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Abstract
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Thesis purpose: This study aims to investigate the factors influencing podcast listeners'
intentions to redeem promotional codes from advertisements in this medium, focusing on the
Theory of Planned Behavior (TPB) extended with the concept of trust towards podcast hosts.

Theoretical perspective: This research is based on the Theory of Planned Behavior while
integrating trust as an additional predictor of intention to behave in the context of podcast
advertising.

Methodology: Data was collected by surveying podcast listeners across various
demographics. The analysis involved confirmatory factor analysis, correlation analysis, linear
regression, and Baron and Kenny’s mediation analysis to test the proposed hypotheses.

Findings: The results indicate that attitudes towards podcast advertisements with promotional
codes and subjective norms significantly positively influence the intention to redeem
promotional codes, while perceived behavioral control did not exhibit a significant effect.
Additionally, trust in podcast hosts emerged as a significant predictor of intention, both
directly and through partial mediation through attitudes.

Practical implications: The findings highlight the importance of fostering positive attitudes
and leveraging social norms to enhance the effectiveness of podcast advertisements with
promotional codes. Trust-building strategies are crucial for both podcast hosts and advertisers
to strengthen the effectiveness of the advertisements.

Conclusion: This study enhances our understanding of the factors influencing consumer
behavior within the podcasting ecosystem. It contributes to the literature by demonstrating the
application of TPB in a modern advertising medium and questions the relevance of perceived
behavioral control in situations where the behavior is not considered as dependent on the
presence of certain skills or resources such as money, or when the consumers already feel
good control over these resources. Future research could explore different podcast genres,
product types, broader advertising trends, and cultural differences in promotional code usage,
as well as examine other mediators and employ alternative behavioral theories to gain deeper
insights.
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1 Introduction

In the era of digital media and advertising, podcasting has emerged as a prominent platform
for brands to engage with audiences. With the growth of podcasts and the increasing influence
of podcast hosts, advertisers have increasingly turned to this medium to connect with
consumers. Moreover, the integration of promotional codes within podcast advertisements has
become a prevalent strategy to incentivize consumer engagement and track advertising
effectiveness. By extending the Theory of Planned Behavior by adding the component of
trust, this research will study the underlying factors driving consumer intention toward
promotional code redemption in podcast advertising.

1.1 Background

In recent years, advertising has experienced a significant transformation, with podcasts
emerging as a prominent platform for reaching audiences in an intimate and engaging manner
(Schultz, 2023). As the popularity of podcasts continues to soar following the effects of the
pandemic, advertisers are increasingly leveraging this type of media to promote their products
and services (Statista, 2024). Podcast advertisements offer a unique opportunity to connect
with listeners during unobtrusive moments, often embedded seamlessly within the content
they consume (Nielsen, 2017). This form of advertising holds promise due to its ability to
foster a sense of authenticity and trust between creators and their audiences (Mou & Lin,
2015).

According to Statista (2024), as of the end of 2023, the number of podcast listeners worldwide
reached 411 million, with projections indicating a surge to 719 million users by 2029. This
growth has garnered interest among researchers; however, the number of studies that have
explored aspects of podcast advertising remained limited to specific topics, some of which are
its reach, listener engagement, and impact on consumer behavior (Brinson & Lemon, 2023;
Brinson, Lemon, Bender & Graham, 2023; Bezbaruah & Brahmbhatt, 2023).
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Based on findings from Nielsen’s (2017) report about podcast sponsorship effectiveness,
podcast advertising stands out as a compelling medium for engaging audiences. The report
underscores the effectiveness of host-read advertisements, which capitalize on the established
trust and affinity that listeners have with their preferred podcast hosts. Furthermore, a
noteworthy revelation from the report suggests that nearly 70% of individuals exposed to
podcast advertisements report heightened awareness of new products or services (Nielsen,
2017).

One recent trend in podcast advertising is the incorporation of promotional codes within ad
placements. Lee & Park (2023) used the phrase “discount code” in a similar context and
defined it as unique identifiers associated with podcast hosts or influencers, often
accompanied by special offers or discounts for listeners, incentivizing purchases and fostering
a sense of exclusivity among consumers (Lee & Park, 2023). For this research, even though
we preferred using the name “promotional code”, occasional uses of “discount code” that
stem from the relevant literature imply the same concept.

This coexisting relationship between podcast advertisements and promotional codes presents
an intriguing avenue for academic exploration, promising insights into consumer behavior and
effective advertising strategies. Even though marketing research proves the effectiveness of
the discount codes by showing that a high portion of podcast listeners use the given codes for
their purchases (Marketing Charts, 2021), there is a lack of academic research about this
specific subject. Instead, authors have focused on promotional codes from other perspectives
and in several other contexts such as their ability to enable social sharing among customers in
online deal platforms (Sun et al. 2021) or their effects on customer behavioral intention from a
branding perspective (Hammouri et al. 2022).

Therefore, this study aims to study the underlying behavioral mechanisms driving consumer
responses to promotional codes in podcast advertisements through the Theory of Planned
Behavior (Ajzen, 1991) and trust as an additional key driver in online advertisement (Cheung
& To, 2017). By examining the implications derived from these studies in the podcast setting,
and analyzing how these constructs may influence individuals' behavioral intentions,
researchers can acquire valuable insights into the efficacy of this marketing strategy within
the podcasting ecosystem.
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1.2 Research Purpose

The purpose of this study is to investigate the behavioral effects of promotional codes in
podcast advertising on the intention to redeem them. By examining the redemption of
promotional codes within the context of podcast advertisements, this research seeks to
understand the underlying mechanisms driving consumer responses and evaluate the efficacy
of this marketing strategy in influencing consumer behavior and driving desired consumer
actions. Thus, the central question for this research is: How do the key determinants of the
Planned Behavior Theory and listeners’ trust in podcast hosts influence consumers' intention
to redeem the promotional codes that are given in podcast advertisements?

Through empirical investigation and theoretical analysis, this research aims to contribute to
the existing body of knowledge on podcast advertising effectiveness and promotional
strategies, providing insights that can inform marketing practitioners and podcast creators
about the strategic implementation of promotional codes to achieve marketing objectives
within the rapidly evolving landscape of podcast advertising.

1.3 Delimitations

This thesis is developed within certain delimited parameters that require acknowledgment to
provide clarity on the scope and constraints of the research. First, the research design is
delimited to a quantitative approach, utilizing a survey distributed through online platforms.
While this methodology offers efficiency and scalability (Hair et al. 2021), it inherently limits
the depth of qualitative insights that could be gleaned from alternative methodologies such as
interviews or focus groups (Hair et al. 2021). Consequently, the findings may be more
inclined towards quantifiable metrics and may not fully capture the more nuanced and
subjective perspectives and experiences of participants.

On the other hand, the timeframe allocated for data collection and analysis is delimited to a
duration of less than two months. This compressed timeline requires a streamlined approach
to research activities, potentially restricting the scope of the study and the depth of data
analysis. As a result, the study may be limited in its ability to explore complex relationships
or discern subtle variations within the data. Additionally, as we employed a convenience
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sampling method (Easterby-Smith et al. 2021), most of the respondents will be university
students at Lund University.

1.4 Outline of the Thesis

The thesis begins with an introduction, contextualizing the research background, explaining
the central topic, and underscoring its significance. Following this, the literature and
theoretical review compiles a thorough examination of research on podcasts, podcast
advertising, the Theory of Planned Behavior (TPB), trust dynamics in advertising, and prior
studies on promotional codes. This segment summarizes the existing literature to construct a
robust conceptual foundation for the study.

Subsequently, the methodology section delineates the research design, sampling strategy, data
collection methods, questionnaire design, and analytical procedures. Moving forward, the
findings section presents empirical results encompassing descriptive statistics, analyses of
behavioral intentions and trust in podcast advertising, and a synthesis of pivotal insights
derived from data analysis. In the subsequent discussion, these findings are critically analyzed
within the framework of the theoretical underpinnings, conducting comparative analyses with
previous research, concluding with implications for both theory and practice and outlining
avenues for future investigation.
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2 Literature Review

In this chapter, we focus on the exploration of the existing literature and theoretical constructs
relevant to our study. It begins with the examination of key literature sources about podcasts,
podcast advertising, and promotional codes, underlining their contributions to the
understanding of the overall topic. Subsequently, we explore the foundational theory of the
study, the Theory of Planned Behavior, as well as trust as an additional mechanism that can
manifest within the context of this study.

2.1 Literature review

2.1.1 Podcasts and podcast advertising

As podcasts become more and more prominent worldwide (Statista, 2024), researchers have
started to pay particular attention to this media type, approaching the subject from different
perspectives, including audience engagement and the relationship styles that develop between
them and the podcast hosts (Chen & Keng, 2023; Brinson & Lemon, 2023; Brinson et al.
2023), as well as use cases in various fields such as education (Gallant, 2023), health
(Schenone, 2022), entertainment (Swanson, 2012), branding (Gülmez, 2023; Mouratidou,
2023), marketing (Schultz, 2023), and recently, “podcast stickiness”, which underlines the
ability of podcasts to create a loyal community and turn them into customers (Lin & Huang,
2024). Authors who recommended the use of podcasts in industries like education and health
introduced the medium either as an innovative alternative tool to traditional practices, for
instance, guest lectures in college (Gallant, 2023) or revision by textbooks and personally
taken notes in higher education (Evans, 2008) or a complementary tool to improve the desired
outcomes such as enhancing students understanding in higher education (Nielsen et al. 2018).

