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Why focus on voice?



Voice has the potential to disrupt the way people interact with brands

Voice input will 
be different 

There will be 
more pressure on 
winning the 
search race

Designing 
conversations is 
tricky

Brands will rely 
more on audio at 
the expense of 
visual



To support brands navigating the emergent voice landscape, we adopted a 
multi-stage, consultative approach

5. Semiotics

1. Desk
research 

3. Consumer
focus groups

4. All day 
industry
workshop

2. Expert
interviews



For the early adopters, some challenges in 
voice are embedded within wider industry 
trends

Powerful technology removing 
humans from the equation 

IOT, the connected consumer and 
the need to disconnect

The expectant consumer

The attention economy and ad 
clutter

Privacy, trust and data breaches



Understand your audience, listen first 



How, when and why are customers talking 
with you?

• Understand customer conversations from the 
phone and social media

• Speak to frontline staff 

• Review SEO accounts and web traffic data and 
troubleshooting queries

• Focus on what messages are needed by your 
consumers



Commercial 

messages need to 

be high impact or 

high interest to 

avoid appearing as 

noise



Consumers’ needs are best met by a utopian 
personal butler type role.

The utopia personal butler would work as someone’s…

… Parent:… Family doctor:

… Best friend:

… PA:

… Partner/Spouse:

… Pet dog:

What role can your brand legitimately fill?



How can you build trust and be more 
transparent with consumers?

Consumers and experts agree that 
transparency is fundamental to building 
consumer trust, especially in a more 
privacy concerned world. 



Broadly speaking, there are five different areas brands can explore to get 
into voice

Voice apps Ads SEO Products / 
Digital 

services

Brand 
partnerships



The most successful voice skills and actions 
are based on simplicity of vocabulary and 
closing off possible branches of conversation

Voice technology is powered by 
AI. However, when we talk about 
using AI people imagine we're 
creating sentient beings like 
Samantha in the movie Her. 
Instead, it's really just pattern 
recognition and good 
conversation design.

Tom Hewitson, 
Conversation Designer

”
Content, experiences, and services in voice 
need to be designed considering the user 
interface and have a deep understanding of 
human language and the context of the 
conversation.



Consider your brand, your wider 

strategy and your objectives.

Avoid venturing into voice tech just 

because it’s shiny and new!



1. The age of voice is here. It is a wondrously complicated space intrinsically linked to AI

2. The risks and rewards for brand are high. Consider the utopian personal butler. Which role can your 
brand can fill?

3. Understanding your audience’s needs is crucial. Listen to them first

4. Consider your brand’s wider strategy

5. There are many ways to use voice technology. Choose the right route for your brand

Five important take-aways to help find your voice



Thank you
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