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Abstract 

The rapid advancement of generative artificial 

intelligence has significantly transformed the 

digital marketing landscape, with 

conversational AI and voice-based 

technologies emerging as key tools for 

consumer engagement. Voice assistants, 

chatbots, and AI-driven conversational 

interfaces are increasingly being deployed by 

businesses to deliver personalised, interactive, 

and real-time marketing experiences. These 

technologies move beyond traditional one-way 

communication models and enable dynamic, 

context-aware interactions that closely 

resemble human conversation. As a result, 

voice marketing has evolved into a strategic 

domain where brands can influence consumer 

decision-making through natural language 

interactions, emotional intelligence, and 

adaptive learning systems.2 

This paper aims to develop a conceptual 

framework to understand the role of 

conversational AI in shaping voice marketing 

strategies and enhancing consumer 

engagement. It examines how generative AI 

models, particularly large language models 

and speech recognition systems, contribute to 

 
1 MDU,Rohtak/ Research Scholar 
2 Philip Kotler, Hermawan Kartajaya & Iwan Setiawan, Marketing 5.0: Technology for Humanity (Wiley 2021). 
3 European Commission, Ethics Guidelines for Trustworthy AI (2019). 

personalised content delivery, brand-consumer 

interaction, and trust-building in digital 

environments. The study highlights the shift 

from transactional marketing approaches to 

relationship-oriented engagement facilitated by 

AI-driven conversations. 

The paper also critically analyses the 

opportunities and challenges associated with 

conversational AI in voice marketing. While 

these technologies offer advantages such as 

scalability, cost efficiency, and hyper-

personalisation, they also raise concerns 

related to data privacy, algorithmic bias, 

transparency, and consumer autonomy. The 

absence of a clear regulatory framework 

governing AI-driven marketing interactions 

further complicates their ethical and legal 

implications.3 

By synthesising existing literature from 

marketing, artificial intelligence, and consumer 

behaviour studies, this paper proposes a 

structured framework that explains how 

conversational AI systems influence 

engagement outcomes through technological, 

behavioural, and contextual dimensions. The 

study contributes to academic discourse by 

providing a holistic understanding of 
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generative AI-driven voice marketing and 

offers insights for marketers, policymakers, and 

researchers seeking to navigate this rapidly 

evolving domain. 
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Introduction 

The integration of artificial intelligence into 

marketing practices has fundamentally altered 

the way organisations communicate with 

consumers in digital environments. Among the 

most transformative developments in this 

domain is the rise of conversational AI and 

voice-based marketing technologies. 

Conversational AI refers to systems capable of 

engaging in human-like dialogue through 

natural language processing, speech 

recognition, and machine learning techniques. 

When deployed through voice assistants, smart 

speakers, and AI-powered chatbots, these 

systems enable brands to interact with 

consumers in a more intuitive, personalised, 

and continuous manner. Voice marketing, as an 

extension of digital marketing, leverages these 

conversational interfaces to deliver brand 

messages, recommendations, and services 

 
4 Philip Kotler, Hermawan Kartajaya & Iwan 
Setiawan, Marketing 5.0: Technology for Humanity 
(Wiley 2021). 

through spoken interactions rather than 

traditional text-based or visual media.4 

The growing adoption of voice-enabled devices 

such as smart speakers, smartphones, and in-car 

assistants has accelerated the relevance of 

conversational AI in marketing strategies. 

Consumers increasingly rely on voice 

commands for information search, product 

discovery, and transactional activities, thereby 

reshaping expectations of convenience and 

immediacy. Unlike conventional digital 

advertising, which often interrupts user 

experiences, voice-based interactions are 

embedded within daily routines, allowing 

brands to engage consumers in more organic 

and context-sensitive ways. This shift signals a 

movement away from mass communication 

models towards interactive and relationship-

driven engagement.5 

Generative AI has further strengthened the 

capabilities of conversational systems by 

enabling real-time content generation, adaptive 

responses, and emotionally nuanced 

interactions. Large language models and 

advanced speech synthesis technologies allow 

conversational agents to move beyond scripted 

responses and engage in dynamic dialogues that 

reflect user intent, preferences, and past 

behaviour. As a result, voice marketing is no 

longer limited to information dissemination but 

has become a mechanism for influencing 

5 Andreas Kaplan & Michael Haenlein, ‘Rulers of 
the World, Unite! The Challenges and 
Opportunities of Artificial Intelligence’ (2020) 44(1) 
Business Horizons 37. 
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consumer attitudes, building trust, and fostering 

