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A Brand’s Guide To Taking Back 

Over the past decade, 
consumer shopping has shifted from desktop to mobile—and, most recently, to 

voice-activated devices such as Amazon’s Echo and Google Home. 

By 2022, 55% of all households in the U.S. are 
expected to own a smart speaker*—and voice 
commerce in the U.S. is expected 
reach $40 billion.**

Yet virtual voice assistants (VVAs) create new challenges for brands. Specifically, 

VVA algorithms are driving a wedge between brands and consumers in the form of 

a “preferred option”—that is, the option first presented to shoppers by VVAs, which 

often isn’t the brand initially requested by the user. 

This means that brands are losing visibility—and with it, brand loyalty. A new study 

from Digitas found that 85%, have on at least one occasion, purchased the first 

VVA-selected option. 



Here are five ways brands can 
help keep consumer loyalty...



Create an ongoing SEO 
roadmap to ensure a consistent 
consumer experience.1

Determine how your brand can help consumers 

solve a challenge—and provide the right content 

to drive a�nity during the purchase journey. 

Because VVAs highlight a preferred brand, it 

can be challenging to maneuver your brand 

into the lead position. Providing consumers 

with the right content—and equipping them 

with the right search terms—will increase your 

chances of being served first by the algorithm.  

 

Focusing on Google answer box, for Google 

Home, and then tapping into Bing Knowledge 

Graphs and Amazon Nameless Invocations, for 

Amazon Echo, can also help brands naturally 

serve the “right” answer to consumers who are 

shopping via VVAs.



Use data from media programs 
and site interactions to develop 
relevant content and experiences 
for your consumers.

2

Brands have a unique opportunity to develop 

customized, voice-powered experiences on 

voice platforms to connect with consumers. 

Utilizing data from current programs and site 

analytics to inform the VVA activation roadmap 

will deliver an impactful conversation with the 

consumer.  Skill and action data can then be 

used to help inform consumer experiences on 

brand-owned content like assistants and the 

website, resulting in a personalized, unified 

consumer experience.   



Develop strong partnerships with 
consumer-saturated platforms 
like Amazon and Google to 
achieve greater reach. 

3

Partnerships with leading voice platforms like 

Amazon and Google are crucial for your 

success in connecting with consumers. Brands 

need to take advantage of volume on partners’ 

devices to connect with active audiences. If 

brands are creating internal assistants (i.e., 

bots on their website), they need to connect 

these e�orts to engage with platforms like 

Alexa and Google Home to maximize reach. 

Events like Amazon Hack-a-thons can help 

drive innovation on voice platforms and o�er 

unique branding opportunities to increase your 

brand’s value in voice.      



Drive a seamless experience 
with a cross-capability team.  4

Cross-capability collaboration is required to 

drive a unified strategy and experience. 

Connecting subject-matter expertise will 

ensure that you are building the right content, 

increasing discoverability of content with SEO, 

amplifying the o�ering with media, and driving 

innovation with technology to create a best-in-

class experience.      



As VVA connectivity continues to 
intensify, find ways to fit into the 
experience.   5

Today, VVA devices are getting smarter: 

increased voice-recognition abilities and the 

creation of seamless consumer experiences 

lead to higher adoption levels. We’re also seeing 

more voice and screen interactions, with 

products like Amazon Echo Show and Lenovo 

Smart Display with Google, which will change 

consumer behavior and how we connect, 

creating a need for video content and 

interactive imagery. According to Digitas 

research, 78% of Americans say if they were 

purchasing a product using a virtual voice 

assistant with a screen, they’d be likely to scroll 

through additional product options instead of 

purchasing the first option the voice assistant 

gives.

We’ll also see the expansion of the “Internet of 

Things” as more brands insert voice into cars 

and appliances, and as consumers further 

integrate these assistants into their everyday 

lives by connecting them to other devices and 

using them for reminders, shopping lists, 

gaming and more.



Bottom Line:
Defining the proper opportunities and needs as the voice marketplace evolves 

will be essential to long-term sustained growth and consumer brand loyalty.  
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Survey Method:
This survey was conducted online within the United States by The Harris Poll on behalf of Digitas from June 21-25, 2018 among 2,019 U.S. adults ages 18 and older, among whom 557 have made a 
purchase using a virtual voice assistant. This online survey is not based on a probability sample and therefore no estimate of theoretical sampling error can be calculated. For complete survey 
methodology, including weighting variables and subgroup sample sizes, please contact marketing@digitas.com
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