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Abstract

This article’s primary goal is to examine audiobooks as a context through which the interaction between human and Synthesized
Voice generated by Al has become socially meaningful. More broadly, this study approaches audiobooks as a communicative
process in which meaning is not transmitted but constructed through interaction between human listeners and technological
agents. The new researches indicates that the audiobooks in social-technical context created new interaction between human
listeners, making the Al-generated voice socially meaningful. While audiobooks have traditionally been treated as a convenience-
based extension of print reading, Recent developments in AIGC have transformed audiobooks into a context in which listeners
engage not only with narrative content but also with synthetic voice as a socially interpretable entity. This shift is making Al
generated audiobook narration to be fundamentally experiential. Unlike traditional audiobooks, which voice is perceived as an
actor. In other words, artificial intelligence-synthesized sound is a symbol of social significance. In the context of audiobooks,
it interacts deeply with people, shapes people’s cognition as part of people’s daily life. In this context, speech synthesis functions
as a media technology that participates in an actor network with listeners, whereby human and technological agents reciprocally
influence one another and collaboratively produce social significance. This paper makes three key contributions. First, it
reconceptualizes audiobooks as sociotechnical interaction sites rather than passive media formats, highlighting the active role of
synthetic voice in shaping user experience. Second, it integrates CASA and ANT to provide a multi-level theoretical framework
that explains synthetic voice as both a perceived social actor and a networked actor. Third, it proposes a four-stage mechanism
model that specifies how social meaning is constructed through interaction with Al-generated narration.
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1. Introduction

Existing research has primarily examined audiobooks in individual level. However, these approaches tend to overlook
terms of usability, accessibility, and narrative engagement, of- how synthetic voice operates as part of a broader sociotech-
ten treating voice as a functional component of content deliv- nical system in which meaning is co-constructed through in-
ery. Similarly, studies on synthetic voice have largely focused  teraction. This paper addresses this gap by shifting the analyt-
on perception, evaluation, and human—Al interaction at the ical focus from isolated perception to relational processes,
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emphasizing how synthetic voice acquires social significance
through ongoing interaction within audiobook contexts.
Therefore, this paper asks how Al-generated synthetic voices
in audiobooks acquire social meaning through interaction with
listeners within sociotechnical contexts.

2. Literature Review

2.1. Audiobooks as a Listening Context

From a communication perspective, audiobooks can be un-
derstood not simply as media formats but as sites of mediated
interaction where meaning emerges through interpretation and
engagement. Audiobooks are typically defined as an elec-
tronic book format that is listened to instead of being read in
the traditional sense. [1] It recorded readings of written texts
intended for listening instead of visual reading. Under the con-
text of studies of digital consumption and technology, audio-
books were given a broader definition of recordings of books
or magazines. Audiobooks in the current day have been com-
monly applied in streaming platforms, audiobook apps, and
mobile listening.

Primarily, audiobooks serve as a role of a writing- storage
device that includes an audio dimension with phonetic script.
[2] Rather than simply an alternation of reading format, audi-
obooks also function as a distinct media form structured by
vocal performance, sound design and auditory temporality. [1]
The distinctive traits of audiobooks make an audiobook a
book author, a professional actor, an amateur, or a synthetic
voice. [3] Given the complex role of audiobook voices, the
narrator's voice performance also affects message delivery.
An expressive narrator capable of conveying subtle emotional
shifts creates an immersive listening experience for users. [1]
Therefore, the shift from real humans to Al-generated narra-
tors introduces new questions about how synthetic voices
shape listeners’ perception, emotional engagement, and inter-
pretation of narrative content.