long-term brand loyalty.6 

Despite these advantages, the deployment of 

conversational AI in marketing raises important 

conceptual, ethical, and regulatory questions. 

The increasing reliance on data-driven 

personalisation necessitates extensive data 

collection, including voice data, behavioural 

patterns, and contextual information. This 

raises concerns regarding consumer privacy, 

informed consent, data security, and 

algorithmic transparency. Moreover, the 

persuasive power of human-like AI interactions 

may blur the distinction between autonomous 

consumer choice and algorithmic influence, 

thereby challenging traditional notions of 

consumer protection and ethical marketing. 

Research Methodology 

The present study adopts a conceptual and 

doctrinal research methodology to examine the 

role of conversational artificial intelligence in 

voice marketing and to develop a structured 

framework for understanding generative AI-

driven consumer engagement. Given the 

exploratory and theory-building nature of the 

study, a conceptual approach is most 

appropriate, as it allows for the synthesis of 

interdisciplinary insights drawn from 

marketing theory, artificial intelligence 

 
6 Shintaro Okazaki, Natalia Andreu-Perez & Marta 
Campos, ‘Conversational Artificial Intelligence in 
Marketing: A Research Agenda’ (2022) 86 Journal 
of Business Research 508. 
7 Dwivedi et al., ‘Artificial Intelligence (AI): 
Multidisciplinary Perspectives on Emerging 

research, human–computer interaction, and 

consumer behaviour studies. 

The research is based entirely on secondary 

sources of data. These include peer-reviewed 

journal articles, authoritative books, industry 

reports, policy documents, and white papers 

published by international organisations and 

technology firms. Scholarly databases such as 

Scopus, Web of Science, Google Scholar, and 

SSRN have been consulted to identify relevant 

literature on conversational AI, voice assistants, 

generative AI models, and digital marketing 

engagement. Industry reports by organisations 

such as McKinsey, Deloitte, and Gartner have 

been used to contextualise academic findings 

within real-world marketing practices.7 

A systematic literature review method has been 

employed to identify, classify, and analyse 

existing studies relevant to conversational AI 

and voice marketing. The literature was 

thematically organised into key areas, including 

AI-driven personalisation, conversational 

interfaces, voice-based consumer interaction, 

engagement theory, and ethical concerns in AI-

enabled marketing. This thematic 

categorisation facilitated the identification of 

conceptual linkages and gaps in existing 

research, which informed the development of 

the proposed framework.8 

 

Challenges, Opportunities, and Agenda for 
Research’ (2021) 57 International Journal of 
Information Management 101994. 
8 McKinsey Global Institute, The State of AI in 
Marketing (2022). 
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Objectives of the Study 

The present research is undertaken with the 

objective of developing a comprehensive 

conceptual understanding of conversational AI 

and its growing significance in voice marketing 

within the broader framework of generative AI-

driven consumer engagement. As voice-based 

technologies increasingly mediate interactions 

between brands and consumers, it becomes 

necessary to systematically examine their 

functional role, strategic value, and 

implications for marketing communication. 

The objectives of the study are framed to 

address both theoretical and practical 

dimensions of this emerging domain.9 

The secondary objectives of the study are as 

follows: 

• To examine the evolution of 

conversational AI and voice marketing 

as distinct yet interrelated components 

of digital marketing communication. 

• To analyse the role of generative AI 

technologies, particularly natural 

language processing and speech-based 

interfaces, in facilitating personalised 

and interactive consumer engagement. 

