
Most podcast growth advice assumes discovery happens only inside podcast apps. That’s part of the story, but it’s
not the full story. A lot of “new to me” episodes come from Google, Apple Podcasts search results, YouTube
recommendations, and the long tail of people searching for answers like they always have.

The practical shift is this: treat each episode like a web page that happens to include audio. When you do, the
podcast stops being a feed people scroll and starts becoming content people find.

Why podcast SEO feels different than website SEO
On a typical site, you control the page title, the headings, the body text, and you can iterate quickly. With
podcasts, the content is audio first, and search engines can’t “listen” in the way a human does. That doesn’t mean
you’re stuck. It means you need signals.

Those signals are spread across multiple places:

Your search engine optimization tips episode title and description, which show up in podcast directories and search
previews

Your show notes, which can include text that actually answers the query Your transcript, which is the most direct
way to give search engines language to index Your audio and video assets, which can be interpreted through
platforms that generate additional metadata Your episode’s availability, freshness, and internal and external links

When you align those, you give both humans and algorithms clear reasons to click.

Pick a search mindset: topics, not formats
A mistake I’ve made early on is optimizing around what I wanted to talk about, not what people search for.
“Podcast SEO” is a phrase, but most listeners search differently. They search for outcomes, problems, tools, and
“how to” intents.

Instead of starting with the episode format, start with the user’s question. “How do I reduce churn?” will tend to
attract different traffic than “Q&A with our founder,” even if both episodes are great.

Here’s the tension you have to manage: podcast audiences often like stories and conversation, while search
queries usually want specificity. You can bridge that by making the episode itself easy to skim through text.

When you choose a topic with search intent, you’re also more likely to create reusable assets. The transcript turns
into quotable lines. The show notes become an index for the episode. Over time, you build an archive that keeps
working.

Start with the episode metadata people actually see
Episode metadata is your front door. It’s also your biggest leverage point because you can fix it without re-
recording anything.

If your episode titles are vague, search engines have less to match. If descriptions are generic, you lose the chance
to align with real queries.

Consider how people search:

They might use “best” terms, “templates,” “checklists,” or “examples”
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They might search for a specific tool name or framework They might include an industry or role, like “for coaches”
or “for ecommerce brands” They might search for a constraint, like “under 30 minutes” or “for beginners”

Your episode title and description should make those matches easy. That doesn’t mean keyword stuffing. It means
clarity.

A concrete example: if you run a marketing podcast, an episode titled “Email newsletters that work” is closer than
“Let’s talk about email.” If you then add a description that mentions frequency, segmentation, subject line testing,
and a realistic workflow, you’re giving search engines and readers the language they expect.

Use transcripts like they’re a core asset, not a nice-to-have
Transcripts are the difference between “nice content” and “indexable content.”

Most podcast episodes have enough spoken content that a transcript is essentially a written article with the same
ideas, but organized differently. Search engines can index it. Humans can skim it. Repurposers can quote it.

The trade-off is quality and workflow. Auto-transcription is often good enough to start, but you’ll usually want
human cleanup for names, jargon, and any numbers. Even with good automation, I’ve seen recurring issues:
homophones, company names, and misread acronyms. If your audience is technical, these mistakes can matter.

If you publish transcripts, make sure they’re placed where they can be crawled and where readers will actually use
them. A transcript buried behind a player might still work, but if your website loads slowly or hides text behind
scripts, indexing can be less reliable.

A practical rule of thumb: treat your transcript as something you would be comfortable sending to a blog editor. If
it’s full of errors, fix it before you ask the internet to trust it.

Show notes should answer the search query, not just summarize the
conversation
Show notes are where most podcast creators stop. They recap what happened, drop a few links, and move on.
That’s fine for fans. It’s less helpful for search.

When your show notes read like an article preview, they can start ranking for meaningful queries. The best show
notes don’t just say what you discussed, they make it easy to find a specific detail.

A good pattern is to write show notes with “reader intent” in mind. If someone is searching for a specific concept,
your show notes should contain the concept name and the explanation, in your own words.

You don’t need to turn every episode into a full blog post. But you do need to avoid empty phrasing. “We talk
about strategy and tactics” doesn’t help. “We break down a three-part framework for prioritizing experiments,
including how to set success metrics and when to stop” is usable.