Some other researchers investigated the motivations of listeners behind their podcast use. For
instance, McClung & Johnson (2010) illustrated the importance of social factors,
entertainment, library building, and time-shifting as motivational factors among social media
fan groups in their selection of podcast shows. Craig et al. (2023) on the other hand, focused
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on young adults as their sample group and presented entertainment, escapism, and gaining
information as the main motivations. Limiting their focus group geographically, Chou et al.
(2023) also found that entertainment is a preliminary motive for podcast listening in Taiwan,
followed by information-seeking and companionship. Apart from the individuals’ motivations
in actively listening to podcasts, researchers also studied the factors affecting podcast
adoption among different groups that generally consist of students from various educational
levels or backgrounds such as students enrolled in a specific course (Mou & Lin, 2015) or
students in higher education (Merhi, 2015; Rivera-Ortiz & Iturralde-Albert, 2021; Li & Zeng,
2011).

This widespread permeation of podcasts across numerous areas, the increasing motives for
podcast use among different groups of listeners, the fast adoption among the young
population (Edison Research, 2019), the opportunity to reach potential customers through a
narrator with whom they form a kind of parasocial relationship (Brinson & Lemon, 2023),
and the strong listener loyalty (Lin & Huang, 2024) provide compelling reasons for marketing
practitioners to consider podcasts as external communication and advertising platforms while
making “podcast advertising” an intriguing research area. Nevertheless, the literature focusing
on this subject is limited, with a significant portion of the existing research conducted
recently. One of the reasons for this might be the changing media consumption behaviors with
the COVID-19 pandemic (Vilceanu et al. 2021) and the subsequent increased attention from
practitioners and researchers towards podcast advertising. Another reason why studies on
podcasts from marketing and advertising perspectives started to become more prominent in
the last years might be the statistical research about the demographic characteristics of
podcast audiences, which illustrated that they skew toward higher levels of education and
higher income (Nielsen, 2020; Vilceanu et al. 2021), an educated target group with higher
purchasing power, representing considerable opportunities for brands and marketing
practitioners and a new field to discover further for researchers. Lastly, Al-Asmari (2023)
mentioned the big development the podcast industry went through in the last 10 years and
underlined the importance of the worldwide reach of podcasts, allowing brands to target
international customers, which again could have contributed to the increased interest in the
topic of podcast advertising among researchers.

One of the earliest examples of research regarding podcast advertising was conducted by
Haygood (2007), who drew attention to the development of podcasting, gave examples of
podcast advertising campaigns by various brands, and briefly mentioned the main formats and
placed product types in podcast advertisements, a big portion (35.1%) of which falls under the
classification of communication-entertainment-internet products and services like satellite
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radio and DVDs, which is in line with the previously mentioned studies regarding motivations
for podcast listening that illustrated entertainment as one of the most crucial factors (McClung
& Johnson, 2010; Craig et al. 2023; Chou et al. 2023). Regarding the formats of the podcast
advertisements among the investigated top 100 podcasts on Apple's iTunes website, Haygood
(2007) mentioned two main types, which are stand-alone traditional audios and host-read
advertisements, the latter of which was also shown by the author as a beneficial way for
increasing the credibility of the ad’s message.

Later, Bulakh et al. (2023) conducted systematic research regarding podcast advertising types,
which were classified according to the method of providing advertising information (how and
by whom it is being provided), ads’ placements in the podcast (before the show, in the middle
of the show or at the end of the show), method of payment for the advertising information,
method of placing ads into podcasts (dynamic placement, embedding ads, self-promotion),
and the type of sponsor. Conducting their study by examining a sample of 44 domestic
podcasts in Ukraine, Bulakh et al. (2023) created a broad picture of the Ukrainian podcast
environment and recommended ways to increase ad effectiveness and listener loyalty to
marketing practitioners and podcast hosts, mainly for the studied geographical setting,
creating a geographical limitation. Although the results presented by Bulakh et al. (2023)
represent a comprehensive classification method that captures numerous aspects of podcast
advertising, it lacks some criteria regarding the content of the advertising such as whether an
additional promotional tool such as promo codes is being used or not.

Another area of interest among researchers is the effectiveness of podcast advertising.
Bezbaruah & Brahmbhatt (2023) investigated the subject by using the advertising value
framework and the effects of podcast advertisements on attitudes toward ads, brand, purchase
intent, and brand eWOM. They found out that podcast advertisements are successful in
building relationships between consumers and brands. They also explored the effectiveness of
different kinds of advertisements, namely entertainment, informative, and credible, while
presenting the moderating role of ad placement in the podcast on attitude toward ads.

Brooks (2020) also examined the effectiveness of podcast ads by conducting a survey in the
college setting, the results of which presented students’ preferences for the placement of the
ad in the podcast which was before the show and the types of promotional messages that
students wanted to hear, which were mostly host-read advertisements, and sponsorship
messages. Brooks (2020) also underlined the listener preference for congruence between the
ad’s message and the podcast content.
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Similarly, Ritter & Cho (2009) found that sponsorship messages were more effective than
pre-recorded ads in order to achieve better consumer responses. The authors also supported
the previous studies that show the preference for pre-roll ads (Brooks, 2020; Bulakh et al.
2023) with the results derived from the experimental study they conducted (Ritter & Cho,
2009).

In addition to Bezbaruah & Brahmbhatt (2023), Schultz (2023) has conducted research on the
advertising value of podcast advertisements in the context of brand attitudes and the purchase
intention of consumers. The author not only showed that podcast advertising value had a
significant effect on consumer attitudes but also proposed that congruence between the
advertisement and the podcast is crucial for creating a positive brand attitude and higher
purchase intention (Schultz, 2023),   extending the arguments made by Brooks (2020)
regarding listener liking of congruence between the message and the content, to a branding
setting.

Ge (2023), too, investigated listeners’ purchase intentions, specifically focusing on brand
podcasts and Generation Z, illustrating the influence of sensory stimulation, which is the
listeners’ ability to receive auditory stimulation and perceived value of the brand and the
product on increasing the willingness to purchase.

The implications of the relationships between podcast hosts and audiences for podcast
advertising have also attracted considerable attention among researchers. Moe (2023) and
Vilceanu et al. (2021) underlined the favorable attitudes toward host-read podcast
advertisements, while Brinson & Lemon (2023) examined the trust, authenticity, and
credibility that audiences assign to the podcast host and the effects of the resulting parasocial
relationship on the audiences’ brand attitudes and behaviors. According to Brinson & Lemon
(2023), parasocial relationships between hosts and listeners influence brand attitudes and
behaviors, while the absence of the relationship might result in potential negative outcomes
for brands. Furthermore, similarly to Moe (2023) and Vilceanu et al. (2021), Brinson &
Lemon (2023) also pointed out the positive effects of host-read advertisements on listener
attitudes, underlining the indispensability of hosts for effective podcast advertising. Lastly,
concerning host-listener relationships, Wang & Chan-Olmsted (2023) showed that not only
the relational perceptions but also the actual online interactions have significant positive
effects on listeners’ brand attitudes. The authors also supported the previous literature
regarding host-read advertisements by suggesting that host-read advertising is a positive
predictor of consumers’ brand attitudes (Wang & Chan-Olmsted, 2023)
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2.1.2 Promotional Codes

A considerable share of limited previous research on promotional codes focused on customer
attitudes toward using the codes and the code provider mostly in the context of influencer
marketing (Marty, 2021; Lee & Park, 2023; Alkan & Ulaş, 2022).

Marty (2021) mentioned the use of promotion codes in influencer-brand partnerships while
particularly inspecting advertising storytelling and the creation of a promotional synergy
through the convergence of the brand, influencer, and audiences, which they defined as a
contemporary advertising triad.

Following a more specific path, Lee & Park (2023) focused on the followers’ perceptions of
the influencer’s sincerity depending on the reveal of the commissions acquired by sharing
discount codes (used with the same meaning as promotional codes in this paper) and found a
mediating effect of perceived sincerity on the relationship between commission reveal and
attitude toward discount code use. They also showed that there is not any significant effect of
discount level on presented relationships (Lee & Park, 2023), illustrating the importance of
followers’ favorable opinions towards the code provider for creating a positive frame of mind
about the desired action, in this case, discount code use, regardless of the monetary factors.

Discussing influencers in relation to brand collaborations, Alkan & Ulaş (2022) mentioned
discount codes while talking about influencer-brand collaborations, as a way of creating
potential customers. Furthermore, they illustrated discount sharing as an important factor for
influencers’ followers, which is in line with the research conducted by Jargalsaikhan and
Korotina (2016) that pointed out discount code sharing as one of the most followed practices
of influencers.

Some other influencer-centered studies regarding promotional codes illustrated the impact of
promotional codes on impulse buying behavior (Karmestål & Eskilstorp, 2021; Egelbäck &
Claesson, 2023) while others mentioned the codes as a way of tracking returns for companies
during their collaboration with influencers (Yfantidou & Grncarov, 2021).

Some other code providers that have been mentioned in the literature are YouTubers, who
offer the opportunity to reduce game prices by using their names as discount codes to their
subscribers (Tur & González, 2019). Tur & González (2019) approached the subject by
identifying the code-giving behavior as a common practice of Youtubers to reward their
followers’ loyalties and focused on identifying different community management strategies in
their study.
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Although the existence of parasocial relationships between podcast hosts and their listeners
has been established in the literature (Brinson & Lemon, 2023; Brinson et al. 2023), which
has similar implications in terms of the effects on brand attitudes and purchase intention with
the parasocial relationships between influencers and their followers (Sokolova & Kefi, 2020),
there is no existing research on podcast hosts as promotional code providers.

Other research regarding promotional codes involves the factors affecting the customers’
behavioral intention to use the promotional codes (Hammouri et al. 2022), which was
conducted by the utilization of the Theory of Planned Behavior, as will be discussed in the
following parts of this paper. Additionally, Sun et al. (2021) investigated the effects of the
shareability of promotional codes on customer lifetime value and social sharing by
experimenting with non-shareable and single-shareable promo codes. Even though they
suggested intriguing insights regarding the influence of non-shareable codes on immediate
purchase likelihood, and one-sharable codes on the probability of successful referrals and high
customer lifetime value, as mentioned as a suggestion for future studies by the authors, social
sharing in the case of a promotional code without a shareability limit remains uncertain.