Traditionally, audiobook voices rely on professional voice
actors or author narrations, but the rise of Al allows synthetic
voices to become a new option for audiobook designers. [3]
The developments of AI’s text- to- speech system allow plat-
forms to automatically generate narration immediately. Com-
pared to the traditional narrations, synthetic voices saved a
significant amount of time and production costs. The effi-
ciency advantage of Al-generated content allows synthetic
voices to be increasingly integrated into audiobook ecosys-
tems. The integration of AIGC-synthesized voices into audio-
book platforms further shifts people’s perceptions of audio-
book voices. [4] When consuming Al-generated narration
from an audiobook, users encounter synthetic voices as agents
delivering text content. This shift makes the characteristics of
the voice itself an important object of analysis, as listeners do
not simply process the linguistic content but also interpret the
social cues embedded in vocal signals.
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2.2. Voice as Social Signal

Voice has been proven to be a socially meaningful commu-
nicative channel rather than a neutral carrier of linguistic in-
formation. In Belin’s work Thinking the Voice: Neural corre-
lates of voice perception, human voices are processed by spe-
cialized neural mechanisms, forming ‘auditory face’, that al-
lows us to recognize individuals and emotional states. [5] Sim-
ilar to how people infer from the traits on face, listeners gen-
erate personality impressions from voices. [6] In other words,
listeners rapidly form impressions about speakers after hear-
ing minimal vocal input, while also convey emptions and so-
cial intention based on the message the listener perceived. [7]
This observation indicates that acoustic cues such as pitch,
tone, and rhythm function as powerful signals in social judg-
ment. [§]

Beyond formulating social impressions, voice also turns
impressions into broader social meaning. According to the re-
search from Nass and Brave, voice as a channel during com-
munication can deliver personality, emotion, identity, and in-
tention, whereas people infer gender, personality traits, and
trustworthiness through voice only. [4] In addition, emotional
vocal expressions also play a crucial role in the interactive
communication between the audience and the voice. When
visual cues are absent, individuals rely heavily on vocal sig-
nals to infer emotional states, identity, and communicative in-
tent. [9] This demonstrates that voice itself carries social
meaning independent of semantic content, which allows lis-
teners to recognize affective cues. In addition to conveying
affect, vocal characteristics influence how listeners evaluate
speakers. Research shows that pitch, timbre, and speech
rhythm significantly affect perceptions of warmth, compe-
tence, and trustworthiness. [10]

2.3. CASA Framework

Given that voices carry social meaning, questions arise
when such vocal cues apply to synthesized voices generated
by Al In fact, the social significance of voice becomes partic-
ularly important in the context of synthetic speech technolo-
gies. Firstly, do people respond to the voices socially although
the voices come from a non-human source. Theoretical per-
spective has explained this. According the theory of Comput-
ers Are Social Actors (CASA), not only do machine voices
deliver social messages to audiences, but people also respond
socially to machine voices. The Computers Are Social Actors
(CASA) paradigm proposes that people respond to media
technologies using the same social rules they apply to human
interaction. [11] Therefore, when humans interact with com-
puters, people often respond socially to media technologies
with human-like cues. The sounds in audiobooks are synthe-
sized by artificial intelligence technology and are a kind of
nonhuman source. [12] Rather than consciously deciding to
anthropomorphize machines, users often automatically apply
social scripts when interacting with technological systems.
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The reaction users make to the computer comes from instinc-
tive social habits. This effect has been demonstrated across
numerous contexts, including computers, virtual agents, and
conversational interfaces. Thus, users tend to attribute person-
ality, politeness, and intentionality to media systems even
when they know these systems lack human consciousness.
Though the CASA theory can be applied broadly to multi-
ple media technologies, different modalities function differ-
ently. Among these cues, voice is particularly powerful. Con-
sidering voice’s special characteristic of delivering emotion,
identity and intention in its communication channel, voice in-
tegrates affective and social information that triggers interper-
sonal interpretation. Voice is perceived not only as a carrier of
content but also as an expression of a speaking subject. There-
fore, applying the theory to the context of synthetic voices,
voice characteristics function as social cues that evoke audi-
ences’ perceptions of personality, emotion and intentionality.
[4, 11] Even though the voices were generated by machines,
they retain their functions of activating social meanings using
the social cues it carries. As a result, listeners would naturally
interpret the synthesized voices in social and relational terms.
In this sense, machine-generated voices can still become the
communicative agent when narrating audiobooks’ scripts.

2.4. ANT Framework

A related theory known as ANT theory further explains
why this phenomenon occurs. The ANT theory refers to Ac-
tor- Network theory, which primarily conceptualizes society
as a heterogeneous network composed of both human and
nonhuman actors, including technologies, artifacts, and infra-
structures. [13, 14] The theory argues that society is not only
constructed by human beings, but also by networks. The net-
work includes human, technology, media, and texts, which
can be concluded in a word: “actors”. To conclude, anything
that could shape behaviors and perceptions can be defined as
actors, and actors will reconstruct societal relationships.

