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INTRODUCTION

Audio advertising has always worked. Years of effectiveness data confirm that well-
crafted audio drives brand awareness, shifts perception and influences purchase
behaviour. Yet for many brands, particularly those without large production budgets,
it has remained frustratingly out of reach. The cost of hiring voice talent, booking
studio time and producing multiple versions of a single ad has historically made
audio a channel reserved for those who could afford to do it properly.

That calculation is changing rapidly. Al voice generation technology has matured to
the point where it can produce broadcast-quality audio at a fraction of the
traditional cost and in a fraction of the time. But a legitimate question has hung over
this technology since its emergence: does it actually work as well? Do listeners
respond to Al-generated voices the same way they respond to human ones? And
can Al audio deliver the commercial outcomes that justify the investment?

To answer these questions properly, Azerion partnered with independent research
consultancy d.fferentology to conduct one of the most rigorous studies to date into
the effectiveness of Al-generated audio advertising. The study surveyed 3,000
respondents across the UK, exposing them to different versions of audio ads for two
well-known retail brands, and measuring the impact on a comprehensive set of
brand and commercial metrics.

This white paper presents the key findings from that research, explores what they
mean for advertisers thinking about audio, and sets out a practical framework for
how brands can approach Al audio in a way that maximises effectiveness while
mMaintaining consumer trust.

Finding one: Al voice crossed the quality threshold

The most fundamental question this research set out to answer was a simple one: do
listeners actually notice the difference between an Al-generated voice and a human
one? And if they do notice, does it change how they respond to the ad?

The short answer is that most listeners cannot reliably tell the difference. When asked
whether the voice in the ad was human or Al-generated, only 29% of those exposed
to the Al version correctly identified it as artificial. 37% thought it was human, and 34%
were unsure. In a field test of indistinguishability, that is a striking result. The latest
generation of Al voice technology has reached a point where the majority of listeners,
in a real listening context, cannot confidently identify it as synthetic.

This matters because a great deal of the scepticism around Al audio has rested on
the assumption that listeners would hear something was off, and that this would
colour their response to the ad. The data does not support that assumption.

When respondents were asked whether the voice sounded natural and
conversational, 78% of those who heard the Al version agreed, marginally ahead of
the 75% who said the same about the human voice. On authenticity the two were
identical, both scoring 75%. On emotional connection the Al version edged ahead,
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with 62% agreeing the ad made them feel something compared to 57% for the human
equivalent.

Taken together these three measures are significant. Naturalness, authenticity and
emotional resonance are precisely the qualities that sceptics predicted Al voices would
struggle to deliver. On all three, the Al matched or beat the human benchmark. The gap
that was assumed to exist between synthetic and human voice in advertising has, for
practical purposes, closed

Finding two: creative performance is comparable, and sometimes
superior

Establishing that Al voices sound natural is necessary but not sufficient. What advertisers
ultimately care about is whether Al audio drives the same commercial outcomes as its
human equivalent. On this question, the research is equally encouraging.

Respondents were asked to rate the Al and human ads across six creative dimensions
that are well-established predictors of advertising effectiveness: attention, brand
linkage, message clarity, persuasion, likeability and distinctiveness.

Across all six measures, the Al voiceover matched or exceeded the human benchmark.
The Al ad grabbed attention at the same rate, communicated the brand clearly,
conveyed the message effectively, gave listeners a reason to choose the brand, was
liked as much and was actually rated as more distinctive than the human equivalent.

This last point deserves attention. Distinctiveness, the quality of cutting through a
cluttered environment and being remembered as different, is one of the harder things
for advertising to achieve. The fact that Al audio scored higher on this dimension
suggests that, done well, it does not sound generic or homogenised. It sounds like a
considered creative choice.

On brand KPIs, the metrics that map to actual business outcomes, the picture was
similarly positive. Both the human and neutral Al conditions produced an average brand
uplift of +3% across awareness, favourability, consideration, average perception,
intended action and recommendation. In absolute terms, the Al version delivered
marginally higher uplifts on awareness (+7% vs +5%) and perception (+4% vs 0%), while
the human version led slightly on recommendation. The overall equivalence is the key
finding: Al audio, at its current level of quality, delivers the same return on investment as
human voiceover production.

Finding three: regional accents unlock significantly greaterimpact

If the equivalence of neutral Al and human voiceover is the headline finding, the regional
accent results are the most commercially interesting discovery in the entire study.

The research tested a condition in which the standard neutral Al voice was replaced
with regionally accented versions, Geordie, Scottish, Yorkshire and Welsh, matched to the
location of the listener. The results were substantially better than either the neutral Al or
human conditions across almost every metric.
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Average brand uplift for regional Al voiceover reached +9%, compared to +3% for both
human and neutral Al. The recommendation metric, arguably the most valuable
brand outcome reflecting genuine advocacy, jumped to +33% for regional Al versus
+10% for human voiceover. Favourability showed a statistically significant uplift that
neither of the neutral conditions achieved.

The mechanism lbehind this is intuitive once you see the data. Regional accents
increase both the perceived naturalness of the voice and the relevance of the
message to the listener. An ad that sounds like it comes from your community, in your
accent, feels less like broadcast advertising and more like a relevant communication.
The psychological distance between brand and consumer is reduced.

What makes this particularly significant from a production standpoint is that this level
of localisation has historically been prohibitively expensive and logistically complex
with human voiceover. Booking four regional voice artists, recording four separate
versions of every ad and managing the trafficking of the right version to the right
audience is a significant undertaking. Al voice generation makes it straightforward. The
same script can be rendered in multiple regional accents quickly, at minimal
additional cost, and served to the appropriate audience programmatically.