If you want a simple way to improve show notes fast, do this: write your first two paragraphs as if the person is
deciding whether to listen. Then add a section that mirrors the episode’s key topics in plain language. If you
include quotes, include who said it and what it means.

Episode pages matter, even if you don’t think you have them
There’s a common misconception that podcast SEO is only about directories like Apple Podcasts or Spotify. Those
platforms are important, but they’re not always where you control structure.



If your podcast has its own website with individual episode pages, you have an advantage. Search engines can
index each page separately. You can add text, links, images, structured data, and internal navigation.

An episode page becomes the anchor for everything else:

The canonical URL for the episode

A place to embed the player A home for transcripts, key takeaways, and resources A link you can share, cite, and
earn backlinks to

Even if you host audio elsewhere, you can still build an episode landing page that is text-forward. That landing
page is what can rank for long-tail queries over time.

Don’t ignore the “source of truth” plumbing: RSS and feeds
Podcast directories pull from your RSS feed. That means your feed is part of SEO, even if it doesn’t feel like it.

Focus on consistency and completeness. Episodes should have clear titles and descriptions. Artwork should be
correct and consistent. Avoid accidental duplication, broken links, or missing fields.

One tricky edge case: if you change episode titles or descriptions after publishing, you may not see immediate
updates everywhere. Different platforms cache feed data at different rates. That’s why the “metadata quality at
publish time” matters.

Another practical edge case: if your feed points to an episode URL that redirects a lot, or if the audio URL changes,
some platforms may behave unpredictably. Keep the chain simple.

Structure your titles and descriptions for humans first, but with search
in mind
You can’t optimize a title like a keyword ad, because podcast audiences will reject clickbait. At the same time, you
can be intentional with what your episode title signals.

A helpful approach is to include one of these elements in the title:

A clear topic

An outcome or problem it solves A specific framework or method name A role or audience (when it genuinely fits)

If you have a recurring series, you can keep the branding, but you still need unique information in each episode
title so search engines can differentiate.

Descriptions should do two jobs:

Set context quickly so the right listener self-selects

Include the language someone might type into a search bar, naturally

Avoid writing descriptions that are only “links and timestamps” without explanatory text. Search engines can index
links, but your ranking usually improves when the description itself contains meaningful phrases.

Use schema and formatting where it makes sense
Structured data can help search engines understand what a page represents. For podcast content, the most
common approach is to use the schema types that align with podcast episodes and audio content on the pages



you publish.

I’m careful here because implementations vary depending on your hosting platform. The key idea is simple: if you
have episode pages on your site, ensure they include the information that structured data expects, and keep your
on-page content consistent with what you mark up.

If you already have a developer on hand, this is one of the SEO tasks that can deliver outsized clarity. If not,
prioritize transcripts and solid show notes first, because those improvements are universal.

Build internal and external signals like you mean it
Search ranking is rarely only “content quality.” It’s also trust signals and discoverability.

Internal signals come from:

Links from your homepage to your episode pages

Related episode links within show notes Consistent categories or tags that help readers navigate A site structure
that allows crawling

External signals come from:

Mentions and backlinks from relevant websites

Newsletter features that include episode links Guest appearances that link back to the episode page Community
sharing that attracts genuine attention

One thing I’ve learned: small, relevant links can outperform a larger number of generic ones. If you run a podcast
about HR compliance, a link from a credible HR resource site is more valuable than a random directory.

You don’t need to chase “SEO” by force. You do need to treat each episode as something that can earn attention
beyond your existing audience. That means publishing an episode page people want to reference, not just a feed
item people consume.

Republish intelligently: clip for discoverability, don’t fracture your
brand
Many podcasts succeed by republishing short segments. That can help, especially on platforms where search
behaves like discovery engines.

But republishing can also create SEO complications if you create fragmented versions of the same content with
inconsistent metadata. The goal isn’t to hide the podcast content. The goal is to connect it.

When you clip, keep the episode context intact:

In the clip caption, mention the episode name and link to the full episode page

Use consistent naming so your audience can recognize the series If you post transcripts or captions on video,
ensure they match the audio’s key phrases

Think of clips as entrances, not substitutes. A well-made clip can pull someone into the full episode, and the full
episode page can be the SEO anchor that keeps delivering.

