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ABSTRACT: 

   

‘Talk in Senses’ is a podcast that serves as a platform, which discusses the types of 

communications that are interpersonal communication and intrapersonal communication. These 

types of communications are often used in our daily lives. The content of this podcast is based on 

the perspective of students and young adults. The aim of this podcast is to help people become 

better communicators in both formal and informal settings. Furthermore, the market audience are 

students, young adults and adults from the ages of 17-30 years old. These groups are beneficial 

in ensuring the podcast receives support and reaches others. In addition, income can be generated 

through joining an advertising platform and a membership platform as these methods help to 

connect with sponsors and collect donations that can be used to continue publishing interesting 

content. A market research was carried out using Google Form and the information was used to 

create the project according to the respondents’ interests in order to ensure having potential 

listeners. The results indicate that there is a need for this podcast and a majority of the 

respondents are interested in listening to the podcast. 

 

Keywords: Communication, Podcast, Self-Help     

 

1. INTRODUCTION  
 

The act of transmitting and receiving information through written or oral language, written or 

graphic representations, signs, signals and behaviour is known as communication (Nordquist, 

2019). Though this is an everyday process, people tend to face problems when communicating 

with people and also with themselves.  

Today, students find it difficult to have a proper conversation in formal and non-formal 

settings. There is a frequent miscommunication that happens, which ultimately leads to conflicts. 

In most times, miscommunication happens due to their messages being interpreted inaccurately. 

This usually occurs when texting online as it is easy to misread the undertone of the text (The 

Editors, 2022). For example, saying the phrase “Good for you” can be read in both a sincere or 

sarcastic tone. Moreover, body language tends to be overlooked as one of the most important 

ways of communication. Non-verbal cues and body language have an impact on how we are 

perceived; however, a lot of people unknowingly give off conflicting or unfavourable non-verbal 

cues (Segal, et al., 2022). This includes having intense facial expressions and awkward 

movements when talking.  

This problem leads to “Talk in Senses”, which is a podcast that talks about the types of 

communications and how we use them in our everyday lives as well as in different settings from 

the perspective of the students and young adults. There are two types of communications, which 

the research was mainly based on, that are interpersonal communication and intrapersonal 

communication. Interpersonal communication is the verbal or nonverbal exchange of 

mailto:2020607104@student.uitm.edu.my
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information, ideas and feelings between two or more individuals (Joany & Martic, 2022). While 

intrapersonal communication as according to Uzun (2020), is a type of engaging internal 

discourse before we actively articulate our thoughts or ideas, and the amounts of intrapersonal 

communication may differ from one person to another due to individual variances.  

 

1.1. Project Objective / Purpose  

 

Talk in Senses aims to create a platform where people can learn about healthy communication. 

Communication is the most vital thing in our lives. We do this every day with people and 

ourselves; hence, this podcast serves as a reminder or a steppingstone for people to learn and 

become better communicators. Next, the objective of this project is also to share some views and 

personal opinions on communication as a professional communication student. Having the 

knowledge that has been accumulated throughout the studies, it can be beneficial to other people.  

This podcast is made in hopes that the listeners can become effective communicators 

especially since it is advantageous for their daily lives in both formal and informal settings. It is 

important to enhance our formal and informal communications as they can improve efficiency, 

productivity and foster trust amongst people (Kishore, 2021). Thus, mastering communication 

creates a stronger bond with people surrounding them.   

 

1.2. Entrepreneurial Opportunities          

 

This project is marketed towards the students, young adults and adults. The age groups of the 

audience are targeted to be around 17-30 years old. There are a few reasons as to why the focus 

is towards these three groups. Firstly, the students spend around three hours each day on social 

media and music streaming services and on a global scale, Spotify, a music on-demand service, 

has the highest monthly usage among the students, which is thirty-one percent (Gilsenan, 2021). 

Since the percentage of users that are the students who use Spotify is high, having them as the 

market audience would be beneficial to the project. With this fact, it is easy for the podcast to 

reach them as they are already familiar with using Spotify. This is also applicable to the young 

adults. This demographic is easily influenced since they are keen to follow trends and are 

interested in what others are sharing around. A study by Wang (2022) states that teenagers are 

particularly vulnerable to influencer culture and quick trend cycles because they are most 

exposed to peer pressure and influence. Therefore, the podcast can spread throughout the social 

media from many accounts.  