Finally, Oliver & Shor (2003) illustrated the positive effects of promotion codes on
customers’ feelings of price fairness and satisfaction in the online shopping experience,
influencing cart abandonment rates, which was identified as a major issue in online
marketing. Presenting their experimental study that involves two groups, the code-present
customer group, and the code-absent customer group, the authors suggested that market
segmentation through the use of online promotional codes can be an effective strategy, which
has built a ground for upcoming research on the potential use cases of promotional codes.

2.1.3 Research question

Building upon the extensive literature review encompassing podcasts, podcast advertising,
and promotional codes, this study seeks to study at a deeper level the underlying mechanisms
shaping consumer intention within the context of podcast advertising. Specifically, we aim to
investigate how the key determinants identified in the Theory of Planned Behavior, along with
listeners' trust in podcast hosts, collectively influence consumers' intention to redeem
promotional codes featured in podcast advertisements. Drawing upon insights from previous
studies that have explored various facets of podcast advertising effectiveness and the
dynamics of host-listener relationships, our research question delves into a crucial aspect of
consumer response to podcast advertising. By examining these determinants within the unique
ecosystem of podcasting, we aim to contribute to a more comprehensive understanding of
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how promotional strategies can effectively leverage podcast platforms to drive consumer
actions and achieve marketing objectives.

RQ: How do the key determinants from the Planned Behavior Theory and listeners’ trust in
podcast hosts influence consumers' intention to redeem the promotional codes that are given
in podcast advertisements?
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3   Theoretical Model

This chapter describes the theoretical underpinnings of the study, focusing on the Theory of
Planned Behavior (TPB) and its application in the context of podcast advertising.
Additionally, it introduces the concept of trust and its significance within the realm of podcast
advertising. The chapter elucidates the hypotheses formulated for the study, delineating the
expected relationships between trust, attitudes, subjective norms, and perceived behavioral
control toward podcast advertisements with promotional codes, and the intention to redeem
these codes. Furthermore, it presents the theoretical model that serves as the framework for
the thesis, outlining the variables and their interrelationships. Through this comprehensive
exploration, the chapter sets the stage for the subsequent empirical analysis and interpretation
of findings.

3.1 Theory of Planned Behavior

According to the Theory of Planned Behavior (TPB), an individual's behavioral intention and
actions are determined by their attitudes toward the behavior, subjective norms, and perceived
behavioral control (Ajzen, 1991). The first component, attitudes toward behavior (ATT),
refers to how much a person evaluates the behavior in question as either favorable or
unfavorable (Ajzen, 1991). Subjective norm (SN) indicates perceived social pressure that
encourages or discourages the behavior (Ajzen, 1991). The last determinant of behavioral
intention, perceived behavioral control (PBC), relates to the perceived ease or difficulty
associated with carrying out the behavior and is thought to encompass past experiences along
with anticipated challenges and barriers (Ajzen, 1991).

In the literature regarding the podcast field, the Theory of Planned Behavior has been used in
several different contexts, one of which is podcast adoption (Mou & Lin, 2015). Mou & Lin
(2015) utilized the TPB by extending it with the components of descriptive norm and social
network communication and illustrated significant direct effects of social discourse, perceived
descriptive norm, and attitude, and indirect effects of perceived control and injunctive norm
on podcast adoption intention. Other research that utilized TPB includes numerous examples
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concerning podcast use in education (Moss et al. 2015; Koo & Kwong, 2006) and the effects
of podcast exposure on listener loyalty (Justianto et al. 2022). Although there is no literature
that uses TPB in the context of podcast advertising, the theory has been used to investigate the
factors predicting users’ intention to watch in-app advertisements and their behavioral
responses by Cheung & To (2017). Extending TPB with the components of propensity to trust
and trust, Cheung & To (2017) illustrated the positive influences of users’ attitudes toward
in-app advertisements, subjective norms, and perceived behavioral control on the intention to
watch in-app advertisements, while also presenting the propensity to trust as a determinant for
users’ trust towards in-app advertising, and in turn attitudes and intentions to watch in-app
advertisements. The significant results which also implied that the presented variables affect
behavioral responses at the end (Cheung & To, 2017), have created a ground for future studies
concerning other advertising platforms.

In regards to promotional codes, The Theory of Planned Behavior was employed to
investigate the factors determining the consumer behavioral intention to use promo codes
(Hammouri et al. 2022). The authors expanded the Theory by adding the elements of
perceived enjoyment and brand image and found out that brand image, perceived enjoyment,
perceived behavior control, and social influence significantly predict customers’ behavioral
intention to use promo codes (Hammouri et al. 2022).

Ho & Shafiq (2021) also conducted a study regarding fundamental factors affecting the use of
promotional codes in the context of shopping apps, for which they combined the Theory of
Planned Behavior with Social Cognitive Theory. The findings of the study illustrated that
self-efficacy and social cognitive outcome expectations explain consumers’ use of
promotional codes (Ho & Shafiq, 2021).

In addition to the literature about promotional codes, the Theory of Planned Behavior was
also used to investigate the behavioral dynamics related to other promotional tools such as
e-coupons (Kang et al. 2006) and e-deals in group buying websites (Cheah et al. 2023), the
implications of which can be valuable for the promotion code focused research. For instance,
Kang et al. (2006) showed that perceived behavioral control and attitude toward Internet
searching have significant effects on the intention to use e-coupons and the importance of
competence and access to the use of the promotional tool. Additionally, Cheah et al. (2023),
represented findings that show the importance of considering social norms and entertainment
value while promoting e-deals and advised using strategies such as influencer marketing.

Based on the assumptions of the Theory of Planned Behavior (Ajzen, 1991) regarding the
determining effect of attitudes on behavioral intention, and insights presented by previous
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research regarding the positive influence of consumer attitudes on behavioral intention (Kang
et al. 2006; Mou & Lin, 2015), we posit the following hypothesis:

H1: Listener attitudes toward podcast advertisements that include promotional codes
positively influence the redeeming intention of a given promotional code.

Based on the assumptions of the Theory of Planned Behavior (Ajzen, 1991) regarding the
determining effect of subjective norms on behavioral intention, and findings related to the
positive effects of subjective norms and social influences on behavioral intention in research
regarding advertising (Cheung & To, 2017) and promotional codes (Hammouri et al. 2022),
we present the following hypothesis:

H2: Subjective norms positively influence listeners’ redeeming intention of a given
promotional code.

Regarding the influence of perceived behavior control on behavioral intention, Ajzen (2011)
indicates that when perceived behavioral control is higher, the customer’s intention towards a
certain behavior should be stronger. In addition to this assumption, considering the positive
effects illustrated by Hammouri et al. (2022) and (Cheung & To, 2017), we hypothesize as
such:

H3: Perceived behavioral control positively influences listeners’ redeeming intention of a
given promotional code.

3.2 Integrating Trust into the Theory of Planned Behavior

The crucial role of trust in the context of online shopping (Lee & Turban, 2001; Gefen, 2002),
advertising (Cheung & To, 2017; Choi & Rifon, 2002), and influencer marketing (Garg &
Bakshi, 2024; Lou & Yuan, 2019; Kim & Kim, 2021) has been widely studied by scholars.

In the online shopping field, Gefen (2002) showed that trust in the vendor has a significant
influence on customers’ purchase intention. In advertising, Cheung & To (2017) illustrated
that users’ trust in in-app advertising affects their attitudes toward in-app advertisements and
their intention to watch the ads. Furthermore, Choi & Rifon (2002) underline the significance
of source credibility, which they accepted the definition as “the trust a consumer places in the
source of a particular ad” (MacKenzie & Lutz, 1989) for the effectiveness of online
advertising, specifically for ad credibility, brand attitudes, and purchase intent.
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Concerning influencer marketing, Garg & Bakshi (2024) showed that trust is a fundamental
mediator for the impact of source credibility on consumers’ purchase intentions, meaning that
followers are more likely to be influenced by beauty vloggers when their trust levels are
higher. Similarly, Kim & Kim (2021) revealed trust as a mediator for the effects of influencer
expertise, authenticity, and homophily on marketing outcomes, including product attitude and
purchase intention. Lou & Yuan (2019) also presented the mediating effect of trust between
influencers’ branded posts and brand awareness and purchase intention.

In the context of podcast advertising, previous studies regarding the impact of trust on ad
effectiveness and purchase intention in influencer marketing provide more relevant
implications than the studies on online marketing and advertising, due to the similar
parasocial relationship styles that the influencers (Sokolova & Kefi, 2020), and podcast hosts
(Brinson et al. 2023) build with their community. Supporting this argument, Brinson &
Lemon (2023) asserted that “…podcast hosts are becoming trusted influencers with loyal
communities, offering greater opportunity for consumer engagement and positive brand
outcomes.”. Hence, in light of previous studies that present the significant effect of trust on
consumers’ behavioral intentions in the context of influencer marketing and podcast
advertising, we hypothesize the following:

H4: Trust level toward podcast hosts is positively related to consumer intention toward
redeeming the promotion codes presented by podcast advertisements.