• To identify key engagement outcomes 

associated with conversational AI-

driven voice marketing, including trust, 

satisfaction, emotional connection, and 

brand loyalty. 

• To assess the strategic advantages of 

voice-based conversational systems for 

 
9 Deloitte, AI-Driven Customer Engagement Report 
(2021). 

marketers in terms of scalability, real-

time responsiveness, and customer 

experience enhancement. 

• To critically evaluate the ethical, legal, 

and regulatory concerns arising from 

the use of conversational AI in voice 

marketing, particularly with respect to 

data privacy, consent, transparency, 

and algorithmic influence. 

• To contribute to existing academic 

literature by addressing conceptual 

gaps in the understanding of AI-

mediated voice interactions as 

marketing engagement mechanisms. 

By addressing these objectives, the study aims 

to move beyond descriptive accounts of AI 

adoption and provide a structured theoretical 

foundation for analysing conversational AI as a 

transformative force in voice marketing. The 

objectives also serve as a guiding framework 

for subsequent sections of the paper, ensuring 

coherence between the literature review, 

conceptual analysis, and proposed framework. 

Hypothesis 

Based on the objectives and conceptual 

orientation of the study, the research proceeds 

on the basis of the following hypotheses. These 

hypotheses are framed to examine the 

relationship between conversational AI 

capabilities, voice-based marketing 

interactions, and consumer engagement 

outcomes in the context of generative artificial 

intelligence. 
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H₁: The use of conversational AI in voice 

marketing has a positive and significant impact 

on consumer engagement by enabling 

personalised, real-time, and interactive brand–

consumer communication. 

H₂: Generative AI-driven conversational 

systems enhance consumer trust and 

satisfaction by producing context-aware, 

human-like responses that reduce perceived 

interactional friction. 

H₃: Voice-based conversational marketing 

influences consumer decision-making more 

effectively than traditional text-based digital 

marketing due to its immersive and intuitive 

nature. 

These hypotheses guide the analytical 

discussion in subsequent sections of the paper 

and provide a structured basis for examining 

how generative AI-driven conversational 

technologies reshape engagement dynamics in 

contemporary digital marketing. Rather than 

being empirically tested through primary data, 

the hypotheses are evaluated through critical 

engagement with existing theoretical models, 

empirical findings from prior studies, and 

normative assessments of AI-enabled 

marketing practices. 

Literature Review 

The literature on conversational artificial 

intelligence and voice-based marketing 

reflects a growing interdisciplinary 

engagement with the transformation of digital 

consumer interaction. Existing scholarship 

spans marketing theory, artificial intelligence, 

human–computer interaction, and data ethics, 

collectively examining how conversational 

systems reshape engagement, persuasion, and 

decision-making in digital environments. While 

early studies focused on automation and 

efficiency, recent literature increasingly 

recognises conversational AI as a relational and 

communicative technology that alters the 

nature of brand–consumer interaction. A 

significant strand of this literature examines 

the role of generative AI in enabling 

personalised, adaptive, and human-like 

engagement through voice interfaces. 

Books 

Kotler, Kartajaya & Setiawan, Marketing 

5.0: Technology for Humanity, Kotler and his 

co-authors conceptualise the evolution of 

marketing in response to advanced digital 

technologies, positioning artificial intelligence 

as a tool for enhancing human-centric 

engagement. The book introduces the idea of 

technology-assisted empathy, where AI enables 

personalised and meaningful consumer 

interactions. While the work provides a 

strategic foundation for understanding AI-

enabled marketing, its discussion of 

conversational AI and voice marketing remains 

largely conceptual, with limited critical 
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engagement with ethical risks and regulatory 

