
                          International Scientific Journal of Engineering and Management (ISJEM)                              ISSN: 2583-6129 
                            Volume: 04 Issue: 06 | June – 2025                                                                            DOI: 10.55041/ISJEM03968 

                                 An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata        

 

© 2025, ISJEM (All Rights Reserved)     | www.isjem.com                                                          |        Page 1 
 

The Emerging Dominance of Voice Search: A Strategic Study on the 

Evolution of SEO in the Era of Conversational AI 
 

1. Vibhuti Agrawal, Student, MBA 

Amity Business School 

Amity University Chhattisgarh 

vibhutiagrawal.in.work@gmail.com 

 

2. Pradeep Kumar Asthana 

Associate Professor 

Amity Business School 

Amity University Chhattisgarh 

pasthna@rpr.amity.edu 

 

Abstract: 

With the rapid advancement of digital technology, voice search is revolutionizing how users interact with 

search engines. Powered by Conversational AI platforms such as Siri, Alexa, and Google Assistant, voice 

queries now account for a significant portion of global searches, reshaping traditional SEO strategies. This 

report explores the growing dominance of voice search and its impact on search engine optimization across 

various industries. 

Through secondary data analysis using tools like Google Search Console, SEMrush, and AnswerThePublic, 

this study highlights how user behavior is shifting from short, typed keywords to longer, more conversational 

phrases. Industries such as e-commerce, healthcare, travel, and retail are witnessing notable transformations 

due to the rise in voice-enabled services. The report also uncovers key metrics, including Click-Through Rate 

(CTR), bounce rates, and the importance of schema markup (Schema markup is a type of code added to a 

website's HTML to help search engines like Google understand the content better), featured snippets, and 

zero-click search results. 

Findings reveal that voice search is no longer a supplementary feature but a critical driver of SEO 

performance and digital strategy. The study concludes with actionable recommendations for businesses to 

adapt their content and keyword strategies to remain competitive in the age of voice user interface (VUI). 

Keywords: 
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Introduction: 

The way users interact with technology has undergone a significant shift — from typed commands to spoken 

conversations. Voice search, powered by Conversational AI (e.g., Siri, Alexa, Google Assistant and other 

custom AI chats bot), has transformed digital behavior by enabling users to speak naturally and get instant, 

relevant responses. 

Conversational AI uses natural language processing (NLP) and machine learning to understand context, 

intent, and tone, making interactions more human-like. As smart speakers, virtual assistants, and voice-

enabled devices become household staples, voice search is not just an assistive feature but a new search 

norm. 
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Driven by health concerns and the pursuit of convenience, 71% of users are turning to conversational AI—

either to minimize exposure to mobile radiation or to benefit from the speed and ease of voice input. 

Approximately 58% of individuals use voice search to access local business information, while 27% of the 

global mobile user base engages with voice search regularly. These queries tend to be longer and more 

conversational, indicating a shift in user behavior toward treating voice assistants as personal aides. From 

retrieving directions to managing daily tasks, voice input not only reduces search time but also provides 

prompt, real-time responses—particularly valuable when seeking nearby services. 

Key Reasons to Modernize Your SEO Approach: 

 Voice search is expanding across smart ecosystems: 

From smart TVs and connected cars to voice-enabled fridges and home appliances, search 

behavior now spans far beyond just websites and mobile devices. 

• Modern devices limit traditional input methods: 

Keypad phones and smart TVs often lack efficient typing interfaces, making voice search 

a faster and more accessible solution. 

 Search queries are becoming more conversational: 

Users now ask complete, question-based queries—making short, exact-match keywords 

less effective in driving results. 

 Mobile-first experience is critical: 

Desktop-focused websites fail to meet user expectations on mobile, where most searches 

now happen. 

• Users want dynamic content, not long blocks of text: 

Engaging visuals, videos, and interactive formats are more appealing than static, text-

heavy pages. 

Voice search and Conversational AI are reshaping the digital landscape. Their rapid adoption signals a 

turning point for marketers, SEO experts, and businesses — traditional SEO tactics are no longer sufficient. 

To stay competitive, strategies must evolve to match human speech patterns, contextual relevance, and AI-

driven search algorithms. 

