. Steal our process - legit!
4. Use the Anchor Theory to distribute content 
5. Leverage the guest relationship
6. Measure ROI with our Domino Model for measuring  

visibility

People who embrace 
voice as a medium and 
create content for it are 
going to see big benefits.



1. Do a Content Audit
We’re self-confessed audit nerds,  so maybe you won’t 
find it surprising that doing a content audit is our first tip. 
Although it might sound tedious, you have to know where 
you’re starting from and what and where you can measure 
your success from.

So how do you audit?

Let’s assume you have a podcast already.
The first thing you want to do is make a list of all of the 
episodes you have. Get a couple of key metrics - either 
listenership, downloads, subscribers, whatever it is that 
you’re measuring, and put these numbers down on any 
format - whether it’s an Excel spreadsheet or online project 
management tool. Now, like you’d do in finance, take out the 
top (most listened to episode) and bottom (least listened to 
episode), dismiss them as outliers and average out the rest 
to get your core number.

So, if you’re saying you want to increase the number of 
subscribers, you’ve now got a clear baseline from which to 
do that. Or if you say you want to increase the number of 
downloads, again, you have a clear baseline. Get the metrics 
and set clear goals around those metrics.

The next thing you want to think about is what topics were 
successful. When you look at the most listened to episodes 
that you have, look for topic patterns: what specific topics, 
speakers or personalities stood out?

The third part is what type of promotion served you best? 
Did your podcast perform the best on LinkedIn? Did it get 
the most engagement on Instagram? Capture this in your 
audit. 

Look for patterns in your existing content!

Don’t have a podcast and still deciding whether you should 
be podcasting?

Here’s how you’re going to apply this process to yourself:

Look into the content that you’ve already created in a 
different medium, whether it’s written pieces, lead magnets, 
blog posts or video. What are the topics in this medium or 
media that have resonated with your audience? By looking 
at patterns in your existing content, you can start developing 
topics that will anchor your podcast.

2. Develop a well-thought-out 
online strategy
Your podcast is battling 800,000 other podcasts and 30 
million shows according to recent data. To stand out enough 
that your target audience wants to listen to your podcast, 
you really need to think through what your strategy is. While 
we can write a book on strategy alone, we’re going to sum 
up the two most important strategic tips for making your 
podcast competitive in this space.

https://www.podcastinsights.com/podcast-statistics/


2.1 Think carefully about the hook or USP of your podcast. 

It’s so crowded out there, you really need to have something 
specific that is going to connect with your audience. So how 
do you create a hook or unique selling proposition that’s 
going to make your brand stand out?

Taking The 4 am Report as as an example, the title or hook 
of our podcast came up authentically. We wanted to do a 
marketing podcast. When we were trying to decide about 
what it was going to be about, we realized that when we meet 
in the mornings, we often talk about something that woke 
us up in the middle of the night – usually digital/marketing/
work-related! Talking about this with our friends, colleagues 
and clients, we realized that this was a common issue – and 
it’s always 4 am for some reason, right?

So, we decided to call our podcast The 4 am Report, the 
marketing things that keep people up at night. 

We also tried to really narrow down what our audience might 
want. So, instead of cluttering up people’s download space 
on their phones, we created a micro-podcast which you can 
download and listen to on that 20-minute commute to work.

2.2 Figure out clearly who you’re targeting

The only way that you’re going to build a following is by 
really zeroing in on who you’re talking to - and the deeper 
the niche, the better. 

When we started out, we tried to appeal to everyone and 
that’s a hard place to stand out. But we gradually noticed 
that engagement was coming from one audience member, a 
woman entrepreneur on a fast-growth path we called Kristen. 
Our podcast was resonating with this target audience. So, 
we started to gear more episodes to Kristen. 

As a result, we’ve also appealed to the other side of our 
audience, which is corporate audiences who are also 
interested in reaching out to Kristen. Women entrepreneurs 
are a growing audience base for all companies, whether 
they’re in technology, finance or anything else. And our 
ability to so easily connect with audiences like Kristen is 
what attracts these corporate clients.