Therefore, synthesized voices also serve as the role of an actor.

Within this framework, technological objects are not merely
instruments used by humans. Instead, they participate in social
action by stabilizing relationships, mediating interactions, and
shaping communicative practices. ANT, therefore, shifts ana-
lytical attention from isolated individuals to relational net-
works in which agency emerges through connections among
actors.

From an ANT standpoint, actors do not possess intrinsic
agency independent of context. Agency is relational and dis-
tributed across networks. [13] Technologies can thus function
as what Latour terms “quasi-objects”, which can be defined as
entities that gain social force through their participation in net-
works of practice. In this context, technologies mediate how
social meaning is constructed during communication. As the
theory has proven technologies participate in social action,
there are three ways actors act. The first one is mediation, as
summarized by Latour, is the “intermediary transports
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meaning without transformation, while a mediator transforms,
translates, and modifies what it carries.” [13] In other words,
technologies mediate how communication is structured by
shaping how information produces its own meaning and how
the meaning being interpreted. The second one is stabilization.
The technologies also stabilized the communication pattern.
According to Law’s work Notes on the theory of the actor-
network: Ordering, strategy, and heterogeneity, networks do
not exist naturally; instead, the network was stabilized through
constant repeat on communication patterns. [15] Taking syn-
thesized voices as an example, when the same type of Al nar-
ration is repeatedly using, audiences would form a stabilized
mode of listening, emotional expectation and narrative inter-
pretation. Therefore, this also makes ANT theory is relevant
for Al-generated voices, since Al-generated voices’ perceived
agency emerges through interaction with listeners, platform
infrastructures, and narrative contexts. Lastly, translation also
provides a crucial lens for understanding how nonhuman ac-
tors participate in social process. In the context of ANT theory,
translation can be understood as actors within a network trans-
forming and reconfiguring relations among other actors. [14]
The translation process helps connections to be established,
and helps interaction to be reorganized, such that identities
and relationships of actors are continuously negotiated within
the network.

2.5. Integration

Integrating CASA and ANT allows for a multi-level expla-
nation of how synthetic voice acquires social meaning. Build-
ing on this integrated theoretical perspective, a process-ori-
ented model is needed to explain how social meaning is grad-
ually constructed through interaction. While CASA accounts
for the cognitive and perceptual processes through which lis-
teners respond socially to human-like vocal cues, ANT ex-
tends this perspective by situating synthetic voice within a
broader network of relations involving listeners, platforms,
and narrative structures. This integration highlights that the
social significance of synthetic voice is neither purely psycho-
logical nor purely technological. Instead, it emerges through
the dynamic interaction between human perception and soci-
otechnical networks, where meaning is continuously negoti-
ated and stabilized.

3. Theoretical Model / Mechanism

To further specify how synthetic voice becomes socially
meaningful, this paper proposes a four-stage mechanism of
social meaning construction. Rather than treating user re-
sponse as a single process, this model conceptualizes interac-
tion with synthetic voice as a layered and cumulative progres-
sion, in which perception, interpretation, and behavior are
gradually shaped through ongoing engagement. These stages
are sequential and cumulative, with each stage building upon
the previous one to shape increasingly complex forms of
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social meaning.