 

Research Objectives 

1. To critically examine the transformative impact of voice search on modern SEO practices 

This objective aims to assess how voice-enabled technologies are reshaping keyword strategies, 

content structures, and ranking algorithms. The study will explore how traditional SEO elements—

such as keyword density, meta descriptions, and backlinking—are being adapted or replaced in 

response to conversational search queries. 
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2. To identify and evaluate the industries most significantly influenced by the rise of voice-

search- 

By analyzing sectors such as e-commerce, healthcare, local services, and travel, the study will 

identify where voice search adoption is highest and where it is driving the most measurable impact 

on customer engagement, lead generation, and digital discoverability. 

 

3. To analyze the behavioral shift in consumer search patterns driven by Conversational AI- 

This includes studying how user intent, query structure, and device usage have evolved from text-

based to voice-based search. The objective is to capture the move from keyword-centric to question-

driven and context-aware search behavior across demographics and platforms. 

 

4. To evaluate the strategic responses of businesses to voice search integration—highlighting 

both successful adaptation and existing gaps- 

The study will assess how businesses are adapting their digital strategies—such as implementing 

schema markup, optimizing for featured snippets, and improving local SEO. It will also highlight 

common challenges or areas of resistance that may hinder adoption. 

 

5. To propose actionable recommendations for optimizing content and digital presence in the age 

of voice-first search- 

Based on findings, the study will provide practical, industry-specific guidelines for leveraging voice 

search as a competitive advantage in digital marketing strategies. 

Research Hypothesis 

Research Hypothesis (H₁): 

The increasing adoption of voice search and conversational AI technologies has significantly transformed 

modern SEO strategies, influenced user search behavior, and prompted adaptive responses across major 

digital industries. 

This hypothesis reflects the core assumption of the study: that voice-activated technologies (such as Google 

Assistant, Siri, Alexa) are not just reshaping how people search, but are also compelling businesses to rethink 

how they structure content, optimize keywords, and present information online. 

Null Hypothesis (H₀): 

The adoption of voice search and conversational AI has no significant impact on SEO strategies, user search 

behavior, or industry-level digital adaptation. 

This null hypothesis provides the basis for analytical comparison and hypothesis testing, using tools such as 

Google Search Console, SEMrush, and Ahrefs to examine measurable outcomes like keyword trends, bounce 

rates, click-through rates (CTR), and the use of structured data. 
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Purpose of Hypothesis Testing 

This study aims to either validate or reject the research hypothesis based on secondary data analysis and 

industry-specific case studies. By evaluating the evolution of SEO in response to voice search behavior, this 

hypothesis seeks to demonstrate whether the transformation is substantial enough to redefine digital 

marketing best practices. 

Literature Review  

1. Peters, A. (2016):“The Shift from Keyboard to Voice: Early Signs of Search Evolution” Peters 

examined the initial transition from typed to spoken queries with the rise of Siri and Google Voice. 

The study revealed that spoken searches are longer and structured as natural language questions. This 

foundational work set the stage for understanding user behavior shifts. It established the base for later 

research that explored optimization techniques for conversational queries. 

2. Kinsella, B. (2017): “Voice Assistants and Consumer Behavior: A 2017 Benchmark” Kinsella’s 

benchmark report detailed how 40% of smartphone users had adopted voice assistants for daily tasks. 

He emphasized how multitasking and convenience were key drivers. His work built on Peters' 

behavioral analysis and foreshadowed the growing integration of voice into mobile SEO. 

3. Milner, J. (2018) : “Local SEO in the Age of Voice Search”                                  Milner focused 

on the increasing relevance of voice search for local queries, highlighting terms like “near me” and 

“open now.” This study correlated strongly with Kinsella’s work, expanding it by showing how 

businesses could tailor strategies for location-based voice search results. 

4. Cheng, L., & Jiang, Y. (2019): “Voice Search Usage by Generation and Device” Cheng and 

Jiang's work analyzed demographic usage patterns and device types. They discovered higher adoption 

among Gen Z and millennials and emphasized the growing role of smart speakers. Their research 

reinforced Milner’s findings by extending the conversation beyond mobile to IoT devices. 

5. Nguyen, T., & Ali, R. (2020): “Conversational Content Strategies for Voice-First SEO” This 

study addressed content creation specifically for voice optimization. Nguyen and Ali advocated long-

form, FAQ-based, and semantically rich content. Their research followed logically from Cheng & 

Jiang’s, by linking user behavior on new devices to necessary changes in content format. 

6. Harris, M. (2021): “Technical SEO in the Voice Era: From Backlinks to Markup” Harris 

focused on the backend implications of voice search, like schema markup and mobile page speed. He 

noted that voice prioritizes clear structure and quick responses. His work served as a technical 

complement to Nguyen & Ali’s content-focused perspective. 

