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Abstract

With the surge in popularity of domestic podcasting, both user scale and content production capacity
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have expanded rapidly, intensifying competition across markets, platforms, and creators. Never-
theless, its commercialization process confronts significant dilemmas, as content prosperity stands
in tension with industrial stagnation, rendering innovation in podcast advertising operation strat-
egies particularly imperative. Relative to domestic podcasting, international podcast industries de-
veloped earlier, featuring relatively mature platform ecosystems and commercialization models
whose experiences offer significant reference value for domestic podcast commercialization. Ac-
cordingly, this study takes foreign podcast platforms as its research subject. From a podcast plat-
form perspective, it analyzes successful practices in advertising operations, as well as the techno-
logical, systemic, and platform advantages held by international podcast platforms, aiming to pro-
vide referential insights for resolving current commercialization challenges in China’s podcast in-
dustry.
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