implications.10 

McStay, Emotional AI: The Rise of Empathic 

Media, McStay offers a critical examination of 

emotionally responsive AI systems, including 

voice-based interfaces, focusing on their 

capacity to detect and influence human 

emotions. The book is particularly relevant to 

voice marketing, as it highlights how emotional 

data and affective computing can be leveraged 

for persuasive communication. McStay’s work 

contributes a normative critique, cautioning 

against the commercial exploitation of 

emotional intelligence, though it does not 

specifically situate voice marketing within 

consumer engagement theory.11 

Kaplan & Haenlein, Artificial Intelligence, 

Business and Civilization, This work situates 

conversational AI within broader socio-

economic and organisational transformations 

driven by artificial intelligence. The authors 

discuss conversational agents as key interfaces 

between businesses and users, emphasising 

scalability and efficiency. However, the 

analysis prioritises managerial benefits over 

consumer-centric and ethical considerations, 

leaving gaps in understanding the long-term 

 
10 Philip Kotler, Hermawan Kartajaya & Iwan 
Setiawan, Marketing 5.0: Technology for Humanity 
(Wiley 2021). 
11 Andrew McStay, Emotional AI: The Rise of 
Empathic Media (Sage 2018). 
12 Andreas M. Kaplan & Michael Haenlein, Artificial 
Intelligence, Business and Civilization (Edward 
Elgar 2022). 

implications of AI-mediated voice 

engagement.12 

Journal Articles 

Okazaki & Andreu-Perez, “Conversational 

Agents in Marketing: A Research Agenda.” 

This article is foundational in framing 

conversational AI as a distinct marketing 

interface rather than a mere customer service 

tool. The authors identify dialogue quality, 

anthropomorphism, and interaction design as 

critical determinants of engagement. While the 

article sets a strong research agenda, it 

primarily focuses on text-based agents and 

offers limited analysis of voice-specific 

dynamics and generative AI capabilities.13 

Huang & Rust, “Artificial Intelligence in 

Service.” 

Huang and Rust examine AI’s role in service 

interactions, categorising AI functions into 

mechanical, thinking, and feeling intelligence. 

Their framework is particularly relevant for 

analysing voice-based conversational systems 

that integrate emotional and cognitive 

capabilities. However, the study treats 

marketing engagement as a secondary outcome 

and does not fully explore the persuasive 

implications of AI-driven voice interactions.14 

13 Shintaro Okazaki & Natalia Andreu-Perez, 
‘Conversational Agents in Marketing: A Research 
Agenda’ (2021) 34 Journal of Interactive Marketing 
1. 
14 Ming-Hui Huang & Roland T. Rust, ‘Artificial 
Intelligence in Service’ (2018) 82 Journal of Service 
Research 155. 
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Dwivedi et al., “Artificial Intelligence (AI): 

Multidisciplinary Perspectives.” 

This comprehensive review synthesises AI 

research across disciplines, including 

marketing and consumer behaviour. The 

authors acknowledge conversational AI as a 

key driver of personalised engagement but note 

unresolved challenges related to transparency, 

bias, and consumer trust. While broad in scope, 

the article underscores the need for conceptual 

frameworks that integrate technological and 

ethical dimensions an area still underdeveloped 

in voice marketing literature.15 

Hoffman & Novak, “Consumer and Object 

Experience in the Internet of Things.” 

Hoffman and Novak explore how non-human 

agents, including voice assistants, function as 

interactive objects within consumer 

environments. Their analysis of engagement as 

a relational experience provides theoretical 

grounding for voice marketing. However, the 

study does not explicitly address generative AI 

or the evolving sophistication of conversational 

systems.16 

Reports and Institutional Studies 

European Commission, Ethics Guidelines for 

Trustworthy AI, The Guidelines establish 

principles such as transparency, accountability, 

and human oversight, which are directly 

relevant to conversational AI and voice 

 
15 Yogesh K. Dwivedi et al., ‘Artificial Intelligence 
(AI): Multidisciplinary Perspectives’ (2021) 57 
International Journal of Information Management 
101994. 
16 Donna L. Hoffman & Thomas P. Novak, 
‘Consumer and Object Experience in the Internet 

marketing. While not marketing-specific, the 

document provides an essential normative 

framework for evaluating ethical risks 

associated with AI-driven consumer 

engagement.17 

McKinsey Global Institute, The State of AI in 

Marketing, This report provides industry-level 

insights into AI adoption in marketing, 

highlighting conversational and voice-based 

interfaces as emerging engagement tools. While 

useful in demonstrating practical relevance and 

scalability, the report adopts a predominantly 

managerial perspective and lacks critical 

engagement with consumer autonomy and 

regulatory challenges. 