Previous studies also illustrated that host-read advertisements are particularly influential on
attitudes toward the ad (Moe, 2023; Vilceanu et al. 2021) and attitudes toward the brand
(Brinson & Lemon, 2023), underlining the significance of the host-listener relationship for
positive attitudes toward the podcast advertisements. Besides this point, Cheung & To (2017)
explain that the theoretical ground for the relationship between trust and attitudes toward a
behavior can be derived from social cognitive theory (Bandura, 1986). According to social
cognitive theory, an individual's estimation that a given behavior leads to a particular outcome
creates an outcome expectation, which affects the individual’s attitudes toward the behavior
(Bandura, 1986). If an individual places trust in another party to behave appropriately for a
desired result, it fosters a positive attitude towards that behavior. Since trust impacts the
outcome estimation and expectations, it is a determinant of positive attitudes toward a
behavior (Cheung & To, 2017). Hence, we hypothesize the following:

H5: Trust level toward podcast hosts is positively related to consumer attitudes toward the
promotion codes presented by podcast advertisements.
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Finally, Cheung & To (2017) showed that there is a mediation effect of attitudes in the
relationship between trust and intention, in the context of in-app advertising. Considering
previous studies which represented the positive effect of trust on attitudes of individuals
toward the ads and brands (Moe, 2023; Vilceanu et al. 2021; Brinson & Lemon, 2023) and the
positive effect of attitudes on intention to redeem promotional codes (Kang et al. 2006; Mou
& Lin, 2015), we suggest that in addition to the direct effect of trust on the intention to
redeem promotional codes, there is also an indirect effect that is mediated by attitudes toward
podcast advertisements with promotional codes. Therefore, we hypothesize as such:

H6: There is a mediating effect of attitudes toward podcast advertisements with promotional
codes on the relationship between trust towards the podcast host and the intention to redeem
the promotional codes given by podcast ads. Hence, as trust in the podcast host increases, so
do the attitudes toward podcast advertisements with promotional codes, ultimately increasing
the intention to redeem promotional codes.

Figure 1: Research Model. Own illustration.
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4 Methodology

This chapter describes the methodological approach employed in this study. It begins with an
exploration of the research approach and design. Subsequently, explanations regarding
research design, data collection process, questionnaire design, and data analysis methods are
provided. Concluding the chapter we discuss the study's reliability and validity.

4.1 Research Approach

  When discussing the methodological approach of this research, it is essential to establish our
philosophical standpoint concerning ontology and epistemology, as outlined by Sallis et al.
(2021).

Ontologically, this study adopts an internal realist perspective, which posits that there exists
an objective reality independent of human cognition (Easterby-Smith et al. 2021). This
ontological stance aligns with the belief that the phenomenon under investigation possesses
inherent characteristics and properties that exist independently of human observation or
perception (Easterby-Smith et al. 2021).

Epistemologically, this research embraces a positivist perspective, which emphasizes the use
of empirical observation and quantitative methodologies to generate objective knowledge that
is generalizable and replicable (Sallis et al, 2021). Positivism asserts that knowledge can be
obtained through systematic observation and experimentation, leading to the formulation of
verifiable theories and hypotheses (Easterby-Smith et al. 2021). Accordingly, this study
employs scientific methods to collect and analyze quantitative data, intending to uncover
empirical regularities and causal relationships among variables (Hair et al. 2021).
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4.2 Research Design

This study adopts a research design that combines exploratory and confirmatory research
approaches within a cross-sectional design to investigate the intention to redeem promotional
codes among listeners of podcast advertising.

Grounded in the theory of planned behavior by Ajzen (1991), the research aims to explore and
validate the relationships between key TPB constructs —attitudes, subjective norms,
perceived behavioral control—, trust, and the intention to redeem promotional codes from
podcast advertisements. Through a confirmatory approach, specific hypotheses derived from
the TPB and trust will be tested to validate the theoretical model and assess the strength of
relationships between variables (Hair et al. 2021). Confirmatory analysis involves statistical
techniques, which will be done with the Jamovi software to evaluate the model’s fit to the data
and confirm the hypothesized pathways. For the mediation analysis, Baron and Kenny method
will be utilized, using the same software. The confirmatory phase of the study aims to provide
empirical validation of the model, enhancing its generalizability and predictive power (Butler,
2014).

Adopting a cross-sectional design, data will be collected from podcast listeners at a single
point in time (Kesmodel, 2018). This design allows for the simultaneous measurement of
trust, TPB constructs, and discount code redemption behavior, providing a snapshot of
participants' attitudes, norms, perceived control, and behavior within the context of podcast
advertising (Olsen & St George, 2004). By integrating exploratory and confirmatory research
elements within a cross-sectional design, this study aims to offer a comprehensive
understanding of the intention to redeem promotional codes, contributing to theory
development and informing marketing strategies in the podcast advertising industry.

4.3 Data Collection Method

According to Easterby-Smith et al. (2021), the main sources of data for quantitative research
are primary and secondary data. Primary data is the one obtained directly by researchers
through directed experiments or surveys, while secondary data is obtained from public
databases (Easterby-Smith et al. 2021). As mentioned before, promotional codes in podcast
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advertising are a relatively new trend with limited data, therefore, we proceeded with the
collection of primary data in order to collect specific and targeted data related to our study.

Since our main goal is to provide facts and estimates from a large, representative sample of
respondents familiar with podcast advertising, we will employ a self-completed online survey
design (Hair et al. 2021) using Google Forms. This format of online surveys is convenient for
gathering large quantities of data in numerical format (Hair et al. 2020), which is necessary
for the process and analysis of the data when using Jamovi. Since online surveys can and are
often completed independently by respondents, without the presence of a researcher, there is
always a risk of response bias (Hair et al. 2020).

Although efforts can be made to mitigate this bias by providing instructions for accurate
completion and ensuring anonymity to encourage honest responses, it's crucial to
acknowledge the limitations of online surveys (Easterby-Smith et al. 2021) and interpret the
findings with caution, considering the potential impact of response bias on the validity and
generalizability of the results.

4.3.1 Population and Sampling

The population for this study encompasses individuals who are active consumers of podcasts
and potential recipients of podcast advertising messages containing promotional codes.
According to Statista (2024), podcasts have gained widespread popularity globally, indicating
a diverse audience base. However, for the purpose of this research, the target population is
defined as individuals aged 18 to 65 who regularly listen to podcasts across various genres
and platforms. This age range was chosen to encompass a wide demographic spectrum,
including younger adults who are typically early adopters of new media technologies
(Faverio, 2022) and older individuals who may also engage with podcasts for entertainment or
informational purposes.

In terms of sampling, our main strategy to reach respondents was through convenience and
snowball sampling due to the time efficiency that they can provide while using a digital
medium like Google Forms. Convenience sampling was involved by sharing the survey with
our own social network (Easterby-Smith et al. 2021) while snowballing sampling was
employed by asking respondents to share the survey with other people whom they thought
could be relevant to the study (Easterby-Smith et al. 2021). Even though these
non-probabilistic sampling methods can fall into biases, they help us achieve a big enough
sample most easily in a short amount of time due to the time constraints for the thesis project.
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4.3.2 Sample size

As probability sampling reduces uncertainty by giving a more precise understanding of the
sample and population (Easterby-Smith et al. 2021), we employed G*Power, a widely used
software tool for statistical power analysis.

With an alpha level set at 0.05 and four predictors, we explored two effect size options based
on G*Power’s manual (Heinrich Heine University, 2023). Medium (f = 0.15) and large effect
sizes (f2 = 0.35) were specifically of interest since, in addition to the literature, this research
aims to contribute to the knowledge of marketing practitioners and podcast creators, which
points out at a high practical significance (Bhandari, 2020). The computations yielded sample
size recommendations of 108 for medium effect size and 50 for large effect size, respectively.

For this study, the collection of data through the survey was carried out for 13 days. During
this time, we were able to collect 165 responses. From this total, 22 were discarded through
the first filter question, meaning that 22 individuals had not listened to podcasts in the last 6
months. Additionally, 42 respondents were discarded in the second filter question, meaning
that 42 individuals had not heard of promotional codes in podcast advertisements. Hence, a
total of 101 responses of the total 165 were considered valid for the following analysis.

Table 1: Filter questions results

As our actual sample size ended up being larger than the recommended sample size for a large
effect size (50) and approached the recommended sample size for a medium effect size (108),
this suggests that our sample size is quite robust, as it exceeds the threshold required for
detecting a large effect size and nearly meets the threshold for detecting a medium effect size,
giving our study statistical rigor and validity, particularly in light of the sizable dataset
obtained and the robustness of our analytical framework.
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4.4 Questionnaire Design

To enhance the accuracy and validity of the collected data, filter questions were incorporated
into the questionnaire design. These filter questions served to minimize unnecessary burden
and ensure that only relevant participants contributed to the study (Guntzviller, 2018). The
first filter question assessed respondents' recent engagement with podcasts by inquiring
whether they had listened to a podcast within the past 6 months. This initial screening step
aimed to focus the survey on individuals who were actively consuming podcast content,
aligning with the research focus on podcast advertising.

Respondents who indicated a positive response to the initial filter question were directed to a
subsequent filter question probing their familiarity with podcast advertisements featuring
promotional codes. This follow-up filter question aimed to identify participants who had
firsthand experience with promotional code usage in podcast advertising, thus ensuring that
responses were informed by relevant exposure and context. Conversely, respondents who did
not meet this criterion were directed to the conclusion of the survey, minimizing unnecessary
data collection from individuals lacking relevant experience.

Following the filter questions, the questionnaire transitioned to collect demographic
information from participants. These demographic variables, including gender, age, education
level, and nationality, were included to provide contextual insights into respondents'
backgrounds. Understanding the demographic composition of the sample can facilitate the
interpretation of survey results and identify potential patterns or trends across different
demographic groups.

The main body of the questionnaire focused on assessing key constructs relevant to the study
objectives. Drawing upon the Theory of Planned Behavior (Ajzen, 1991) and existing
literature on trust (Cheung & To, 2017), the questionnaire incorporated measures of attitude
toward behavior, subjective norms, perceived behavioral control, and trust. Additionally, the
dependent variable of intention to redeem a promotional code from a podcast ad was assessed
to understand respondents' behavioral intentions in relation to podcast advertising. The final
version of the questionnaire can be found in Appendix A.