3. Steal our process 
Figuring out your operations plan (and sticking to it) is 
crucial. We’ve been inspired by digital brand gods like Neil 
Patel, Gary Vaynerchuk and many others who repeatedly 
give away their process. So, we’re going to tell you our exact 
process and you can feel free to steal it and ramp up your 
engagement. Ready?

3.1 Automation is key

When it comes to dealing with guests, from booking guests 
to liaising with guests, automation is key. We’ve set up two 
different email sequences or automation funnels to bring 
guests in and it’s led to way less headaches for us. 

The first funnel is when guests are new to podcasting or a 
little nervous and need a bit more handholding. In this case, 
automation starts with them booking a pre-call. We get on 
the phone and talk them through the marketing issue that’s 
keeping them up at night. There’s a whole series of emails 
that they get after this that lead to booking the recording. 

When guests are used to podcasting, maybe they’re a veteran 
or podcast pro, they might not have time to do the pre-call. 
So, we have a totally different automation sequence that’s 
personalized to this type of guest. 

So know your guest!

3.2 Create groups

Think about how you can group your podcasts, whether by 
topic, type of guest or the impact you want to make. You 
want a clear calendar of episodes. We break our podcast 
into seasons of 10 episodes grouped around a similar topic. 
This allows us to have a little fun as we can have different 
themes for different seasons and can create a little hype, 
with premieres and season finales.

3.3 Have fun with imagery

The imagery you use can start to represent your brand, 
create leads and increase your engagement. The artwork 
we use to promote our podcasts is probably as powerful as 
The 4 am Report itself.

We have a lot of fun with this and it really represents our 
brand. We plan photo shoots and shot lists to work with 
each different theme and bring in a little playfulness and 
humour. It’s all about putting ourselves out there. 

Our audience really loves the promotional images that we 
put out as these are often images of us being funny – and 
humour is a big brand value for us. We use one lead image 
for each season and that’s what you would see on iTunes, but 
each week we release a picture of our guests with the artwork 
that goes out. The images, the artwork and playfulness of it 
all is what gets people to open the email or click through to 
listen to the podcast. 

Be interesting, be disruptive. This helps people notice what 
you’re doing, which will increase your engagement.



3.4 Deliver quality and convenience

The medium we use to actually record and edit is Zoom.  
You will need a paid version because you’re going to have 
to pay attention to timings and other technical details. When 
we first contact guests, we set up a Zoom link which goes 
out to our guests as part of our automation process. So they 
can book themselves in (which spares us a lot of time and 
makes it easy for them). On the day of the recording, they 
just have to join in.

One thing we’ve learned is that you should set up your audio 
tracks to record separately, meaning your guests audio and 
your audio or getting many other guests you have. If you’re 
having your files edited, this helps to control the sound.

We use Zoom for the guest and on our end, we have a mic 
and GarageBand (merely because this is the Mac default). 
Once we’ve done the recording, we send the recorded files 
to our sound editor. The sound editor can make sure the 
sound is excellent quality and leave us free to explore the 
conversation without worrying about being recorded live. 
We can also record a few episodes in advance which helps 
us stick to our schedule. 

3.5 Use calendars for consistency

When you are podcasting, make sure that you stick to a 
schedule – an editorial calendar can help! If you’re consistent, 
you’ll build up a loyal following and become accountable to 
them. We are like journalists on a deadline in that The 4 am 
Report will go out on Thursday at 4 am, no matter what.

However, we don’t just post our episode and then we’re 
done. We use our ‘unplug and play’ calendar to schedule 
how we’re going to post everything across different formats. 
If you want this calendar for free, you can get it in the 
resources section of our website, cp.digital. 

In order to release each episode on time and ensure it’s 
widely distributed, we upload it a few hours earlier onto 
the actual platform, Libsyn. From there we put it across all 
channels such as Apple podcasts, Spotify and others. We 
also have a podcast page on our website, which is important 
because you want to bring people back to your turf, whenever 
possible.