Role of Generative AI in Voice Marketing 

Generative artificial intelligence has emerged 

as a foundational technology reshaping the 

operational and strategic dimensions of voice 

marketing. Unlike traditional AI systems that 

rely on predefined rules or limited response 

sets, generative AI models are capable of 

producing original, contextually relevant, and 

adaptive outputs in real time. In the context of 

voice marketing, this capability enables 

conversational systems to move beyond 

transactional interactions and engage 

consumers in meaningful, personalised 

dialogues that resemble human communication. 

of Things’ (2018) 27 Journal of Consumer Research 
1. 
17 European Commission, Ethics Guidelines for 
Trustworthy AI (2019). 
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At the core of generative AI-driven voice 

marketing is the integration of large language 

models (LLMs) with speech recognition and 

speech synthesis technologies. LLMs enable 

conversational agents to interpret user intent, 

manage dialogue flow, and generate coherent 

responses across diverse conversational 

contexts. This allows voice assistants to tailor 

marketing messages based on individual 

preferences, prior interactions, and situational 

cues. As a result, brands can deliver hyper-

personalised recommendations, product 

information, and support services through 

natural voice interactions, enhancing perceived 

relevance and usefulness. 

Generative AI also plays a critical role in 

adaptive learning and continuous improvement 

of voice marketing systems. By analysing 

historical interaction data, these systems refine 

their conversational strategies over time, 

adjusting tone, content, and response structure 

to better align with user expectations. This 

adaptive capability contributes to improved 

conversational quality, reduced interactional 

friction, and increased user satisfaction. From a 

marketing perspective, such learning-driven 

optimisation enables more effective 

engagement without constant human 

intervention. 

Another significant contribution of generative 

AI lies in its ability to support emotional and 

contextual intelligence. Advanced generative 

 
18 Dwivedi et al., ‘Artificial Intelligence (AI): 
Multidisciplinary Perspectives on Emerging 
Challenges, Opportunities, and Agenda for 

models can incorporate sentiment analysis and 

contextual awareness to respond empathetically 

to user emotions, thereby fostering trust and 

emotional connection. Voice-based 

interactions, when enhanced with emotionally 

attuned responses, can create a sense of 

companionship and brand warmth that is 

difficult to achieve through text-based 

channels. This emotional dimension is 

particularly important in voice marketing, 

where tone, pacing, and language choice 

significantly influence consumer perceptions.18 

Ethical and Regulatory Challenges in 

Conversational AI–Driven Voice Marketing 

The increasing deployment of conversational 

AI and generative voice technologies in 

marketing raises complex ethical and 

regulatory concerns that extend beyond 

technical performance and commercial 

efficiency. Voice marketing operates in 

intimate and often private contexts, such as 

homes, personal devices, and in-car systems, 

which intensifies the ethical responsibilities of 

organisations using AI-driven conversational 

systems. As these technologies become more 

human-like and persuasive, questions of 

consumer autonomy, privacy, transparency, 

and accountability assume critical importance. 

One of the most significant ethical challenges 

in voice marketing relates to data privacy and 

consent. Conversational AI systems rely 

heavily on continuous data collection, 

Research’ (2021) 57 International Journal of 
Information Management 101994. 
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including voice recordings, interaction 

histories, behavioural patterns, and contextual 

information. Voice data is particularly 

sensitive, as it can reveal personal identity, 

emotional states, and even health or location-

related information. In many cases, consumers 

may not be fully aware of the extent to which 

their data is collected, stored, or processed for 

marketing purposes. The passive and seamless 

nature of voice interactions further complicates 

informed consent, raising concerns about 

whether users genuinely understand and agree 

to data usage practices.19 

Transparency and explainability represent 

another major ethical concern. Generative AI-

driven conversational systems often function as 

“black boxes,” making it difficult for 

consumers to understand how responses are 

generated or why specific recommendations are 

offered. In marketing contexts, this opacity can 

undermine trust, particularly when AI systems 

influence purchasing decisions. Ethical 

marketing requires that consumers are able to 

distinguish between neutral information and 

persuasive content. However, conversational 

AI blurs this distinction by embedding 

marketing messages within seemingly natural 

and helpful dialogue. 