Consistent with recommendations from Ajzen (2006) regarding the measurement of TPB
constructs, a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree) was
employed for most constructs. Additionally, a 7-point semantic differential scale was utilized
in order to measure subjects’ attitudes through adjectival opposites (Al-Hindawe, 1996) for
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the constructs of attitude and subjective norm of TPB, based on the studies presented in Table
3.4. This approach allowed for a more nuanced understanding of participants' attitudes while
maintaining consistency in the response formats. Furthermore, to ensure construct validity, the
questionnaire items were adapted from validated scales used in previous research, with
appropriate modifications made to align with the specific focus of this study.

Table 2: List of measurements for the questionnaire
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4.5 Data Analysis

This chapter showcases the techniques employed to analyze the collected data and extract
insights, using Jamovi as our main statistical software. Descriptive statistics helped us
develop a comprehensive portrayal of the dataset's attributes, including central tendencies and
variability. Subsequently, by employing inferential statistics, we examined interrelationships
within the dataset. Through correlation analysis, we discerned the strength and direction of
connections between variables, while linear regressions helped us to identify mediation effects
and the determinants impacting discount code redemption behavior in podcast advertising
based on our theoretical foundations.

4.5.1 Descriptive Analysis

Descriptive analysis served as the initial step in exploring the dataset's characteristics specific
to our study. We explored measures such as mean, median, standard deviation, variance,
skewness, and kurtosis for our independent and dependent variables.
Moreover, descriptive analysis played a crucial role in identifying irregularities and outliers
within the dataset that could impact the subsequent statistical analysis (Navarro & Foxcroft,
2022). Through careful examination, we could detect missing values, outliers, or errors in the
data, ensuring data integrity and reliability (Sallis et al, 2021). This step was particularly
important as it allowed us to address any discrepancies or inconsistencies that could have
arisen during data collection or entry, thereby enhancing the accuracy and quality of our
analyses.

4.5.2 Confirmatory Factor Analysis

Confirmatory Factor Analysis (CFA) was employed to validate the measurement model of our
survey instrument. This involved assessing the construct validity of key variables (Navarro &
Foxcroft, 2022), including attitude toward behavior, subjective norms, perceived behavioral
control, trust, and intention to redeem promotional codes. Cronbach's alpha coefficient and
McDonald’s Omega (ω) were calculated to evaluate the internal consistency and reliability of
the constructs (Navarro & Foxcroft, 2022). Higher alpha and omega values (above 0.70)
would confirm the reliability of our survey items in measuring the intended constructs
effectively (Hair et al. 2020).
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4.5.3 Correlation Analysis

Correlation analysis assesses the relationship between two continuous variables, providing
insights into both the strength and direction of their association (Navarro & Foxcroft, 2022).
The correlation coefficient, denoted as "r," ranges from -1 to 1. According to Hair et al.
(2021), a correlation coefficient close to 1 indicates a strong positive relationship, meaning
that as one variable increases, the other variable tends to increase as well. Conversely, a
correlation coefficient close to -1 indicates a strong negative relationship, implying that as one
variable increases, the other variable tends to decrease. A correlation coefficient close to 0
suggests a weak or no linear relationship between the variables (Hair et al. 2021).
We evaluated Pearson correlation coefficients to assess the associations between continuous
variables (Hair et al. 2020) such as attitude toward behavior, trust, and intention to redeem
promotional codes. Correlation analysis provided insights into the strength and direction of
associations between constructs, informing subsequent regression analyses (Hair et al. 2020).

4.5.4 Linear Regression

Linear regression analysis was conducted to examine the relationship between predictor
variables (such as attitude toward behavior, subjective norm, perceived behavioral control,
and trust) and the outcome variable (intention to redeem promotional codes) (Navarro &
Foxcroft, 2022). This allowed us to determine the extent to which changes in predictor
variables predict changes in the outcome variable (Navarro & Foxcroft, 2022). The regression
coefficients and associated statistics provided insights into the predictive power of key
constructs on the intention to redeem promotional codes, guiding further exploration of
variable relationships.

4.5.5 Mediation Analysis

Mediation analysis was employed to examine how attitudes mediate the relationship between
attitude and intention toward podcast advertisements with promotional codes. In this study,
we utilized the Baron and Kenny mediation method to investigate the mediating role of
attitudes in the relationship between trust and intention to redeem promotional codes within
the context of podcast advertising. The Baron and Kenny method is a widely employed
approach for exploring mediation effects in social science research (Baron & Kenny, 1986). It
involves several key steps: first, establishing a significant relationship between the
independent variable (trust) and the dependent variable (intention); second, demonstrating that
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the independent variable (trust) significantly predicts the mediator (attitude); and finally,
confirming that the mediator (attitude) significantly predicts the dependent variable
(intention) (Baron & Kenny, 1986). By employing this method, we aim to uncover the
underlying mechanisms through which trust in podcast hosts influences behavioral intentions,
mediated by attitude, in the context of podcast advertising.

4.6 Validity and Reliability

To ensure the validity and reliability of our study, several strategies were employed. Firstly,
the content of the questionnaire was established by consulting existing literature and previous
studies to ensure that the survey items adequately captured the key constructs of interest (Hair
et al. 2020), namely attitude toward behavior, subjective norms, perceived behavioral control,
trust, and intention to redeem promotional codes.

Secondly, pilot testing with a small sample of participants from the target population was
carried out to allow us to identify and address any ambiguities, redundancies, or
inconsistencies in the survey items (Hair et al. 2020). After conducting the pilot study to test
the initial survey, feedback from participants indicated a need for additional context in the
questions measuring subjective norms. Therefore we added a short paragraph to provide
participants with a situational context for these questions. This adjustment was made to
enhance the clarity and understanding of the survey items, ensuring the validity and reliability
of the data collected.

Thirdly, to confirm how well our measurement model was, the items of the questionnaire
were assessed through confirmatory factor analysis (CFA) through Jamovi, to confirm the
underlying structure of the constructs and assess the degree to which the survey items loaded
onto their respective factors (Navarro & Foxcroft, 2022).

Finally, we assessed the internal consistency of the individual items that make up a scale by
using Cronbach's alpha (ɑ) and McDonald’s Omega (⍵) coefficient through Jamovi (Navarro
& Foxcroft, 2022). High values (higher than 0.70) in both measurements indicate satisfactory
internal consistency among items within each construct, ensuring that the survey items
measured the intended constructs reliably.
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5 Analysis

In this section, we analyze the collected data using various statistical techniques. We begin
with the sample statistics, followed by the confirmatory factor analysis (CFA), a reliability
analysis to validate our measurement model, and a descriptive analysis. Additionally,
correlation analysis and linear regression were performed to uncover relationships between
variables and discover predictors of intention to redeem promotional codes in podcast
advertising. Finally, we conducted a mediation analysis to explore the mediating role of
attitude in trust and intention. It is important to mention that we chose a significance level ɑ of
0.05 for our analysis as it is a commonly accepted threshold in statistical hypothesis testing
(Biau et al. 2010), providing a balance between detecting meaningful effects and minimizing
the likelihood of Type I errors.

5.1 Sample statistics

In addition to the constructs evaluated in the study, the dataset contains demographic
variables, providing a comprehensive snapshot of the respondents’ characteristics and
backgrounds. Noteworthy is the gender distribution, with females comprising the majority
(62%) and males representing 38% of the sample. Age-wise, the largest cohort falls within the
25-34 age bracket (63%), followed by respondents aged 18-24 (29%), with only 8% aged
above 35.

Educationally, an overwhelming majority (96%) hold a university degree. In terms of
employment status, 48% are actively employed, 15% are balancing work and studies, 33% are
solely focused on their studies, while only 5% are unemployed.

Geographically, we had respondents from diverse regions, the following table provides an
overview of the participants' countries of origin:
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Table 3: Participants’ countries of origin

5.2 Preliminary Analysis

For our preliminary analysis, we conducted Confirmatory Factor Analysis (CFA) to assess the
validity of our measurement model, ensuring that our chosen indicators adequately represent
the underlying constructs. Additionally, reliability analysis was performed to evaluate the
internal consistency of our measures. Finally, the descriptive analysis provided a
comprehensive overview of the dataset's characteristics, facilitating a better understanding of
the variables under study.

5.2.1 Confirmatory Factor Analysis

To comprehensively analyze the data collected from our survey, we organized the responses
into five distinct groups, or factors, corresponding to the key constructs of our study: trust,
intention, subjective norm, perceived behavioral control, and attitude. By grouping the survey
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questions in this manner, we were able to conduct a Confirmatory Factor Analysis (CFA), in
order to test the measurement model specified for this research and investigate if it is
confirmed by the collected dataset (Navarro & Foxcroft, 2022).

Starting by examining the results of the factor loadings and the standard estimates, we found
all of the standard estimates above 0.500 for every measurement of the model and significant
p-values under 0.05, allowing us to maintain all of the measurements used in the survey to
build the factors for the subsequent analysis.

Table 4: Factor Loadings Confirmatory Factor Analysis. Jamovi.

Following the Confirmatory Factor Analysis process outlined by Navarro & Foxcroft (2022),
we reviewed the model fit. Looking at the Test for Exact Fit (χ2) we were assessing the model
fit which is very sensitive to the sample size.

Table 5: Test Exact Fit. Jamovi.

In this case, the results indicate that the chi-square value (χ2) is high, with a significant
p-value. This result suggests that the model does not fit the data perfectly, which is a common
outcome given the sensitivity of the chi-square test to large sample sizes (Navarro &
Foxcroft, 2022).
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To ensure a more accurate assessment of model fit, we also evaluated additional fit measures,
such as the Comparative Fit Index (CFI), the Tucker-Lewis Index (TLI), and the Root Mean
Square Error of Approximation (RMSEA) (Navarro & Foxcroft, 2022). For the first two
indexes, the desired result should be close to one, as it would represent the best model fit,
while for the RMSEA, the desired result should be close to zero in order to represent a good
model fit (Navarro & Foxcroft, 2022).

