
 
  

The Business Case For Audio 

Idea In Short

Financial institutions weighing where to invest their content budget should look first at
audio. Clients already reward voice-enabled banking with far higher engagement than text-
only interfaces and speech-generation technology now makes professional-grade audio
production fast and affordable. Institutions that convert market updates, mortgage
disclosures and wealth-management commentary into spoken form reach clients during
commutes, workouts and chores, moments text can never reach. The payoff extends
beyond attention: audio lowers the emotional friction clients feel around money, widens
access for people with visual or reading impairments and supports compliance with digital
accessibility standards. Institutions still treating audio as a marginal add-on are ceding an
engagement advantage to competitors already using voice to build trust, deepen loyalty and
lower service costs. The decision facing every financial brand now is not whether to add
audio, but how quickly to make it central to client communication.

Consider the way people communicate with their banks or financial advisers. They open an
app or click on an article and find pages filled with long blocks of text and graphs loaded
with unfamiliar terminology. Reading a quarterly market report, the details of a mortgage
loan, or a wealth-management update takes more effort than most clients want to give at the
end of a long day. Now picture converting those same updates into a concise, clear audio
format clients can listen to during a commute or while making dinner. The task shifts from
something burdensome into something simple. For institutions trying to build long-term trust
while keeping clients informed, audio is no longer an optional add-on. It is becoming central
to how financial brands communicate.

Capturing client attention in a busy world

Information consumption has changed a great deal. Bank customers no longer set aside
twenty minutes to read an article about interest rates or market swings. Clients want
something that fits into a hectic schedule rather than something that demands a dedicated
block of attention and audio content solves that problem directly. A bank or financial brand
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can reach potential clients while they walk, exercise, drive or handle other tasks. The
message has a far better chance of actually landing rather than sitting unread in an inbox or
app notification tray.

Independent usability research backs up why text alone struggles to hold attention. The
Nielsen Norman Group, a longstanding authority on web usability, has found that:

On the average webpage, users have time to read at most 28 percent of the words
during a typical visit; 20 percent is more realistic.1

That gap between what institutions publish and what clients actually absorb is precisely the
opening audio fills. A client who would never finish a dense webpage on rebalancing a
portfolio will often listen to the same explanation start to finish while commuting. The format
removes the friction of scanning paragraphs and jumping between headings.

Audio also lowers the emotional barrier that often surrounds money. Financial topics can
leave people feeling anxious or out of their depth, particularly when the subject touches on
debt, retirement shortfalls or market volatility. A warm, natural voice breaking down a
complex idea makes a formal institution sound human and approachable rather than distant.
That shift in tone matters more in financial services than in most other industries. Clients are
already inclined to assume the institution is working against their interests rather than for
them.

Turning passive readers into engaged listeners

Text-based blogs in the financial industry typically post weak completion rates. Most
readers skim the opening paragraphs, scroll partway through and leave the page within
seconds. Audio content changes that pattern. Industry data from market intelligence
provider Dataintelo shows that banks using voice-powered mobile banking tools see roughly
3.4 times more engagement than those relying on traditional text-based interfaces. When a
client presses play on a short overview of their finances, they are considerably more likely
to listen through to the end. That completion builds stronger brand recall and deeper
engagement over time.
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Producing quality audio once meant booking studio time, hiring professional voice talent and
spending hours on editing. Advanced speech-generation technology has made that process
fast and inexpensive. Financial companies now use AI-driven voice generators, such as the
Murf AI voice generator, to convert written reports, market briefs and news updates into
clear, spoken audio in several languages. The content budget stays flat even as output
grows.

The economics matter as much as the engagement gains. A written quarterly commentary
that once took a marketing team a week to draft, review and publish can now be converted
into a finished audio segment within hours of the text being approved. No separate
recording session or new production line item is required. That speed means institutions can
keep audio current rather than treating it as a one-off project. Market commentary can
update weekly or even daily as conditions change, a pace hard to sustain with traditional
studio production.

Wealth managers have already shown what sustained audio investment looks like in
practice. Fidelity's Money Unscripted podcast covers retirement planning, estate planning
and everyday money decisions in a conversational format built for regular listening rather
than a one-time download.2 Programs like it treat audio as an ongoing relationship with
clients rather than a single campaign, which is the model text-based content rarely
achieves.