Another ethical concern arises from the 

persuasive power and emotional influence of 

conversational AI. Voice interactions, 

enhanced by emotional intelligence and human-

like cues, can create a sense of trust and 

 
19 Huang & Rust, ‘Artificial Intelligence in Service’ 
(2018) 82 Journal of Service Research 155. 

companionship between users and AI systems. 

While this can improve engagement, it also 

raises concerns about manipulation and undue 

influence. Consumers may attribute human 

qualities or authority to AI agents, leading them 

to place excessive trust in recommendations or 

marketing messages. This challenges 

traditional notions of consumer autonomy and 

informed decision-making. 

From a regulatory perspective, the governance 

of conversational AI in voice marketing 

remains fragmented and evolving. Data 

protection frameworks such as the General Data 

Protection Regulation (GDPR) and emerging 

AI governance guidelines emphasise principles 

of consent, accountability, and transparency. 

However, these frameworks often struggle to 

keep pace with the rapid development of 

generative AI technologies. In many 

jurisdictions, there is a lack of sector-specific 

regulations addressing AI-driven marketing 

communication, creating uncertainty for both 

consumers and businesses. 

Impact of Conversational AI–Driven Voice 

Marketing on Consumer Engagement 

Conversational AI has significantly reshaped 

the nature and intensity of consumer 

engagement in digital marketing, particularly 

through voice-based interactions. Unlike 

traditional digital channels that rely on visual 

stimuli and passive content consumption, voice 

marketing introduces an interactive, dialogic, 

and immersive mode of communication. By 
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leveraging generative AI, conversational 

systems are capable of sustaining meaningful 

interactions that influence how consumers 

perceive, evaluate, and relate to brands over 

time. 

From a cognitive engagement perspective, 

conversational AI-driven voice marketing 

enhances information processing by delivering 

concise, contextually relevant, and on-demand 

responses. Voice interactions reduce cognitive 

load by allowing consumers to access 

information without navigating complex 

interfaces or visual clutter. Generative AI 

enables these systems to adapt explanations and 

recommendations to individual user needs, 

thereby increasing perceived usefulness and 

comprehension. As a result, consumers are 

more likely to remain attentive and mentally 

involved during voice-based brand 

interactions.20 

Emotional engagement is particularly 

pronounced in voice marketing due to the 

human-like qualities of speech. Tone, pacing, 

and conversational cues contribute to a sense of 

warmth and social presence that text-based 

interfaces often fail to achieve. Generative AI 

enhances this emotional dimension by enabling 

empathetic responses that reflect user sentiment 

and contextual cues. Research suggests that 

emotionally intelligent voice interactions foster 

trust, enjoyment, and perceived relational 

 
20 Donna L. Hoffman & Thomas P. Novak, 
‘Consumer and Object Experience in the Internet 

closeness, all of which are critical drivers of 

long-term engagement and brand attachment. 

In terms of behavioural engagement, 

conversational AI-driven voice marketing 

influences observable consumer actions such as 

repeat interactions, purchase intention, and 

brand advocacy. Voice assistants that provide 

timely reminders, personalised 

recommendations, and seamless transactional 

support can integrate brand interactions into 

consumers’ daily routines. This habitual 

engagement strengthens brand salience and 

increases the likelihood of favourable 

behavioural outcomes. Moreover, the hands-

free and frictionless nature of voice interactions 

lowers barriers to engagement, encouraging 

more frequent and sustained use. 

