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Abstract

In the modern media landscape, voice-based advertising—particularly in radio and
television—has become increasingly significant in shaping consumer perception and
emotional engagement. Amid growing competition for visual attention, vocal elements have
emerged as powerful tools for crafting brand identity, influencing behavior, and enhancing

message retention.

This thesis explores the communicative and psychological effects of voice, timbre, and
intonation in Georgian radio and television advertising. The research focuses on how specific
vocal attributes impact audience trust, emotional resonance, and brand perception, with the

goal of developing more effective and culturally adapted advertising strategies.



To examine these dynamics, a two-phase mixed-method research design was employed.
The qualitative phase involved three focus groups (n=6), composed of radio listeners, television
viewers, and media professionals. This was followed by a quantitative phase, which included
a structured survey (n=119) assessing consumer attitudes toward voice gender, age, human
versus synthetic voices, tonal variations, and the emotional influence of vocal delivery across

various advertising contexts.

The findings indicate that vocal features used in Georgian radio and television
advertising play a crucial role in shaping audience perception. Overall, the results show that
voice gender, tonal quality, and expressive intonation significantly affect how messages are
received. Moreover, the research revealed insights that can meaningfully contribute to the

development of this field.

In conclusion, this study underscores that voice-based elements in media advertising
are not merely technical choices, but strategic communication assets. It provides a
foundational framework for marketers, creative teams, and advertisers aiming to optimize
audience engagement. In the Georgian context, where voice remains a potent instrument of
emotional and cultural connection, these findings offer a blueprint for enhancing both

advertising effectiveness and audience affinity.

Keywords: voice, timbre, intonation, radio advertising, television advertising, consumer
perception, emotional engagement, audio branding, advertising effectiveness, media

communication.
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