According to Podcastle Team (2022), those between the ages of 18 and 34 make up the 

majority of podcast listeners. The number of listeners in the 35+ age group is rising steadily, 

though, and they are becoming more and more of a listening audience. Thus, with adults being 

more engaged in tuning into Spotify, their interest in listening to the podcast can also be 

gathered. These age groups are the ages of the market audiences; hence, the podcast and the 

content that is released are believed to be relatable and also a success.  

It is easy to generate income as a podcaster. Since still having a small audience, there are 

a few ways that can be opted to produce cash in-flow. The first way is joining an advertising 

network. Monetising podcasts is helped by locating sponsors or brands for advertising 

(Riserbato, 2022). This method is efficient as we are only required to sign up to their service and 

are instantly connected to brands, who align with the podcast and/or the topics. Next, accepting 

donations is also an easy way to get income. The membership platforms, such as Patreon, could 

be subscribed. Many creators use this platform to get money. Moreover, the platform fees for the 

legacy founder are 5% of payments that are processed, which implies that they only accept 

payment if the creator is profitable (Patreon, 2020).  
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2. METHODOLOGY  

 

A survey was conducted in order to get responses from the potential listeners and to get 

input from the respondents. A total of 42 responses were collected. All comments were identified 

to understand the respondents' understanding towards communication and what topics they 

wanted the podcast episodes to be based on. The questionnaire consists of 6 questions, of which 

5 of them were multiple choices and the last question was in checkboxes, in order for them to 

tick many options as well as give their opinions if any. 

Table 1 below shows the processes that were conducted throughout the creation of Talk 

in Senses which started from week 1 until week 15. 

 

WEEK DETAILS 

1-2 ● Having an idea pitching with the supervisor 

3-4 ● Setting on a topic and doing further research  

5-6 ● Conducting a survey through Google Form 

● Reviewing the results of survey 

7-8 ● Starting to draft the extended abstract 

● Starting to write the script for the first podcast episode  

9-10 ● Making an Instagram account 

● Posting the trailer for the podcast 

● Starting to post promotional posts on Instagram 

● Posting and promoting the first episode  

11-12 ● Continuing to draft the second and third episodes 

● Posting and promoting the second episode 

● Posting and promoting the third episode 

13-14 ● Reviewing the results and outcome of the podcast  

● Preparing for the poster presentation 

● Finalising the poster  

15 ● Having a poster symposium  

Table 1. Scheduling Table 

 

3. RESULTS AND DISCUSSION  

 

Below are the results from the survey that was conducted as well as the demographics 

from the podcast. 
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3.1: Market Research Results 

 

 

Item 

 

Number 

 

Percentage 

 

 

Age 17 and below 

18-20                                                                                                                               

21-25                                                                                                                                   

26 and above                                                        

 

11                                                                                                                                                                                                                                                       

22                                                                                                                                     

7                                                                                                                   

2 

 

26.2%                                                                                                                                                                                                                                                    

52.4%                                                                                                                                   

16.7%                                                                                                                  

4.8% 

 

 

Status 

Studying                                                                                                                            

Working                                                                

 

 

32                                                                                                                                

4 

 

 

90.5%                                                                                                                          

9.5% 

 

Table 2. Age and Status of the Respondents 

 

In Table 2, the first question asked about their ages. Those ages 18-20 make up the 

majority of the respondents, which is 52.4%. While the second highest percentage is 26.2%, 

which are those aged 17 and below. Next is16.7% for those aged 21-25. Lastly, there is a 

minority of 26 and above respondents, which is 4.8%.  

In addition to that, another question was about their status in order to know what group of 

people the podcast would mostly be reached out to. As shown in Table 2, 90.5% of the 

respondents are still studying while 9.5% of them are working.  

 

No.  Question Yes No  Maybe 

1 Are you aware that there are 2 types of communications 

(interpersonal communication and intrapersonal 

communication)? 

66.7% 21.4% 11.9% 

2 Do you want to learn more about the types of 

communications? 

92.9% - 7.1% 

3 Are you interested in listening to a podcast about healthy 

communication from the perspective of students? 