The personalisation capabilities of generative 

AI play a central role in amplifying engagement 

across these dimensions. By learning from prior 

interactions, conversational systems can 

anticipate user preferences and tailor responses 

accordingly. Personalised voice interactions 

enhance perceived relevance and reduce 

feelings of information overload, thereby 

increasing satisfaction and loyalty. However, 

excessive personalisation without adequate 

transparency may also trigger privacy concerns, 

highlighting the need for balanced 

implementation. 

Conversational AI also contributes to 

engagement continuity, enabling brands to 

of Things’ (2018) 27 Journal of Consumer Research 
1. 
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maintain consistent communication across 

multiple touchpoints. Voice marketing systems 

integrated with other digital channels allow 

consumers to transition seamlessly between 

interactions, reinforcing engagement across the 

customer journey. This continuity supports 

relationship-building by ensuring that brand 

interactions remain coherent and responsive 

over time. 

Despite these benefits, the impact of 

conversational AI on consumer engagement is 

not uniformly positive. Factors such as 

inaccurate responses, lack of contextual 

sensitivity, or perceived manipulation can 

undermine trust and disengage users. Cultural 

differences, technological literacy, and 

situational context further influence 

engagement outcomes. Therefore, effective 

voice marketing requires careful design, 

continuous monitoring, and ethical oversight.21 

Overall, conversational AI-driven voice 

marketing has a profound impact on consumer 

engagement by enhancing cognitive 

involvement, emotional connection, and 

behavioural participation. When implemented 

responsibly, these systems offer a powerful 

means of fostering meaningful and sustained 

brand–consumer relationships in the digital 

age. 

 

 
21 Shintaro Okazaki, Natalia Andreu-Perez & Marta 
Campos, ‘Conversational Artificial Intelligence in 
Marketing’ (2022) 86 Journal of Business Research 
508. 

Managerial and Practical Implications 

The growing adoption of conversational AI and 

generative voice technologies presents 

significant managerial and practical 

implications for organisations seeking to 

enhance consumer engagement through voice 

marketing. As voice-based interactions become 

increasingly integrated into everyday consumer 

experiences, managers must rethink traditional 

marketing strategies and adopt a more 

interaction-centric and ethically grounded 

approach to digital communication.22 

From a strategic marketing perspective, 

conversational AI enables organisations to shift 

from campaign-based communication to 

continuous engagement models. Voice 

marketing allows brands to maintain an 

ongoing presence in consumers’ daily routines 

through personalised reminders, 

recommendations, and support services. 

Managers must therefore focus on designing 

conversational strategies that prioritise long-

term relationship building rather than short-

term promotional gains. Aligning 

conversational tone, language, and 

responsiveness with brand identity is essential 

to ensure consistency and authenticity in voice-

based interactions. 

Personalisation and customer experience 

management represent another key implication. 

Generative AI allows marketers to deliver 

highly tailored voice interactions based on 

22 Thomas H. Davenport & Rajeev Ronanki, 
‘Artificial Intelligence for the Real World’ (2018) 
96(1) Harvard Business Review 108. 
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consumer preferences, past behaviour, and 

contextual factors. While personalisation 

enhances relevance and satisfaction, managers 

must balance it with transparency and user 

control to avoid perceptions of intrusion. Clear 

communication regarding data usage, opt-in 

mechanisms, and customisation settings can 

help build trust and sustain engagement. 

Ethical governance and compliance constitute a 

critical managerial responsibility. Given the 

persuasive and intimate nature of voice 

interactions, organisations must adopt ethical-

by-design principles when implementing 

conversational AI. This includes transparent 

disclosure of AI involvement, safeguards 

against manipulative practices, and 

mechanisms for user feedback and redress. 