3.6 Get your transcript

Once you’ve recorded an episode, it can become the 
cornerstone or foundational piece of content from which 
you can do more... but you need to have a transcript to 
do this. For example, this how-to-guide is an offshoot from 
two podcast transcripts. The easiest way to get a transcript 
is to send your episode off to Rev or another voice-to-text 
transcription software that allows you to pull out your show 
notes without costing a bomb. We also use the transcript to 
write up our social posts or spin off into a few blog posts.

https://cp.digital/free-marketing-resources/


3.7 Make email work for you

We use email to promote our podcasts (email marketing is 
not dead!), to launch seasons and sometimes to send out 
recaps and some analytics. We don’t bombard people with 
every single episode because many subscribers are on our 
list because they signed up for some of our other properties. 
But for each episode that goes out, we offer our audience 
the chance to sign up for the list if they want to receive 
episodes.

4. Use the Anchor Theory to 
distribute content
We’ve shared the importance of calendaring and keeping 
your transcript. This information is drawn from what we call 
the Anchor Theory. 

Essentially, the idea is that you have one core or anchor piece 
of content and effort. Let’s assume that your anchor content 
is an episode of your podcast. Once you’ve got a podcast 
episode recorded, you’ve put a certain amount of research, 
time, effort into the creation of it, and just putting it out 
once is not enough. You need support assets. We talked 
about the images obviously, but how are you using those 
images? You want to use them across your social channels 
with a batch of posts to accompany them. 

The other way is to use your transcript to create written 
assets such as a blog post, or maybe a series of blog posts 
if it’s a longer episode. We’ve had several cases of in-depth 
episodes which have been used as lead magnets for clients 
to collect emails from people who are interested in joining 
their list. Don’t dismiss the value of your key pieces of 
content.

Think about one format, such as the audio format of a 
podcast and see how you can spin off from that into other 
assets. The podcast can be used to develop visual assets 
such as a short video or snippet. For example, we create 
micro videos from The 4am Report that talk about specific 
aspects of what people comment on.



Instead of putting out a podcast episode, promoting it and 
forgetting about it, think about grouping and re-using. At 
the end of each 10-episode season of The 4am Report, we 
do an email and social media recap of some of our favorites. 
Sometimes we group some of the podcasts together and 
create little hubs of content on specific topics, which helps 
us rank higher for SEO. For example, when we created a 
content creation toolkit, which had a blog, some tips and 
an infographic, we pulled three podcast episodes related 
to content creation and included them in the toolkit.. So, 
think of how you can re-purpose these wonderful pieces of 
content – SEO loves this.

5. Utilize the guest 
relationship
After you’ve recorded the podcast with your guest, don’t 
just say bye and thanks. We send our guests an automated 
email when the podcast goes live, thanking them. We give 
them a little digital coffee card to enjoy a coffee on us, a link 
to the post and some copy to write so they can share it in 
their networks.

Your guest relationships can lead to future collaborations, 
potentially even future business. Inviting guests to your 
podcast is the start of a new connection or relationship that 
you must foster. We’ve had guests post the podcast on their 
network and heard from one of their connections that they 
wanted to talk about business or recommend someone else 
who would like to be on our show.

Our humorous hook with the 4:00 am Report and “what 
keeps you up at night” offers amusement value while being 
something everyone can connect with. Don’t waste that, 
whatever your hook might be. Once you have a guest, ask 
him or her to join your list. Ask if they know anyone else 
who’d like to be a guest on the show. And you’d be surprised 
at the connections you can make.



6. Measure ROI on your 
podcast:
The domino model of measuring visibility

When you just look at the numbers, you might feel a little 
down and a little frustrated when you’re not getting the ROI 
you want.

This is something we’ve experienced. We’ve had episodes 
out over the holidays that led to a WTF situation where we 
didn’t get the numbers we expected. If we just focused on 
this, we’d think our marketing doesn’t work; there’s no ROI, 
maybe we should just ditch the expenses. But there isn’t a 
one- size-fits-all model. We needed another way to capture 
ROI.

So, we came up with a system to measure a podcasts ROI, 
beyond just the numbers. We named this: The domino ROI 
model to measure virality.

While you’re going to need to create your own journey map, 
here’s how we measure ROI and some of the unexpected 
benefits that can result from the domino ROI effect.