81% 2.4% 16.7% 

Table 3. Interest Check 

 

This question asked if they had knowledge towards the 2 types of communications that 

were the main issues that were brought forward. The results show that 66.7% are aware; 

however, 21.4% are not and the remaining 11.9% are not completely sure. Next, the respondents 

were asked if they would want to learn more about the types of communications and a majority 

of 92.9% of them answered yes. While 7.1% of them were slightly interested. On top of that, 

81% of the respondents are interested in listening to a podcast that talks about healthy 

communication from the perspective of students. Though there is still a minority of 16.7% that 

answered maybe and 2.4% answered no, it can still be concluded that the main idea of the project 

piques the interest of 81% of the respondents.  
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What do you want to know about communication? 

Question Number (respondents) Percentage (%) 

How to communicate when dealing with conflicts? 24 57.1 

How to communicate within a 

friendship/relationship?  

29 69 

How to practise inner talk?  15 35.7 

How to separate heavy emotions in communicating 

conflicts? 

1 2.4 

How to communicate your feelings to others? 1 2.4 

Table 4. Topics for the Podcast 

 

The collected data above is based on what the respondents are interested in knowing 

about communication. A few topics were given to them and they could also come up with their 

own topics or ideas. The first three questions are the ideas provided and many of them were most 

interested in communication within friendship or relationship. There are also 2 people who 

inserted their own ideas, which could be incorporated into the topics that could be talked about.   

 

3.2: Podcast Demographics   

 

Below are the findings of the demographics of the podcast collected from AnchorFM, the 

website used to record the podcast. 

 

Item Percentage 

Geographic location 

                      Malaysia                                                                                                                                                                                                                                                           

                      Germany                                                                                                                                  

                      United Kingdom                                                                                                                    

                      Portugal                                                                                                                                  

                      India                                                                                                                                        

 

93%                                                                                                                                                                                                                                                              

4%                                                                                                                   

1%                                                                                                                              

1%                                                                                                                                   

1% 

Gender 

                           Female                                                                                                                                 

                           Male                                                                                                                                     

 

81.8%                                                                                                                                 

18.2% 

Age 

                            17 and below 

                            18-22                                                                                                                                       

                            23-27                                                                                                                                       

                            28-34                                                                                                                                        

                35-44                                                                             

 

1%                                                                                                                                     

73%                                                                                                                                    

13%                                                                                                                                      

9%                                                                                                                                     

4% 

Table 5. Podcast Demographics 

 

Through the data received, the geographic location of the listeners is majority from 

Malaysia (93%); and there are even small percentages from Germany with 4%; and 1% from the 

United Kingdom, Portugal and India. Based on the data, it can be concluded that Talk in Senses 

has reached to an international level. Next, females take up a majority of the listeners, which is 
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81.8% and 18.2% males. Other than that, the ages of the listeners are 17-44 years old. However, 

the most dominant listeners are 18-22 years old (73%). Next are those from the group ages of 23-

27 (13%), 28-34 (9%) and 35-44 (4%). The lowest age group are those from 0-17 years old, 

which is only 1%. That being said, it is clear that the podcast is mostly listened to by the young 

adults.  

 

4. CONCLUSION  

 

This study proved that there are existing problems of lack of knowledge in the types of 

communications, which lead to issues like miscommunication. In situations where 

misunderstandings occur, people need to learn how to communicate their feelings and reach 

mutual understanding. Hence, Talk in Senses serves as a gainful platform where people can learn 

to become better communicators. It gives people more insights in the types of communications 

that are interpersonal communication and intrapersonal communication where they can learn 

more about communication such as active listening and the importance of body language. 

While doing this project, a few recommendations and enhancements, which could be 

made to create a higher quality of output, were identified. First, some problems with the website 

used for recording were stumbled upon. It was not possible to edit out small hiccups made in the 

audio, which resulted in having to use another website to do so. This issue slowed down the 

process of uploading the podcast. So, the solution that could be made was to record the podcast 

on another platform that allowed proper editing for the audio. Next, the podcast had to be 

published on various platforms, such as Apple Music, in order to reach a bigger audience. Based 

on the observations, not everyone uses Spotify as their main listening platform. So, this should 

be done to further grow the podcast’s audience. Overall, Talk in Senses is a podcast that is 

needed to build a generation that prioritises healthy communication as it benefits not only 

themselves but also those around them.  
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