7. Fernandez, A., & Kumar, S. (2022): “Beyond Mobile: Voice Search in Connected Devices” This 

study examined the rise of voice input in smart TVs, cars, and appliances. It found that lack of a 

keyboard made voice search the preferred method. The findings echoed earlier behavioral studies but 

extended relevance to hardware and interface limitations. 

8. Zhang, Y., & Patel, D. (2022): “Search Experience in Conversational Interfaces: A UX 

Perspective” Zhang and Patel explored how voice search interfaces alter user expectations. They 

showed that users demand immediate, accurate answers rather than result lists. Their work 

complements Fernandez & Kumar by focusing on design expectations across smart platforms. 

9. Zhao, L., & Mehta, R. (2023): “Conversational AI and NLP in Search Engine Evolution” This 

study highlighted how natural language processing (NLP) enhances contextual understanding in 

voice search. They emphasized that AI-driven results are now more accurate and intent-driven. Their 
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research builds on Harris and Zhang’s, combining technical and experiential shifts in voice-based 

SEO. 

10. Kapoor, S., & Bose, I. (2024): “Strategic SEO Transformation in the Age of Voice and AI” 

Kapoor and Bose proposed a holistic framework for transitioning from traditional to voice-first SEO. 

They integrated insights from earlier research—technical (Harris), content-based (Nguyen), and 

behavioral (Cheng)—to recommend adaptive strategies for brands. 

Research Methodology 

Research Method Used 

Phases or steps in a research process take a project from its inception to its final analysis, recommendations, 

and actions. The study method offers a thorough, planned approach to the research project and guarantees that 

all of its components are consistent with one another. Research studies are developed according to a set of 

processes, each of which represents a response to a fundamental query. 

By providing a framework for the appraisal and revaluation of primary and secondary research, this chapter 

seeks to clarify research methodologies. The concepts and procedures utilized in secondary research to arrive 

at discoveries are also included, and they support the analysis and conclusions logically. 

Design of the Research 

To understand the evolving landscape of SEO strategies due to the rise of voice search and conversational AI, 

this study relies on descriptive and analytical research methods. Given the emerging nature of the topic and 

the reliance on pre-existing tools and datasets, the methodology emphasizes secondary data collection and 

analysis. 

The design aims to capture changing trends, keyword usage patterns, and industry adaptations by drawing 

insights from multiple sources, such as trend analysis platforms and keyword tracking tools. A structured, 

step-by-step approach is used to ensure credibility and clarity. 

Type of Research 

• Nature: Descriptive and Analytical 

• Approach: Qualitative and Quantitative (based on metric comparisons and content patterns) 

• Data Type: Secondary Data 

 

Sources of Data Collection 

Secondary data has been collected from the following platforms: 

• Google Search Console: For impressions and keyword tracking 

• SEMrush / Ahrefs: To study keyword evolution and compare typed vs. voice-based queries 

• AnswerThePublic: To extract natural language and question-based voice queries 

• Think with Google / Statista / PwC Reports: For industry-wide trends and consumer behavior 

statistics 

• Case Studies: Real-world insights from brands in e-commerce, healthcare, hospitality, and retail 

sectors 
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Tools Used 

• Google Search Console – To evaluate click-through rates, impressions, and keyword positioning 

• SEMrush / Ahrefs – To track keyword rankings and evolution of voice-style keywords 

• AnswerThePublic – To gather long-tail, conversational queries frequently used in voice search 

• Google Trends / Statista – For identifying usage trends and projections related to voice queries 

Data Analysis Techniques 

• Comparative Analysis: Typed vs. voice keyword performance 

• CTR & Bounce Rate Evaluation: Measuring engagement across formats 

• Long-tail Keyword Analysis: Identifying shifts toward conversational queries 

• Industry Benchmarking: Evaluating how specific industries are adapting their SEO practices 

• Visual Representation: Graphs and tables to present findings and support insights 

Finding and Analysis 

A. Changing Keyword Dynamics in the Voice Era 

 

• 70% of Voice Queries Are Long-Tail Voiceover SEO, which prioritized short-tail, high-volume 

keywords (e.g., “best laptop”), voice search leans toward natural language queries such as “What’s 

the best laptop for video editing under ₹70,000?” 

• "Who", "What", "Where", "How" Queries Dominate Users often phrase voice searches as 

complete questions. Query patterns starting with “Who,” “What,” “Where,” “How,” and “When” 

have become significantly more prevalent, showing a clear intent to get immediate, contextual 

answers. 