Expanding reach through accessibility and compliance

Financial organizations have an obligation to make their services usable by everyone. Many
customers live with impaired vision, dyslexia or age-related vision loss. Relying only on fine-
print PDFs (portable document formats) and text-heavy webpages creates unnecessary
obstacles for these clients. The Web Content Accessibility Guidelines (WCAG) exist
precisely to close that gap. Maintained by the World Wide Web Consortium, they explain
how to make digital content usable by people with disabilities.3

Adding audio players to financial websites keeps institutions aligned with those standards
while also improving the overall client experience through several concrete benefits.

Inclusivity: serves clients with reading difficulties, visual impairments or language-
learning preferences
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Compliance alignment: helps organizations meet digital accessibility standards
without a separate remediation project
Localized communication: allows brands to offer spoken content in regional accents
and multiple languages

None of these benefits require a separate accessibility overhaul. An institution that already
produces audio versions of its market updates and disclosures for engagement reasons sits
closer to WCAG expectations than one that has never considered audio at all. The two goals
reinforce each other rather than competing for budget. That overlap makes the accessibility
argument for audio easier to justify internally than most compliance projects, since the same
investment also drives measurable engagement gains.

Strengthening business returns and brand trust

Audio content holds up as a sound business decision for financial companies, not just a
client-experience nicety. The clearer clients are about their options, the more decisively
they act. That holds whether they are taking out a loan, opening a savings account or
building an investment portfolio. The market scale behind voice tools reflects this shift.
Recent industry data puts the global voice banking market at $2.19 billion in 2026, driven by
rapid adoption across consumer mobile apps.

Major institutions have already moved on this front. Chase offers voice banking and voice-
activated payment features built directly into its app,4 and Bank of America's Erica virtual
assistant now handles both text and voice interactions for millions of mobile banking
customers.5 In wealth management, Vanguard and Fidelity both run regular podcasts that
translate complicated financial planning into content clients can actually follow. Through that
kind of content, these firms build a reputation as trusted advisers rather than purely
transactional service providers.

The broader benefits of an audio content strategy fall into three categories.

1. Lower support costs: spoken answers to frequently asked questions (FAQs) reduce
inbound calls by resolving common client questions before they escalate

2. Faster content scalability: written articles convert into published audio files in
minutes rather than days

3. Higher client lifetime value (CLV): better-informed clients tend to stay with their
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financial institution longer

None of this happens by accident. Institutions that redesign how they serve clients around a
new channel tend to see stronger returns than those that simply layer new technology onto
old processes. That lesson applies as much to audio and voice content as it does to
automated support. An audio program bolted onto an unchanged content workflow will
underperform one built around a genuine rethink of how clients want to receive information.

The trust dividend compounds over time in ways that are harder to measure than support-
call volume but no less real. A client who hears a clear, calm explanation of why their
portfolio dropped during a volatile quarter is less likely to panic-sell than one who receives
the same explanation buried in a lengthy email. That difference in behavior, repeated across
a client base over years, shows up eventually in retention figures and assets under
management.

Building a future-ready financial brand

The business case for audio content in financial services rests on three clear pillars: higher
engagement, broader accessibility and stronger client relationships. Audio turns cold
financial data into something clients can access anywhere and actually retain, rather than
material they skim once and forget. Research on artificial intelligence (AI) adoption in
banking customer care makes a related point. Institutions capturing the strongest returns
redesign how they serve clients around a new channel. They do not simply layer new
technology onto processes built for a different era and that discipline applies as much to
audio as it does to automated support.6

Giving clients the option to listen rather than read creates a barrier-free experience that
supports loyalty over the long term. Building audio into a digital communication strategy is
no longer an experimental move. It is a realistic, near-term step for any financial institution
that wants to stay ahead of client expectations.

1How Little Do Users Read?
2Money Unscripted, personal finance podcast
3WCAG 2 Overview
4A guide to voice banking and voice activated payments
5Erica, virtual financial assistant
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6The AI-powered bank: Rewiring for excellence in customer care

Summary

The case for audio in financial services rests on three pillars: stronger engagement, wider
accessibility and deeper client trust. Voice turns dense financial data into something clients
can absorb during a commute or a workout rather than at a desk and it removes the barriers
that fine print and text-heavy interfaces place in front of clients with visual or reading
impairments. Institutions that have already adopted voice tools report engagement gains,
lower support volume and stronger brand recall, evidence that the format changes how
clients relate to their financial data rather than simply how they receive it. As speech-
generation technology continues to lower production costs, the institutions that move early
on audio will set client expectations that latecomers spend years trying to meet.
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