Table 6: Fit Measures. Jamovi.

Based on these results, we conclude that up until now, there is a satisfactory model fit with the
CFI and TLI results close to one, while the RMSEA result is close to zero.

Additionally, the confirmatory factor analysis (CFA) results revealed that most of the factors
were correlated, while not being overlapped nor distinct from each other, indicating
systematic associations between the constructs. Notably, subjective norm (Std. Estimate =
0.824) and intention behavior (Std. Estimate = 0.861) exhibited the highest correlation
coefficients, suggesting strong associations between these constructs. Although this is not a
desired result, it is also known that when studying psychological and behavioral constructs,
these are often related to each other, thus, factors may be correlated (Navarro & Foxcroft,
2022).

Table 7: Factor Covariances Confirmatory Factor Analysis. Jamovi.
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5.2.2 Reliability Analysis

After completing the Confirmatory Factor Analysis, we conducted a reliability analysis to
ensure the consistent measurement of the psychological constructs in our model (Navarro &
Foxcroft, 2022). To assess internal consistency, we employed Cronbach’s alpha (ɑ) and
McDonald’s omega (𝜔), aiming to determine whether different sets of scale items would yield
consistent measurement outcomes (Navarro & Foxcroft, 2022).

Table 8: Reliability Analysis Results per construct. Jamovi.

The results obtained from Jamovi indicated that all five constructs evaluated demonstrate high
reliability, surpassing the threshold of 0.7. This suggests that the survey effectively measured
these constructs consistently. Specifically, the error variance for the trust scale is
approximately 16.6%, while for the remaining constructs, it is considerably lower.

5.2.3 Descriptive Analysis

To begin with the descriptive analysis, we first grouped the survey questions into five distinct
factors: trust, intention, subjective norm, perceived behavioral control, and intention. These
factors were derived based on the theoretical frameworks and relevant constructs mentioned
in sections 2 and 3. Subsequently, we proceeded with the descriptive analysis to gain insights
from statistics such as sample size, central tendency, dispersion, and distribution
measurements to provide an overview of the main constructs for this study. Further detailed
results can be found in Appendix B.

36



Table 9: Descriptive Analysis Results. Jamovi.

Based on the results shown in Table 8, we concluded that our dataset showed favorable
statistical characteristics. Both the minimum and maximum values fell within the expected
range of responses, indicating consistency and reliability in the data. Moreover, the absence of
missing values guaranteed the integrity of our dataset. Additionally, the standard deviation
remained rather low across all constructs, suggesting minimal variability and close alignment
of values with their respective means. This adherence to the assumption of normality
strengthens the validity of subsequent analyses.

An important phenomenon to mention is the observed kurtosis of Perceived Behavioral
Control (PBC), which significantly exceeded that of other constructs. This difference also
manifests in the mean, with PBC registering the highest score among all items assessed. This
discrepancy is in line with the construct's focus on evaluating the perceived difficulty
associated with behavior execution.

5.3 Hypotheses testing

In this section, we examined the formulated hypotheses in sections 2 and 3. Our analysis
incorporated correlation analysis, linear regression, and the Baron and Kenny mediation test.
Through these robust statistical techniques, we aimed to discover the relationships between
trust, attitudes, subjective norms, perceived behavioral control, and intention to redeem
promotional codes in podcast advertisements.
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5.3.1 Correlation Matrix

Before conducting the regression analysis, it is essential to explore the correlations between
the key constructs of our study. This preliminary examination allows us to understand the
strength and direction of the relationships between variables and provides insights into
potential patterns or associations within the data (Hair et al. 2020). By examining these
correlations, we can gain a deeper understanding of how the constructs relate to each other
and identify any noteworthy trends or dependencies that may influence our subsequent
regression analysis.

Table 10: Correlation Matrix. Jamovi.

Based on the results obtained, we observed significant correlations between the constructs
under investigation. Specifically, we found a moderate positive correlation (r=0.48, p<0.001)
between trust and intention to behave, indicating that as trust in podcast hosts increases, so
does the intention to redeem promotional codes.

Similarly, we observed a strong positive correlation (r=0.78, p<0.001) between attitude and
intention to behave, suggesting a robust relationship. This implies that individuals with more
positive attitudes toward podcast advertisements with promotional codes are more inclined to
have the intention to redeem them.

Additionally, we identified a moderate positive correlation (r=0.68, p<0.001) between
subjective norm and intention to behave, indicating that perceived social pressure or influence
from significant others positively impacts the intention to redeem promotional codes.

However, we found no significant correlation (p=0.085) between perceived behavioral control
and intention to behave. This suggests that individuals' perception of control over redeeming
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promotional codes may not significantly influence their intention to do so, highlighting a
potential area for further exploration.

Figure 2: Correlation Matrix Plot. Jamovi.

5.3.2 Linear Regression Analysis

To ensure the reliability and validity of our linear regression model, we conducted thorough
assumption checks. These checks encompass various aspects of our data and model
specifications, ensuring that the fundamental assumptions underlying linear regression
analysis are met. Following the guidelines outlined by Navarro and Foxcroft (2022), we focus
on three key assumptions: linearity, normality, and collinearity.

First, the linearity assumption implies that there should be a linear relationship between the
predictors (independent variables) and outcomes (dependent variable) (Navarro & Foxcroft,
2022). To evaluate the linearity of the relationship between the independent variables (trust,
attention, subjective norms, and perceived behavioral control) and dependent variable
(intention) in our model, we plotted the relationship between the predicted and observed
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values in Jamovi as presented in Figure 2, as Navarro & Foxcroft (2022) pointed out as a way
of deciding about the model’s linearity.

Figure 3: Relationship between the predicted and observed values. Jamovi.

Looking at the straightness of the resulting line presented in the visual representation, we
concluded that our model meets the linearity criteria (Navarro & Foxcroft, 2022), therefore
linearity assumption is supported.

Secondly, the normality assumption of regression models states that residuals should be
normally distributed to be able to make valid statistical inferences (Navarro & Foxcroft,
2022). Hence, in addition to our descriptive analysis results that point out a normal
distribution, we conducted normality checks for our linear regression model, through a Q-Q
plot of residuals (Figure 3) and the Shapiro-Wilk Test (Table 10).
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Figure 4: Q-Q Plot. Jamovi.

Looking at the given Q-Q plot that displays an approximately straight line, without significant
deviations from the reference line, we conclude that our assumption of normality is supported
(Navarro & Foxcroft, 2022).

Furthermore, the Shapiro-Wilk test also supports the normality assumption with a significant
result (p=0.004), indicating that the residuals are normally distributed, as Table 10 represents
(Navarro & Foxcroft, 2022).

Table 11: Normality results. Jamovi.

Lastly, the collinearity assumption implies that independent variables should not be highly
correlated with each other so that they can predict the value of the dependent variable
independently (Enders, 2013). In order to check the collinearity assumption for our model, we
examined the variance inflation factors (VIF) for each of our independent variables (trust,
attention, subjective norms, perceived behavioral control), expecting values that are close to 1
that would indicate that multicollinearity does not exist. (Navarro & Foxcroft, 2022). The
results are represented in Table 11.
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Table 12: Collinearity results. Jamovi.

Results for all predictors, attitude (VIF = 2.59), subjective norms (VIF = 2.51), perceived
behavioral control (VIF = 1.20), and trust (VIF = 1.39), support our collinearity assumption
by indicating VIF values close to 1 and do not point out any multicollinearity issues.

After checking the mentioned assumptions, we proceeded to execute the linear regression
analysis. In this analysis, we examined the influence of trust, attitudes, subjective norms, and
perceived behavioral control on the intention to redeem promotional codes in podcast
advertisements.

Table 13: Linear Regression model fit measures. Jamovi.

The overall model presented a statistically significant result ( =0.635, F=44.6, df2=96, p <𝑅2

0.001) indicating that the independent variables (predictors) in this model collectively explain
a 64% variance in the intention to redeem promotional codes, thus, 36% can be explained
with other predictors.

Table 14: Linear regression model coefficients. Jamovi.

Based on the results shown in Table 13, we proceeded to test each of the hypotheses. Our first
hypothesis aimed to evaluate whether listener attitudes toward podcast advertisements that
include promotional codes positively influenced the redeeming intention of a given
promotional code (H1). Upon reviewing the model coefficients, attitude (Std. Est. = 0.569, p
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< 0.001) exhibited a significant positive effect on the intention to redeem promotional codes.
This finding indicates that positive attitudes towards podcast advertisements are associated
with a greater intention to redeem promotional codes from podcast advertisements, thus, H1 is
supported.

Next, we tested the hypothesis that subjective norms positively influence listeners' redeeming
intention of a given promotional code (H2). The analysis revealed a significant positive effect
of subjective norms on the intention to redeem promotional codes (Std. Est. = 0.191, p =
0.04), therefore, H2 is supported.

Subsequently, we examined the hypothesis that perceived behavioral control positively
influences listeners' redeeming intention of a given promotional code (H3). In this case, the
analysis did not reveal a significant effect of perceived behavioral control on the intention to
redeem promotional codes (Std. Est. = -0.066, p = 0.319). This finding is consistent with the
non-significant correlation observed in our previous analysis, indicating that H3 is not
supported.

Finally, we assessed the hypothesis that trust level toward podcast hosts is positively related to
consumer intention toward redeeming the promotion codes presented by podcast
advertisements (H4). The results showed a significant positive effect of trust on the intention
to redeem promotional codes (Std. Est. = 0.179, p = 0.013), but to a lesser extent compared to
attitude and subjective norms, thus, H4 is supported.

5.3.3 Mediation Analysis

As stated in section 4.5.5, the Baron and Kenny (1986) mediating analysis method involves a
systematic process to assess the mediating role of attitudes in the relationship between trust
towards podcast hosts and the intention to redeem promotional codes from podcast
advertisements.