3.1. Affective Perception

The process begins with the perception of vocal cues and
initial affective responses. Regarding technology’s influence
on humans, this process is evident in four aspects. The first
aspect concerns affective response. When listening to audio-
books, audiences rely heavily on vocal cues and make affec-
tive and evaluative judgments based on vocal characteristics,
which in turn shape varying levels of perceived intimacy and
trust toward the voice. [7, 16] This process begins with the
perception of vocal cues and serves as a medium that carries
emotional and interpersonal messages. On the other hand, lis-
teners are still able to infer affective states even with the ab-
sence of visual cues, indicating that voice is a powerful chan-
nel in interpreting communication messages. During the per-
ception of voice, listeners infer affective state and personal at-
titude toward the voice, which further translates into evalua-
tion. The evaluation of voice reshaped the audience’s attitude
to voice as well. The voice under the audience’s personal eval-
uation is no longer experienced as a neutral technology, but
begins to take on qualities of a socially present entity. As men-
tioned earlier, the CASA theory indicates that audiences treat
computer-generated media exhibiting human-like traits as hu-
man agents. Once the voice successfully formed social entity,
meaning that it is socially becoming more similar to a real hu-
man. Thus, there will also be an interpersonal connection be-
ing built between the listener and the voice. This engagement
also enhances immersion, since there is a stronger emotional
resonance with the voice deepened in listener’s perception,
which further raise listeners’ involvement in the audiobook
content and strength the experiential connection with the nar-
rative. [17] The voice, overall, triggers a multiple-stage pro-
cess, which is from simple perception to affect, then shaping
one’s evaluation of the message, and lastly enhances the audi-
ence’s immersive experience when listening to audiobooks.

3.2. Interpretive Engagement

Beyond simply precepting the voice, listeners integrate
their interpretation of narrative content with their imagination
of the voice, through which sound functions as a crucial me-
diating channel for meaning-making that creates imagination
constructed experience. The voice actively shapes the voice’s
implication by guiding attention, pacing interpretation and
framing emotional tone. [1] In this sense, Listeners integrate
their interpretation of narrative content with their own imagi-
nation on the synthesized voice, making voices function as a
crucial mediating channel of meaning perception. In this pro-
cess, audiences interact with the voice, engage in forms of
self-disclosure, and experience emotional belonging and value
affirmation. These imaginative engagements create a form of
perceived interaction. During the interaction, listeners respond
to the voice as if it were addressing them, leading to a sense
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of dialogic involvement. The involvement also evokes audi-
ences a sense of belonging since listeners resonate the voice
with their own emotional states, which may further become
value affirmation. [18, 19] The second stage, therefore, brings
out another social function of synthetic voice, which is a site
where meaning is constructed by the interaction between au-
ditory experience and the listener’s self-perception. During
the stage, the synthetic voice completed the process of trans-
forming from simple human ai interaction to reshape self-
value.

3.3. Persona Construction

The third stage concerns the construction of imagined voice
personae. In this stage, listeners construct imagined voice per-
sonae (or avatars) based on acoustic cues such as pitch and
emotional valence. In audiobooks, acoustic cues are the pri-
mary source of social and affective information for listeners.
The information allows listeners to infer personality traits,
emotional states and communicative intentions, thereby form-
ing a coherent mental representation of the voice as an entity.
[10] Through ongoing interaction with these imagined entities,
they may develop affective attachment and even dependence,
gradually incorporating the voice into their everyday routines
and experiential lifeworld. This process aligns with concepts
in anthropomorphism. Anthropomorphism research likewise
indicates that humans have a cognitive bias toward attributing
humanlike qualities to nonhuman entities, particularly when
those entities display communicative behaviors such as
speech. [20] As a result, imagined voice personas may be per-
ceived as social agents because audiences are willing to attrib-
ute humanlike qualities to the synthesized voice. As voice per-
sonas are repeatedly accepted as social agents, the exposure
and interaction between humans and Al allow listeners to de-
velop affective attachment to these imagined personas, such
as emotional comfort and reliance. The attachment may fur-
ther led listeners to incorporate the voice into their everyday
life routines, and treat the voice as a meaningful presence that
is closely aligned with listeners’ real life. In this way, syn-
thetic voice becomes an imagined social identity that shapes
audiences’ ongoing emotional engagement and lived experi-
ence.

