
COMMERCIAL LENGTH 
AND STYLE

RADIO DOS AND DON'TS

DIGITAL AUDIO BEST 
PRACTICES 

THIS QUICK GUIDE 
WILL WALK YOU 
THROUGH THE BASICS:

A PRACTICAL GUIDE
T O  A W E S O M E  (A N D  I M P A C T F U L )  A U D I O  C R E A T I V E

The age of audio is here and adapting your 

messaging is more important than ever. The 

voices, music, and sound effects used in 

great audio creative tap into a different part 

of the brain, creating “theater of the mind” 

which stimulates emotion-filled images 

within the listener’s own imagination. 

Creating a strong audio brand signifier 

serves as a unique identifier while 

completing the brand experience. These 

elements evoke a particular emotion and 

increase brand recognition and ad recall 

when combined with campaigns across 

platforms. Whether your campaign includes 

radio, streaming, podcasting, or all of the 

above, here’s how to nail your creative and 

make the most out of the medium.  

IS YOUR BRAND AUDIO- 
FRIENDLY? 

TIPS FOR EFFECTIVE 
PODCAST COPY
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:60s have slightly better recall than :30-second ads, but it all comes down to the 

message and the campaign goal. Longer spots can better convey a new product, while

:05 and :10 mentions can simply keep an advertiser’s name top of mind. For content, 

“slice of life” style ads (ads with easily relatable dialog) perform best, followed by 

testimonial type ads. Whatever length and style you choose, make sure what you say 

connects on a human level and you have plenty of time to say it. 

Announcer 

A less is more approach that focuses on one announcer effectively delivering a well-written narrative 

message. 

Music 

The right music can set the tone of the ad, and if done properly, evoke positive emotions toward 

your brand. 

Slice of Life 

The most impactful approach, but hardest to get right. The use of dialog allows brands to tell a story 

that listeners can relate to personally. 

Humor 

Blending humor with universally relevant situations can create emotional response while entertaining. 

Just don’t forget to make humor part of the selling point, so listeners remember the product. 

Testimonial/Endorsement 

Affirmations by other customers have the power to persuade, which is why testimonials work well for 

radio, the best media for “word of mouth” advertising. These can be announcer or personality read. 

To make an easy-to-understand offer for a 

product or service that is clearly understood 

To make a single point in an ad 

:60 Ads

For complex messages  

To include specific details to help persuade  

For new categories that are not easily understood  

Highly entertaining ads geared to inspire 

consumers to "like you better“ 

:10 or less 

Use frequently to generate top-of-mind awareness 

in a crowded market arena 

To add additional frequency to a schedule 

To convey an incredibly powerful, simple 

message 

To reinforce simple name recognition 

:30 Ads

Mentions:15 Ads

LOL!
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Invest in quality production and 

voiceover talent. 

Find complementary music (if 

using) that’s memorable while 

acting as an extension of 

your brand. 

Keep it simple. You only have 85 

words for a :30 ad, so stick to 3-5 

ideas and 1 call to action. 

Include an easy-to-remember, 

easy-to-spell URL. 

Stand out for the wrong 

reasons. Excessive yelling, tinny 

audio, and unnecessary sound 

effects can leave a bad 

impression. 

Use jargon, clichés, or played 

out catch phrases. Just be real 

and imagine conversing with a 

friend when writing your script. 

Forget to sell. We can 

sometimes get lost in our own 

creativity. Put the focus on the 

product. 

DO DON'T
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When it comes to digital audio, many of the same rules apply – but be 

warned – repurposing your radio copy for a digital platform may not have 

the same impact. Creating an “audio first” environment that is unique to 

the specific platform will lead to a successful campaign. 

Remember, the screen may be turned off or not exist at all. Mention 
your brand and call to action in the first half. Don’t rely on companion 
banners to drive traffic.

BEST PRACTICES

:15, :30, and :60 pre-recorded units 
dynamically inserted into music streams 
and podcasts. Positioning includes 
pre-roll, mid-roll, and post-roll. 

...
Live reads by a podcast host which can include 
an endorsement. These units vary in length and 
can be permanently integrated into the 
program or dynamically inserted. Positioning 
includes pre-roll, mid-roll, and post-roll. 

Custom streaming channels or playlists 
branded for an advertiser, includes audio 
elements as well as on screen and 
marketing elements. 

Own a podcast episode, or an entire series. The 
presence of the brand in the programming can 
vary from brand mentions to editorial 
integration to sponsor participation in the 
development of the content. Website and 
marketing elements can be included. 

RECORDED SPOTS NATIVE ADS

BRANDED CHANNELS BRANDED PODCASTS

You can also take advantage of this attentive audience with an 
enticing limited-time offer or contest promotion. 

Be authentic, memorable, and entertaining. 

Make that call to action specific, enabling easy purchase decisions. 
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Congratulations, your brand is the latest sponsor of XYZ podcast! Now 

what? A comScore/Wondery study shows that 68% of listeners will take 

some action after hearing a podcast ad. Will your creative be impactful 

enough to capture those active ears? Here are three helpful tips to ensure 

your copy is memorable and inspires engagement. 

ONE IS THE MAGIC NUMBER
When it comes to crafting concise and effective copy, keep it 

simple and focus on the number one.  Play to one emotion 

that you want the audience to feel. Pick one “big idea” to focus 

on. And don’t forget to identify one goal and what it would 

take to convince potential customers to take action. 
1

BE APPROACHABLE
Podcasts are personal, so speak to the audience on a 1-to-1 level. 

Don't talk down to them—make it easy for them to understand 

the product you’re selling, and why it would work for them. The 

general rule is to keep it at a 3rd-grade reading level.2
TRUST THE HOST
Let’s face it, no one likes to hear their favorite host read a 

canned script like a robot. Allow some wiggle room in your 

copy to let the host's personality shine through. They know 

their audience best and how to sell to them. 
3



ADLARGE.COM

INFO@ADLARGE.COM

LETSCABANA.COM

CONTACT US:

Like any advertising, some of the best 

creative is born out of a big, bold idea. Audio 

provides a unique platform for brands to get 

really creative without the restrictions of 

high production costs and schedules. 

Plus, the reach audio provides across all 

platforms makes it extremely cost-effective. 

We’re here to help too. Focusing on a 

client’s individual goals, we’ll identify the 

perfect audio environment to make your 

message shine. 

MORAL OF THE STORY?  
HAVE FUN WITH IT!

HELLO@LETSCABANA.COM

212.302.1100

Sources: Radio Recall Research, LLC. "Characteristics of Radio Commercials and Their Recall Effectiveness", 

IAB Digital Audio Buyers Guide 2.0, IAB Podcast Playbook

http://www.adlarge.com/
http://www.letscabana.com/