6.1 Know the numbers

You need to know the vanity metrics… who’s consuming, who’s 
sharing, who’s commenting. In many cases these numbers 
can be low, especially at the start. Libsyn will give you basic 
analytics for specific channels like iTunes and Spotifybut you 
need to have numbers for how many downloads, listeners, 

subscribers or reviews that you’re getting. But, don’t get 
obsessed with the numbers. You’ll soon start to see that this 
is just one way to measure ROI, the traditional way.

6.2 Understaning the value of relationships

Form relationships with your guests, not as people to give 
a sleazy sales pitch to, but as individuals to connect with or 
ask for referrals. People introduce you to people. So, really 
evaluate the value of each relationship. Follow through on 
those extra conversations and remember that when you’ve 
built something like a podcast, you’ve got a solid piece of 
marketing that you can bring people back to. Even if you’re 
not having a conversation with somebody who’s a client 
avatar of your type, inviting them to be a guest on your 
podcast and helping them to promote themselves through 
this is a great way to get the conversation started. So, think 
about this as a variation on the sales call.

We’ve also had a lot of wonderful guests on our podcasts, 
whom we knew beforehand and others from new 
connections and networks. This is the domino effect in 
action - one guest leads to another introduction which leads 
to another introduction which leads to new listeners and 
new subscribers and even new clients and business. This 
associated amplification is going to 1000 X your audience. 
And this is what you want to measure.



6.3 New business

In some ways, the third level of what we measure is simply 
the actual amount of business we get out of it. One of 
the things that’s come out of The 4 am Report is direct 
client business - actual measurable dollars from producing 
podcasts or other content for new clients. We’re now doing 
a successful client podcast for an international corporation 
with high-profile reach and this leads to new connections… 
and so the amplification effect continues.

6.4 Don’t underestimate the power of dark social

Dark social is difficult to track but can lead to new connections 
or new business down the road. These are the people who 
aren’t necessarily engaging in a way that you can see or 
track on analytics programmes. They might be people who 
notice your podcast going out every week, but might only 
occasionally listen to it. They might read the show notes 
or social posts or share them via a private messaging app 
like Whatsapp, but we don’t really know how much they’re 
consuming, what they’re consuming or if they’re consuming. 

But dark social is interesting because three months later, 
someone we had no idea was listening to our podcast will 
gush about it at an event. So, you might see your listenership 
growing, but not know how, or find new business coming 
from unforeseen directions. See the domino effect starting 
to happen here?

6.5 Brand equity

Another way we’ve seen direct ROI is through establishing 
brand equity. We’re a small brand. We only started doing 
this a few months ago on a committed basis but we never 
miss the 4 am deadline, not for Christmas or New Year’s or 
anything (we call it our journalistic deadline). 

With this, we’ve built a certain amount of brand equity, 
which we’ve also done visually and through our opinions. 
This equity has brought exposure to a greater level of talent. 
We’ve hired people who came to us saying, “We’d like to 
work with you on The 4 am Report.” We’ve hired people who 
want to work with us on other things because we produce 
The 4 am Report. So, this brand equity and what it can do for 
you in terms of team and infrastructure building is something 
that should be taken into account when measuring ROI.



6.6 Industry impact

‘And lastly, we measure whether you’re impacting your 
industry.’ Because we started our podcast with what keeps 
you up at night, we have a lot of emotionally intelligent 
conversations with people around marketing and the state 
of it, which brings value to the industry as a whole. It’s also 
taken us to a place where we can start looking at what we 
want to impact and how we want to do it.

So, when people tell you to measure your digital ROI, if you 
use the traditional ROI measurement model, you’re probably 
going to be disappointed. Of course, this has a space. You 
want to be sure that you’re growing your communities 
organically. But if this defines whether or not marketing is 
working for you, it’s not an accurate picture. 

The domino model is better than the traditional ROI model. 

By drawing a journey map for yourself and your own business 
and measuring ROI across other touchpoints every month, 
you’re going to keep on finding the money you need to 
afford marketing.

We hope you’ve learned something from this how-to guide. 
But remember, learning without implementation is useless. 
We’re here to help. If there’s something we didn’t touch on 
or if you have some questions, get in touch with us. 

If starting or improving your podcast is something you’d like 
us to do for you, check out our podcasting packages on our 
sales page or drop us a line on team@cp.digital.