3.4. Behavioral and Relational Influence

The fourth aspect suggests that vocal sound can actively
shape listener behavior, influencing responses, decisions,
and patterns of engagement. This influence operates through
the persuasive qualities of vocal cues, which shape how in-
formation is processed and responded to by listeners. [21]
Experimental evidence suggests that vocal characteristics
alone can significantly influence user decisions and compli-
ance, even when message content remains constant. [22] In
such cases, listeners rely on peripheral cues embedded in the
voice rather than the semantic content of the message,
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leading to variations in compliance and decision-making.
[21] This highlights the persuasive potential of voice as a
communicative channel and suggests that Al-generated nar-
ration may actively shape user experience rather than func-
tioning as a passive delivery mechanism. As a result, the vo-
cal characteristics directly influence users’ responses, such
as user’s behavioral intention and compliance. These effects
may further shape the broader pattern of users’ engagement
with synthesized voice in audiobooks, as they influence how
frequently listeners interact with audiobooks and how they
incorporate voice-based media into their daily life routine.
Thus, another function that synthetic voice performs is to act
as a persuasive agent that shapes users’ behavior and engage-
ment actively. [11] To conclude, the voice not only operates
a force within audiences’ listening experience, but also in-
fluences how listeners act upon it.

3.5. Summary

Taken together, these four stages suggest that when tech-
nology indeed exhibits socially meaningful signals that oper-
ates as a layered and cumulative process. These signals per-
formed in voices are likely to be perceived as a social actor.
The role of Al-generated voices in audiobooks extends be-
yond perception to include interaction and mutual shaping,
through which listeners interpret these voices and construct
them as socially meaningful symbols. Beginning with affec-
tive response, listeners first interpret vocal cues as emotional
signals, which shape their evaluation and perceived intimacy
toward the synthesized voice. The evaluation then leads to en-
gagement that shapes the audience and voice’s relationship,
which the audience recognizes as a real social agent. Building
on this, synthetic voice is being reconstructed into an entity
with real social meaning that audiences could resonate with.
In this sense, synthetic voice should be understood not merely
as a communicative medium but as an evolving sociotechnical
entity whose meaning is continuously constructed and negoti-
ated across contexts.

4. Discussion

The proposed framework also carries broader implica-
tions beyond theoretical explanation. Beyond theoretical
implications, the framework of AIGC audiobooks also has
practical significance. As Al-generated voices are increas-
ingly utilized in audiobooks and digital media platforms,
understanding how voice design influences social percep-
tion and user engagement becomes crucial for both the pro-
ducer and audience. Designers and platforms must recog-
nize the change in AIGC content performance. First, syn-
thetic voice is not neutral but actively shapes user experi-
ence, emotional response, and behavioral outcomes. At the
same time, this also raises important ethical and design
considerations. If synthetic voices are capable of shaping
users’ emotions, perceptions, and behaviors, their
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deployment cannot be treated as a purely technical decision.
Al as an actor is capable of actively influencing individuals,
since they are being recognized as an agent that is socially
present. This involves questions of transparency, manipu-
lation, and user autonomy. For instance, highly optimized
synthetic voices designed to maximize engagement or per-
suasion may blur the boundary between assistance and in-
fluence, raising concerns about whether users are fully
aware of how their responses are being shaped. This is par-
ticularly relevant in contexts such as education, mental
health support, and personalized media consumption,
where emotional and cognitive effects are more pro-
nounced. Therefore, future design practices should not only
focus on improving realism and efficiency but also con-
sider how to maintain ethical boundaries, ensure user
awareness, and support meaningful rather than manipula-
tive interaction with Al-generated voices.

5. Conclusion

In summary, this paper has examined how Al-generated
synthetic voices in audiobooks function as socially meaning-
ful entities through interaction. As a non-human sound source,
an audiobook originally has no social significance. However,
in the context of audio books, combined with the content of
the reading materials, it can have an impact on the audience,
which is manifested in the establishment of a sense of inti-
macy, emotional absorption, and integration into daily life
practices, etc. This is the domestication of technology by hu-
mans. The new perspective discussed in this paper challenges
the assumption that Al-generated narration is merely a func-
tional substitute for human voice. Instead, synthetic voices
should be understood as active participants in communication,
shaping how meaning is produced, interpreted, and experi-
enced. In the personal space, the media technology that origi-
nally belonged to the public space is regulated and acquires
social significance. On the other hand, technology also makes
adjustments in response to human demands to better serve hu-
manity. This framework also opens new directions for future
research, particularly in examining how variations in voice de-
sign, platform affordances, and cultural contexts influence the
social perception of synthetic voices. As Al-generated narra-
tion becomes increasingly widespread, understanding its so-
cial implications is critical.
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