For advertisers with regional footprints, retailers with stores across different parts of the
country, service brands with regionally variable propositions, or any advertiser whose
audience skews toward a particular geography, this finding represents a meaningful
opportunity to improve campaign performance without a corresponding increase in
budget.

Finding four: personalisation amplifies results, butrequires care

The third condition tested in the research was Dynamic Creative Optimisation (DCO), a
technique in which the content of the ad itself is personalised based on data about
the listener. In this case, the ad copy referenced the listener's location directly, creating
a more individualised experience than even a regionally accented voice provides.

The overall DCO results were positive, with average brand uplift reaching +6%, double
the neutral Al benchmark. Consideration showed a statistically significant uplift of +6%
and recommendation reached +19%, both substantially ahead of the human
voiceover condition.

However, the DCO findings introduce an important nuance that advertisers need to
understand. When respondents were asked about their experience of the personalised
ad, they reported both benefits and discomforts. The personalisation improved
relevance and increased interest in the brand, and the ad felt tailored to them. But a
meaningful proportion also found the experience unexpected or mildly uncomfortable.
They felt the ad used information about them they did not expect advertisers to have,
and expressed a preference for ads not to use that level of personal information.

When people encounter personalised advertising, they weigh what they are giving up,
data, privacy, a degree of control, against what they receive in return, relevance,
usefulness, value. Discomfort arises not from personalisation itself, but when the
exchange feels imbalanced, unexpected or non-consensual.
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The research illustrates this effect powerfully. Among respondents who felt the
personalisation represented a fair exchange, average brand uplift reached +24%, eight
times the neutral Al benchmark. Favourability rose by +20%, consideration by +25% and
recommendation by +57%. Among those who did not feel the exchange was fair,
results were considerably more muted.

The practical implication for advertisers is clear: DCO in audio advertising is a high-
ceiling opportunity, but execution matters enormously. Personalisation that feels
earned, where the relevance is obvious and the value to the listener is clear, delivers
dramatically better results than personalisation that feels intrusive or surveillance-like.
The goal is not simply to demonstrate that you know where the listener is, but to use
that knowledge to say something genuinely useful to them.

What this means in practice: four principles for effective Al audio

Drawing together the findings from the research, four practical principles emerge for
advertisers looking to use Al audio effectively.

Invest in voice quality first. The performance results in this research were achieved
using premium quality Al voice technology. A natural-sounding voice reduces
cognitive load, which allows the message to land. Not all Al voice tools are equal, and
cutting corners on voice quality will undermine every other element of the campaign.

Script for delivery, not just content. Human voice artists bring natural emotional
intelligence to a script. They instinctively vary pace, emphasis and tone to bring the
words to life. Al voices need these cues to be written in explicitly. Effective Al audio
scripting is a distinct skill from conventional copywriting, and campaigns that treat it
as identical will leave performance on the table.

Use regional accents wherever audience data supports it. The evidence for the
performance benefit of regional accents is strong enough that this should be a default
consideration rather than an optional extra for any campaign with geographic
dimension. The production cost argument against it has effectively been removed by
Al generation capability.

Approach DCO as a creative challenge, not just a data exercise. The difference
between DCO that delivers +6% uplift and DCO that delivers +24% uplift is not the
sophistication of the targeting. It is whether the personalisation feels relevant and fair
to the listener. Brands should invest as much thought in the creative logic of their
personalisation as in the data infrastructure that enables it.

The opportunity for advertisers

The cumulative picture from this research is one of significant opportunities for brands
willing to approach Al audio thoughtfully.

For brands that are not yet using audio advertising, the traditional barriers of
production cost, timescale and talent fees have been substantially reduced. The
research demonstrates that Al-generated audio can deliver brand uplifts comparable
to human voiceover production, which means the ROI calculation for audio advertising
has changed materially. Channels and formats that were previously cost-prohibitive
are now accessible.
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For brands already using audio, the research points to clear performance gains
available through regional versioning and personalisation. The +9% average uplift from
regional Al voiceover versus +3% for standard human production is not a marginal
improvement. It is a meaningful step change that is now achievable without a
corresponding increase in production budget.

For brands investing in programmatic audio and DCO, the research provides both
encouragement and a clear framework for doing it well. The ceiling of what DCO can
achieve, +24% average uplift among receptive audiences, is considerably higher than
most current campaigns are reaching. The path to that ceiling runs through creative
quality and consumer trust, not just data sophistication.

Conclusion

The debate about whether Al voices can match human voiceover in advertising
effectiveness has, on the basis of this research, been largely resolved. The latest
generation of Al voice technology is perceived as natural, authentic and emotionally
engaging by the maijority of listeners. It performs comparably to human voiceover on
every creative and commercial metric that matters.

More importantly, Al voice generation unlocks capabilities that human production
cannot easily replicate: regional accent versioning at scale, rapid iteration of multiple
creative variants, and dynamic personalisation that responds to listener context in real
time. When these capabilities are deployed with creative care and a genuine focus on
listener value, the performance gains are substantial.

The question for advertisers is not whether to consider Al audio, but how quickly they
want to start learning what it can do for their brand. The brands that move earliest will
build the experience, the creative knowledge and the audience understanding that
turns a promising new capability into a sustainable competitive advantage.

This white paper is based on research conducted by d.fferentology on behalf of Azerion, involving a
quantitative study of 3,000 UK respondents exposed to Al and human voiceover audio advertising for
two well known retail brands. Statistical significance is reported at the 90% confidence level.



