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Introduction
Conversational Commerce, consumer purchase of products
and services via voice assistants such as Google Assistant,
Amazon’s Alexa, and Apple’s Siri, will revolutionize how
consumers and brands interact in ways not witnessed since the
dawn of e-Commerce. It is so much more than a new interface
or an additional channel in an omni-channel world. It promises
to be a curator of services and experiences that intelligently
meet needs and engage consumers emotionally—anytime,
anywhere.
We are still at the very beginnings of Conversational
Commerce, but the extraordinarily rapid early adoption will
drive investment and innovation, consequently enabling an
entirely new way for brands to build relationships of value
with consumers. These relationships will seamlessly extend
across consumers’ relationship lifecycle with brands—from
marketing to sales and service—creating an entirely new,
more instinctive way for consumers to engage with brands.
As the number and variety of devices supporting voice-based
applications grows, the consumer will be connected in a
multitude of locations—at home, on the go, and in the store.
7KLVXELTXLW\RIFRQQHFWLRQZLOODOORZUHWDLOHUVVSHFLƬFDOO\WR
extend the relationships they have with consumers beyond
the four walls of their stores—we call this boundary-less
commerce. The very nature of a dialog between a consumer
and a brand will create a rich source of information and
insight—insight that allows for heightened contextual
understanding and empathy on the part of brands, presenting
an unparalleled opportunity to develop relevancy, trust, and
emotion-based connections with consumers. Brands can use
this new-found customer intimacy to drive brand preference
DQGDƯOLDWLRQWKHKLJKHVWIRUPRIOR\DOW\
As you will see in this report from the Digital Transformation
Institute and in the companion point-of-view document
created by Capgemini in partnership with the MIT and Intel,1
consumers are ready and eager to interact in this way. They
are ready to engage with and share information with the
EUDQGVWKDWRƪHUWKHPYDOXHLQUHWXUQ7KHUHDUHRIFRXUVH
questions and concerns, and the brands that succeed will be
those who both reassure and deliver the anticipated value to
their consumers.
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The past year has been decisive for Conversational Commerce.
While previously restricted to chatbots accessed via messaging
DSSVIRUVKRSSLQJWKHGHƬQLWLRQRI&RQYHUVDWLRQDO&RPPHUFH
KDVVLJQLƬFDQWO\H[SDQGHGZLWKWKHDUULYDORIYRLFHEDVHG
personal assistants.2 As Figure 1 shows, 2017 saw a range of
key developments that have stirred consumer and business
interest (see Figure 1).
• More than forty large retailers, such as Walmart, Target,
Costco, Walgreens, and Home Depot, have partnered with
Google to introduce voice-based shopping to consumers via
Google Express.3*RRJOHKDVFRXSOHGWKLVHƪRUWE\DGGLQJ
support to enable Google Home4 users to place voiceactivated orders for select stores.5
• Several smart speakers enabled by voice assistants have
launched or expanded their portfolios. Recently, Amazon
launched a new generation of devices as part of its “Echo”
OLQHZKLFKQRZRƪHULPSURYHGFRQYHUVDWLRQDOIDFLOLW\
better memory, improved voice recognition, and an
experience that is more akin to natural human interactions.6
Shortly thereafter, Google launched new Google Home
devices.7 These capitalize on Google’s search advantage,
DQGWLHLQPXOWLSOH*RRJOHDFFRXQWVWRRƪHUXVHUVDPRUH
synchronized experience.8 Moreover, voice assistants are
being made available in more and more devices. BMW
announced that Alexa will be available in its 2018 model
year cars starting mid-2018.9 Earlier in 2017, Google added
its virtual assistant to Android wear watches.10
• The technology and functionality of voice assistants are
going from strength to strength. Amazon’s Echo has appbased skills that provide users with support in areas ranging
IURPKRPHDXWRPDWLRQWRKHDOWKDQGƬWQHVVDQGDVRI
September 2017, there were more than 20,000 of these

skills,11 with 40% of them added in just a three-month spell
between June and August 2017.12 Google’s voice recognition
accuracy has surpassed human levels. Microsoft’s speech
recognition tech matched the accuracy of a group of human
transcribers, beating its own previous record.
These advances, coupled with increasing consumer appetite
for voice devices, points to a clear opportunity for brands and
retailers. To understand consumer interest in Conversational
Commerce in detail, and its implications for businesses,
we conducted a survey of over 5,000 consumers. We also
undertook focus group discussions with consumers in the US,
the UK, France, and Germany, examining their Conversational
Commerce interactions, their preferences, and their
expectations. The research methodology at the end of the
report provides more details on our approach.

2XUUHVHDUFKƬQGLQJVVKRZWKDWYRLFHDVVLVWDQWVDUHRQWKH
cusp of transforming commerce. In this research, we:
1. Outline why voice assistants are about to revolutionize
commerce, based on the functions, use frequency and
context in which consumers like to use voice assistants
2. Analyze why consumers love voice assistants, depending
on their needs and preferences
3. Ascertain the FRQFUHWHEHQHƬWVRI&RQYHUVDWLRQDO
Commerce for retailers, consumer products, and services
organizations
4. Recommend an action plan for organizations to devise a
sound Conversational Commerce strategy.

Figure 1. $GYDQFHVLQYRLFHUHFRJQLWLRQKDYHIXHOHGJURZWKLQYRLFHDVVLVWDQWVDQGWKHLUFRPPHUFLDODSSOLFDWLRQV
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Source: Amazon, Google, Microsoft, Apple, and other company websites and press releases. Kleiner Perkins, Internet Trends 2017, May 2017.
Google voice recognition data as of 5/17/17 and refers to recognition accuracy for English language.
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Voice assistants are about to
revolutionize commerce
9RLFHDVVLVWDQWVZLOOEHFRPHDGRPLQDQWPRGHRIFRQVXPHULQWHUDFWLRQLQWKUHH\HDUV
Our research found that consumers see a future where they
will be increasingly willing to use voice assistants instead of
websites or physical shops. Today, around a quarter (24%)
say they would use a voice assistant rather than a website.

However, three years from now, that rises to 40% (see Figure
2). And close to a third (31%) would prefer to use a voice
assistant instead of visiting a shop or a bank branch in the
future, compared to 20% today.

Figure 2. &RQVXPHUVDUHGHYHORSLQJDVWURQJSUHIHUHQFHIRULQWHUDFWLQJZLWKFRPSDQLHVYLDYRLFHDVVLVWDQWV
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Three years from now

Source: Capgemini Digital Transformation Institute, Conversational
Commerce Survey, October–November 2017, N = 5,041 consumers in
the US, UK, France, and Germany.

Research Methodology
For this research, we surveyed over 5,000 consumers in the
US, the UK, France, and Germany. The quantitative research
was complemented with four virtual focus group discussions,
with eight to ten consumers per focus group, for each of the

surveyed countries. The survey, as well as the focus group
discussions, had a healthy mix of demographics and user and
non-user respondents.
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