How to choose episodes that actually have search potential



Not every episode should target search. Some are perfect as community conversations and will live longer in your
loyal listener base. Search works best when there’s durable language, a clear topic, and a reason someone might
look it up later.

Episodes with strong search potential often include:

Timeless explanations of a framework or concept

Actionable steps, even if delivered conversationally Tool or software walkthroughs (when you name the tools)
Common problems with a clear diagnostic approach Content that generates long-lived questions in comments or
emails

If you’re unsure, look at what your audience asks repeatedly. If ten people ask the same question in DMs, that’s a
search hint. If your show notes are frequently referenced in sales calls or onboarding, that’s another hint.

Search discovery is not magic. It’s just the internet matching persistent questions to persistent content.

A simple production workflow that improves SEO without slowing you
down
You don’t need a giant content operation. You need a repeatable workflow that produces consistent, indexable
outputs.

Here’s a lightweight process that works for many teams, even with limited resources:

Record as usual, but keep an “episode spine” in front of you so the conversation hits the intended topics by
name

Generate a first-pass transcript right after recording, then review only the parts that contain proper nouns,
key terms, and numbers

Write show notes in two layers: a short intro that sells the listener intent, then a topic-focused section that
mirrors the transcript’s main concepts

Publish an episode page on your site with transcript text visible, and link to it from your podcast feed and
your social posts

Add internal links from older related episodes so your archive becomes a network, not a pile

This isn’t the only workflow, but it keeps you from treating SEO as a bolt-on chore. When it’s part of production,
quality stays consistent.

Common mistakes that quietly block discovery
Search issues often hide behind “everything seems fine.” Here are the mistakes I see most frequently:

If episode titles are identical in style but not meaning, like “Episode 32” or “Interview: Part 2,” you lose
differentiation for search. Directly searchable content starts to look the same.

If show notes don’t include explanation, you rely on directories alone. Directories can help, but they can’t replace
the value of full text that actually answers the question.

If transcripts are missing or not accessible, you’re effectively removing the language that would rank. In audio-first
content, transcripts are one of your strongest assets.



If you publish episodes but don’t link to them from your own site, search engines have fewer pathways to crawl
and interpret. Your site becomes the least useful place, even if it hosts the content.

Measuring what’s working without losing your mind
Podcast SEO is slow compared to ad campaigns. You won’t always see immediate spikes after a single episode.

Instead of obsessing over day-to-day changes, track a small set of signals over weeks:

How many indexed episode pages appear in search results for queries related to your topics

Whether your episode pages are getting impressions or clicks from search Which episodes drive the most referral
traffic to your site, if you track it Whether you see increased demand for specific topic episodes in your inbox or
DMs

There’s also an important judgment call: sometimes SEO shows up as qualitative growth. People mention
something they found by searching a phrase you used in the episode title or show notes. They don’t always land
on your homepage and then “convert.” They may simply become listeners and later subscribe.

If you run multiple channels, don’t confuse platform ranking with search ranking. Spotify discovery and Google
search are different systems. Your measurement should reflect that.

How to make your next episode more searchable, starting today
If you want immediate impact, pick one episode and improve it like you’re preparing a high-performing article.

Rework the title to include one specific, meaningful element. Then rewrite the first two paragraphs of the
description so they directly match the listener’s intent. Next, make sure the transcript exists and is clean enough to
be credible. Then update show notes to include the concepts and phrases someone would search for, not just a
recap.

If you have an episode page, verify that the transcript is visible in the HTML output (not only embedded in scripts).
Add internal links to related episodes and point your social channels to the episode page, not just the player.

The biggest wins usually come from clarity and accessibility, not from tricks. When your podcast content reads like
something the internet can understand, discovery becomes a lot more predictable.

Keep the conversation, earn the search
Podcasting is still conversation, still voice, still community. SEO doesn’t have to flatten that.

The goal is to make your best thinking easier to find. When you write episode metadata with intent, publish
readable transcripts, build show notes that answer the query, and maintain clean episode pages, you’re not
turning your podcast into a blog. You’re giving it a second life on the open web.

That second life is what helps listeners discover you months after you recorded the episode, and it’s what turns a
podcast archive into an asset instead of a backlog.