Adherence to data protection laws and 

emerging AI governance frameworks is 

essential to mitigate legal risks and maintain 

consumer trust.23 

Limitations and Future Research Directions 

While the present study provides a 

comprehensive conceptual analysis of 

conversational AI and voice marketing within 

the framework of generative AI-driven 

engagement, it is subject to certain limitations 

that must be acknowledged. Recognising these 

limitations is essential for contextualising the 

 
23 Dwivedi et al., ‘Artificial Intelligence (AI): 
Multidisciplinary Perspectives on Emerging 
Challenges, Opportunities, and Agenda for 
Research’ (2021) 57 International Journal of 
Information Management 101994. 

findings and for identifying avenues for future 

research in this evolving field.24 

One of the primary limitations of the study is its 

conceptual and non-empirical nature. The 

research relies exclusively on secondary 

sources and existing empirical studies to 

develop the proposed framework. Although this 

approach is appropriate for theory-building and 

exploratory analysis, it does not involve 

primary data collection or empirical testing of 

the proposed relationships. As a result, the 

framework remains illustrative rather than 

predictive. Future studies could empirically 

validate the framework through surveys, 

experiments, or longitudinal studies examining 

consumer interactions with voice-based 

conversational systems. 

Another limitation relates to the rapidly 

evolving nature of generative AI technologies. 

Conversational AI systems, particularly those 

powered by large language models, are 

advancing at a pace that often outstrips 

academic research and regulatory responses. 

The findings of this study are therefore situated 

within the current technological context and 

may require periodic reassessment as new 

capabilities, applications, and risks emerge. 

Future research should continuously update 

theoretical models to reflect technological 

24 Philip Kotler, Hermawan Kartajaya & Iwan 
Setiawan, Marketing 5.0: Technology for Humanity 
(Wiley 2021). 
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advancements and changing consumer 

expectations. 

The study also adopts a broad and generalised 

perspective on voice marketing without 

focusing on specific industries or demographic 

segments. Consumer responses to 

conversational AI may vary significantly across 

sectors such as healthcare, finance, retail, and 

entertainment, each of which involves different 

levels of trust, risk, and regulatory oversight. 

Similarly, age, cultural background, and 

technological literacy may influence consumer 

engagement with voice-based systems. Future 

research could adopt sector-specific or 

demographic-focused approaches to generate 

more nuanced insights. 

Conclusion 

The rapid integration of conversational 

artificial intelligence and generative AI into 

voice-based marketing represents a 

fundamental shift in the way brands engage 

with consumers in digital environments. This 

paper set out to develop a conceptual 

framework that explains how conversational 

AI-driven voice marketing operates as an 

engagement mechanism, moving beyond 

traditional, one-way promotional 

communication toward interactive, 

personalised, and relationship-oriented 

exchanges. 

The analysis demonstrates that conversational 

AI, when powered by generative AI 

technologies, significantly enhances the depth 

and quality of brand–consumer interactions. 

Through natural language processing, adaptive 

learning, and emotionally attuned responses, 

voice-based conversational systems enable 

real-time, context-aware engagement that 

strengthens cognitive, emotional, and 

behavioural dimensions of consumer 

involvement. Unlike text-based digital 

marketing, voice interactions introduce 

intimacy, immediacy, and human-like 

presence, thereby reshaping consumer 

expectations of convenience, responsiveness, 

and personal relevance. 

The proposed conceptual framework highlights 

that effective voice marketing engagement 

emerges from the interaction between 

technological enablers, conversational 

dynamics, and consumer psychology, all of 

which are moderated by ethical, regulatory, and 

contextual factors. Generative AI amplifies the 

persuasive and relational potential of 

conversational systems, but this power also 

raises serious concerns regarding privacy, 

transparency, algorithmic bias, and consumer 

autonomy. The study underscores that 

engagement outcomes cannot be sustained in 

the absence of trust, which is contingent upon 

responsible data practices, ethical design, and 

regulatory compliance. 

From a managerial perspective, the findings 

suggest that conversational AI should be 

viewed not merely as an efficiency-enhancing 

tool but as a strategic communication interface 

that requires careful design, governance, and 

alignment with brand values. The success of 

voice marketing initiatives depends on 
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balancing personalisation with user control, 

automation with human oversight, and 

innovation with ethical responsibility. 
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