In the first step, we intended to establish a significant relationship between the independent
variable (trust) and the dependent variable (intention).
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Table 15: First linear regression. IV → DV. Jamovi.

As shown in Table 14, the results revealed a significant effect of trust on intention (est. =
0.896, p < 0.001). This significant direct effect indicates that higher trust in podcast hosts is
associated with a greater intention to redeem promotional codes.

Figure 5: Trust (IV) direct effect on intention (DV) in the mediation model. Own illustration.

In the following step, the goal was to evaluate the relationship between the independent
variable (trust) and the mediator (attitude).

Table 16: Second linear regression. IV → MED. Jamovi.

The results shown in Table 15 demonstrated a significant effect of trust on attitudes (est. =
0.618, p < 0.001), indicating that higher trust in podcast hosts leads to more positive attitudes
towards podcast advertisements with promotional codes, thus, H5 is supported.

Figure 6: Trust (IV) effect on attitude (MED) in the mediation model. Own illustration.

The following linear regression aimed to evaluate the effect of the mediator (attitude) on the
dependent variable (intention) while controlled by the independent variable (trust).

44

https://wumbo.net/symbols/right-arrow/
https://wumbo.net/symbols/right-arrow/


Table 17: Third linear regression. MED → DV. Jamovi.

As depicted in Table 16, the findings revealed a noteworthy impact of attitudes on intention
(est. = 0.944, p < 0.001), highlighting the key role of individuals’ attitudes towards podcast
advertisements with promotional codes in shaping their intention to redeem such offers.

Figure 7: Attitude (MED) effect on intention (DV) in the mediation model. Own illustration.

Finally, when examining if the direct effect of trust on intention (Figure 5) diminishes when
the mediator (attitude) is included in the model, we found that the direct effect of trust on
intention remains significant but is reduced (est. = 0.312, p = 0.015), based on the results
shown in Table 16. This reduction in the direct effect, coupled with the significant results
shown in Figure 6 and Figure 7, suggests partial mediation. This indicates that attitudes
towards podcast advertisements partially mediate the relationship between trust in podcast
hosts and the intention to redeem promotional codes. Therefore, H6 is supported.

Figure 8: Full mediation model. Own illustration.
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In summary, the mediation analysis confirms that attitudes toward podcast advertisements
play a crucial role in explaining how trust in podcast hosts influences the intention to redeem
promotional codes. While trust directly impacts intention, a substantial portion of this effect is
transmitted through positive attitudes towards the advertisements with promotional codes.

5.3.4 Hypothesis Testing Summary

Table 18: Hypothesis testing summary
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6 Discussion

In the presented study, we aimed to explore how the key predictors identified in the Theory of
Planned Behavior, namely attitudes, subjective norms, and perceived behavioral control,
along with the listeners’ trust in podcast hosts influence consumers’ intention to redeem
promotional codes that are given in podcast advertisements. By expanding the Theory of
Planned Behavior with the trust factor, we also investigated the potential mediation effect of
attitudes in the relationship between trust and intention.

As a reminder of the theory by Ajzen (1991), the more favorable the attitude and subjective
norms, and the greater the perceived behavioral control, the stronger the intention should be to
perform the behavior in question. In accordance with that, our results showed that listener
attitudes toward podcast advertisements that include promotional codes positively affect the
intention to redeem a given promotional code (H1), suggesting that the participants with more
favorable opinions regarding the value and usefulness of the stated type of ads tend to have
higher intentions to use the provided codes. This finding is consistent with the studies of
Bezbaruah & Brahmbhatt (2023), who illustrated the positive influence of attitude towards
podcast ads on attitude towards brands and in turn on purchase intention. Additionally, the
observed positive influence of attitudes on intention in the advertising context was also
presented in the research conducted by Cheung & To (2017) on in-app advertising and by
Sanne & Wiese (2018) on Facebook advertising. Looking at the literature regarding
promotional codes and similar promotional tools such as e-coupons and discount codes, the
presented result is in line with the findings of Kang et al. (2006), who showed the significant
effect of attitudes toward internet searching on the intention to use e-coupons, and the results
presented by Yakasai & Jusoh (2015) that underline the importance of attitudes toward digital
coupons as the strongest predictor of the intention to use digital coupons.

Further analysis revealed that subjective norms have a significant positive effect on the
listeners’ intention to redeem promotional codes (H2), again supporting the implications of
the theory of planned behavior (Ajzen, 1991). In other words, individuals who assume that
their social circle has positive thoughts about their use of the promotional codes given by
podcast advertisements, specifically the extent of their value and usefulness, have higher
intentions to use a given promotional code. Consistent findings were observable in the studies
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of Cheah et al. (2023) who illustrated the positive effect of subjective norms on customers’
proneness to accept e-deals and purchase intentions, Hammouri et al. (2022) who pointed out
the significant role of social influence in predicting behavioral intention to use promo codes
and Ho & Shafiq (2021) who demonstrated subjective norms as a fundamental determinant of
the intended use of promo codes in shopping apps. Within the field of advertising, research
conducted by Cheung & To (2017) and Sanne & Wiese (2018) yielded parallel results,
indicating that subjective norms positively influence customers’ intention to watch in-app
advertisements and to engage with Facebook advertising.

Another finding of the present study indicates that perceived behavioral control does not have
a positive significant effect on listeners’ redeeming intention of promotional codes (H3),
meaning that the extent of control that listeners assume they have on the use of promotional
codes does not affect their behavioral intention at the end. This finding contradicts the study
by Cheung & To (2017) in which they illustrated the positive influence of perceived
behavioral control on consumers’ behavioral intentions in the context of in-app advertising.
Furthermore, the insignificant effect of perceived behavioral control is also not in line with
several studies regarding online promotional tools. For instance, Hammouri et al. (2022)
showed that perceived behavioral control is a significant predictor of consumers’ behavioral
intentions to use promo codes, while Kang et al. (2006) pointed out that perceived behavioral
control has a positive influence on intention to use e-coupons.

One of the reasons that explain this contradiction might have been illustrated by Kokkinaki
(1999), who investigated the predictors of intentions to purchase and use a technical product
and found no effect of perceived behavioral control on usage intentions, contrary to the
presented significant effect on purchase intentions. Kokkinaki (1999) suggests that the
difference between the two results derives from the lack of respondent perceptions of
dependence on certain resources and skills in the case of usage intention and the presence of
the same perceptions in the latter. Specifically, respondents considered themselves to possess
good control over the necessary factors to use the technical product, such as technical skills,
which caused them to form their intentions only based on their attitudes and subjective norms
(Kokkinaki, 1999). On the other hand, while forming purchase intention, one of the necessary
factors was “money”, on which they did not feel the same amount of control, establishing
perceived behavioral control as a strong predictor of behavioral intention (Kokkinaki, 1999).
Turning back to the current study, redeeming promotional codes given by podcast advertising
might necessitate resources such as technical skills to redeem the promotional code and an
electronic tool, which could be considered as factors that respondents feel good control over,
looking at the predominant age range (25-34) and education level (96% with a university
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degree). Hence the absence of a significant effect of perceived behavioral control on
behavioral intention seems consistent with the suggestions of Kokkinaki (1999).

The results also revealed a positive significant effect of trust towards the podcast host on the
intention to redeem a given promotional code by the podcast advertisement (H4), which
indicates that as the trust in the podcast host’s credibility and honesty in delivering
information rises, the intention to redeem a promotional code during a podcast advertising
gets stronger. This finding is parallel to other studies that established a positive relationship
between trust toward the advertising source (Choi & Rifon, 2002; Garg & Bakshi, 2024; Kim
& Kim, 2021; Lou & Yuan, 2019), advertising type (Cheung & To, 2017), or online seller
(Gefen, 2002) and purchase intention. Moreover, the significant influence of trust toward
podcast hosts on listeners’ behavioral intentions also supports the arguments of Brinson &
Lemon (2023) regarding the transformation of podcast hosts into trusted influencers and the
resulting remarkable opportunities for marketers.

According to further analyses, trust in podcast hosts has a positive influence on attitudes
toward podcast ads with promotional codes (H5), suggesting that individuals with higher trust
in the podcast host’s credibility and honesty tend to have more favorable opinions regarding
the value and usefulness of the podcast advertisements with promotional code. This result is
in line with the utilization of the social cognitive theory (Bandura, 1986) by Cheung & To
(2017), who state that trust impacts individuals’ outcome estimation and expectations, in turn
affecting the individual’s attitudes toward the behavior, hence, trust emerges as a positive
predictor of attitudes. Additionally, the finding extends the qualitative study of Brinson &
Lemon (2023) that investigates the influences of parasocial relationships between listeners
and podcast hosts on the listeners’ brand attitudes, by supporting the significant results with a
quantitative approach. Implying the importance of the podcast host in the context of podcast
advertising, the significant positive effect also agrees with the studies of Moe (2023) and
Vilceanu et al. (2021), who illustrated the significant impact of host-read advertisements on
the attitudes toward the ad.

Lastly, we found a partial mediation effect of attitudes toward podcast advertising with
promotional codes on the relationship between trust toward the podcast host and the intention
to redeem promotional codes (H6), suggesting that although there is a direct effect of trust on
behavioral intention, a significant part of the total effect is conveyed through favorable
attitudes toward advertisements featuring promotional codes. This finding presents another
perspective to the considerable amount of studies on influencers that establish trust as a
mediator, for instance between the credible attributes of beauty vloggers and consumers’
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purchase intentions (Garg & Bakshi, 2024); expertise, authenticity, and homophily of social
media influencers and marketing outcomes (Kim & Kim, 2021); the informative value of
influencer-generated content, influencer’s trustworthiness, attractiveness, and similarity to the
followers and brand awareness and purchase intentions (Lou & Yuan, 2019). Parallel to the
results derived by Cheung & To (2017), which indicate that users’ attitudes toward in-app
advertising fully mediates the relationship between their trust in in-app advertising and their
intention to watch in-app advertising, the finding points out that even when consumers have
high trust toward the podcast host, their opinions about the advertising type in question
remain crucial to achieving higher behavioral intentions.
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7 Conclusion

This study aimed to explore the factors influencing the intention to redeem promotional codes
from podcast advertisements, based on the main constructs of the Theory of Planned
Behavior, while also including trust towards podcast hosts as an additional element that can
influence attitudes and intentions. This model successfully demonstrated the impact of most
of these constructs on the intention to redeem promotional codes in the context of podcast
advertising.

The results revealed that attitudes and subjective norms are the most significant predictors of
the intention to redeem promotional codes. Positive attitudes towards podcast advertisements
and the perceived social pressure to engage in this activity significantly enhanced the
likelihood of redeeming promotional codes. These findings underscore the importance of
creating favorable attitudes and leveraging social influence to encourage consumer
engagement with promotional content in podcast advertisements.

Conversely, perceived behavioral control did not show a significant effect on the intention to
redeem promotional codes. This outcome may be attributed to the fact that the behavior is not
considered dependent on the presence of certain skills or resources such as money, or complex
technical skills, or to the high control that respondents assume they have on the necessary
resources such as owning an electronic device to use the code. Therefore, while perceived
behavioral control is a crucial factor in many behavioral models, its role in behaviors that are
not perceived as dependent on critical skills or resources appears to be less critical.

Additionally, our study confirmed the dual role of trust seen in previous studies under
different environments. Trust in podcast hosts proved to be a significant predictor of the
intention to redeem promotional codes, reflecting the importance of credibility and reliability
in influencer marketing. Furthermore, our mediation analysis demonstrated that the effect of
trust on intention is partially mediated by attitudes. This finding indicates that while trust
directly influences the intention to redeem promotional codes from advertisements, a
substantial portion of its impact is channeled through the formation of positive attitudes
toward the advertisements.
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This research contributes to the understanding of consumer behavior in podcast advertising. It
emphasizes the need for advertisers to foster positive attitudes and leverage subjective norms
to enhance engagement. Moreover, building trust in podcast hosts not only directly increases
the intention to redeem promotional codes but also indirectly does so by shaping favorable
attitudes toward the advertisements.

7.1 Theoretical contributions

This study offers several significant theoretical contributions to the field of marketing and
consumer behavior.

While the model proved to be relevant in modern situations, our findings suggest that
perceived behavioral control (PBC) may not hold the same level of significance for behaviors
that don’t require critical technical skills or additional resources to be performed, or
consumers already feel high control on the required skills and resources, when compared to
the other constructs of the original model, contrary to previous research regarding advertising
and promotional codes that showed the influence of PBC within the behavior (Cheung & To,
2017; Hammouri et al. 2022; Kang et al. 2006). In the case of redeeming promotional codes
from podcast advertisements, the lack of substantial barriers or control limitations makes PBC
less significant, which relates to the findings from the research developed by Kokkinaki
(1999). This insight proposes a refinement to the application of behavioral theories, indicating
that PBC's relevance may vary depending on the involvement level of the intended behavior.

Additionally, this research contributes to the limited body of literature on podcast advertising.
By focusing specifically on the behavioral use of promotional codes, we expand the current
research landscape (Hammouri et al. 2022), providing new perspectives and insights into
consumer interactions with podcast advertisements. This focus not only contributes to the
existing literature but also opens new avenues for further exploration of the effectiveness and
impact of promotional strategies within podcast content.

Moreover, the study supports and recognizes the critical role of trust in influencing consumer
intentions, as found in the research by Cheung & To (2017). While trust directly impacts
intention, it also operates through attitudes, highlighting the mediating effect of attitudes in
the trust-intention relationship (Cheung & To, 2017). This dual role of trust as both a direct
predictor and a mediated factor adds depth to the general understanding of consumer behavior
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in the podcast advertising environment, which could be considered in future similar studies
around intentional behavior.

7.2 Managerial contributions

For practitioners, this research can enhance their understanding of consumer behavior within
the podcasting ecosystem. By identifying key factors that influence listeners' intentions to
redeem promotional codes, this research provides actionable insights that can help tailor
advertisements and delivery methods to maximize effectiveness and optimize results.

Since attitudes towards podcast advertisements with promotional codes significantly influence
the intention to redeem them, advertisers should focus on creating engaging and appealing ad
content. Strategies may include using storytelling techniques, high-quality production, and
content that resonates with the audience's interests and values.

Additionally, the significant effect of subjective norms indicates that listeners are influenced
by the perceived expectations of others. Advertisers can capitalize on this by incorporating
social proof elements into their ads, such as testimonials, or endorsements from popular
figures, to promote the social acceptance of certain behaviors.

Furthermore, the study underscores the critical role of trust in podcast advertising.
Understanding that trust is a significant predictor of consumer intention, businesses, and
podcast hosts can focus on trust-building strategies to foster stronger connections with their
audience. This includes transparent communication, consistent content quality, and authentic
engagement with listeners. By prioritizing trust, both hosts and advertisers could enhance
brand loyalty and encourage higher engagement rates with promotional offers.

Additionally, the findings suggest that perceived behavioral control (PBC) may not be as
relevant in contexts where the behavior doesn’t require critical technical skills or additional
resources to be performed, or consumers already feel high control over the required skills and
resources, such as redeeming promotional codes. However, in other situations that may
require additional effort, for example with new technologies such as VR, PBC might still be
considered. This insight can help advertisers focus on more pertinent factors like attitudes and
subjective norms when designing promotional campaigns for products or services that don't
require critical technical skills or additional resources.
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7.3 Limitations

While this study provides valuable insights into consumer behavior in the context of podcast
advertising, several limitations must be acknowledged. Our research primarily relied on
quantitative methods, which, while useful for measuring relationships and effects, may not
capture the full depth of participants' experiences and perceptions. Future research could
benefit from incorporating qualitative methods, such as interviews or focus groups, to explore
underlying motivations and attitudes in greater detail.

Additionally, since the research is based on the Theory of Planned Behavior and trust, the
study focuses on a specific set of variables (attitudes, subjective norms, perceived behavioral
control, trust). While these variables give a general understanding of the intentions to certain
behaviors, there are other potential influential factors, such as the type of podcast content,
listener engagement levels, and podcast host characteristics, that can influence the behavior
and were not included, thus, limiting the accuracy of the results.

Moreover, due to time restrictions, our study focused solely on the intention to redeem
promotional codes rather than actual behavioral responses. While intention is a strong
predictor of behavior, it is not always indicative of actual actions (Sheeran, 2002). Future
research should investigate the behavioral response aspect of the theory of planned behavior
to provide a more comprehensive understanding of consumer behavior in podcast advertising.

Addressing these limitations will contribute to a better understanding of the factors
influencing consumer behavior in the context of podcast advertising.

7.4 Future research

This study has opened several avenues for future research that could further enhance our
understanding of consumer behavior in the context of podcast advertising. One important area
for future investigation is the influence of the type or genre of the podcast on listener
behavior. Different podcast genres attract diverse audiences, and these varying listener
demographics may respond differently to promotional codes. For instance, we believe that
educational podcasts may have audiences that prefer products or services related to learning
and self-improvement, such as online courses or educational software. Entertainment
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podcasts, on the other hand, which cover genres like comedy or pop culture, might appeal to
listeners looking for lifestyle or leisure products, influencing their likelihood to respond to
promotions for items like streaming services or event tickets. Exploring how these genres
affect the willingness to redeem promotional codes from advertisements could provide
valuable insights for advertisers tailoring their strategies to specific audiences.

Another worthwhile direction for future research is examining the type of product advertised.
The effectiveness of promotional codes may vary significantly depending on the nature and/or
price range of the product or service being promoted. For instance, higher-priced products
might see a higher redemption rate for promotional codes because consumers perceive a
greater value in the discount, making the purchase more attractive (Heintzeler et al. 2021).
However, lower-priced items could also benefit from promotions by encouraging impulse
purchases and increasing overall sales volume (Heintzeler et al. 2021). Understanding which
types of products are most effectively advertised through podcasts could help marketers
optimize their advertising content and make informed decisions about which platforms to use
for their campaigns.

Additionally, it would be interesting to study the differences in consumer behavior towards
code redemption between developed and developing countries. For instance, in developing
countries like Pakistan, where price reductions significantly influence customer behavior
(Ahsan & Muhammad, 2021), promotional codes might have higher redemption rates of
promotional codes due to lower disposable incomes and different purchasing patterns.
Conversely, in developed countries, this trend might not be as strong.

Future research could also explore other potential mediators that influence the relationship
between trust in podcast hosts and the intention to redeem promotional codes in podcast
advertisements. Variables such as perceived credibility or emotional connection to the podcast
could be significant mediators, as studies have shown that factors like perceived source
credibility and audience engagement are crucial in shaping consumer responses to
advertisements (Ohanian, 1990; Hollebeek et al. 2014).

Finally, exploring other trends in podcast advertising is also crucial. As the podcast industry
continues to evolve, new advertising formats and trends are likely to emerge, different from
promotional codes. Studying these developments and their impact on consumer behavior
through different theories and models will be essential for maintaining the relevance and
effectiveness of podcast advertising strategies. For instance, the Technology Acceptance
Model (Davis, 1989) could be useful in understanding how listeners perceive the usefulness
and ease of use of promotional codes or some other technology implemented in
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advertisements. Another possible model to use in further investigation could be the
Elaboration Likelihood Model (Petty & Cacioppo, 1986), which might help explain how
different levels of involvement and message processing affect listeners' behaviors and
intentions toward advertisements.
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Appendix A
This appendix contains the survey used for the study.
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Appendix B
This appendix contains additional tables and graphs from Jamovi for the descriptive analysis.
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