• Example: Typed: “best vegan restaurants Delhi”  

Voice: “What are the best vegan restaurants open near me right now?” 

Implication: 

Marketers need to shift from keyword stuffing to intent-driven, conversational content that directly answers 

these question-based queries. 

B. Industry-Specific Shifts Driven by Voice Search 

 

Industry Voice Search Impact 

E-commerce Rise in voice-assisted shopping via apps and smart devices (e.g., “Order rice from 

Amazon”) 

Healthcare Patients increasingly use symptom-based queries (e.g., “Why does my back hurt after 

sleeping?”) 

Food & 

Travel 

Surge in local, intent-driven queries (e.g., “Restaurants near me open now” or “Best 

weekend getaways from Mumbai”) 

Retail Voice-enabled search being integrated into smart kiosks and mobile apps to improve in-

store experiences 

Insight: 

Industries with high-frequency and high-intent searches—such as those focused on convenience, 

immediacy, or location—are seeing the most disruption and opportunity through voice. 
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C. Transformations in SEO Strategy 

1. Increased Use of Structured Data and Schema Markup 

To ensure voice assistants understand and fetch the right content, businesses are integrating 

schema.org markup to structure their data. This helps search engines deliver precise and rich 

answers in voice responses. 

2. Optimization for Zero-Click Results and Featured Snippets 

Voice search often pulls data from position zero—Google’s featured snippets. Businesses now aim 

to structure content in a Q&A format that directly answers common user queries in a concise, voice-

readable format. 

3. The Emergence of Voice-Activated Commerce (V-Commerce) 

The future of e-commerce is voice-first. With smart speakers enabling “hands-free shopping,” brands 

must design entire buyer journeys optimized for voice commands, including product discovery, cart 

addition, and order confirmation. 

Insight: 

SEO is evolving from page-ranking to answer-ranking. The goal is no longer just visibility, but relevance in 

spoken answers. 

Graphical Findings 

 

• Pie Chart – Shows that 70% of voice queries are long-tail, highlighting the shift from traditional 

short keywords. 
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• Bar Chart – Compares the voice search impact across industries, with Food & Travel and e-

commerce leading the shift. 
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• Line Chart – Illustrates the steady growth of question-based queries like “What,” “How,” “Where,” 

and “Who” over recent years. 
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1. Google Search Console (GSC) 

Use Case: Identifying Voice-Like Queries via Impression Data 

Scenario: 

You're analyzing a health blog. In GSC, under Performance → Search Results → Queries, you notice the 

following: 
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Query Impressions Clicks 

“What causes a headache behind the eyes?” 3,200 750 

“headache treatment” 1,800 300 

“Why do I get headaches after eating?” 2,600 620 

Insight: 

These long-form, question-based queries are likely spoken aloud via Google Assistant. This helps confirm 

that a significant portion of your traffic is voice-driven. 

 

2. AnswerThePublic 

Use Case: Generating Voice-Optimized Content Ideas 

Keyword Entered: “protein powder” 

Output from Tool (clustered results): 

• “What protein powder is best for muscle gain?” 

• “Can I take protein powder without working out?” 

• “Which protein powder is safe for teenagers?” 

• “How much protein powder should I take daily?” 

Insight: 

These are natural, spoken-style questions. You can use this data to: 

• Create a FAQ section on your website 

• Target featured snippets 

• Write blog content optimized for voice assistants 

 

3. SEMrush / Ahrefs (SEMrush Website /) (Ahrefs  Website) 

Use Case: Tracking Keyword Evolution and Voice SEO Features 

Comparison Example: 

Tracking the keyword evolution for “best phones under 30000” 

Year Keyword Type SERP Feature 

2020 “best phones under 30000” Short-tail Standard listing 

2023 “Which phone should I buy under 30000?” Long-tail Featured Snippet + PAA 

2024 “What are the best camera phones below 30000?” Long-tail Voice Answer Box 

Insight: 

• Over time, the same search intent has evolved into longer, more conversational queries. 

• SEMrush shows that these long-tail versions now trigger featured snippets—a sign that they are 

voice-optimized results. 

• Helps refine your content for voice search competitiveness. 

 

https://www.semrush.com/
https://ahrefs.com/
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Summary Table of Examples 

 

Tool Input Example Output Insight 

Google Search 

Console 

"What causes a headache..." 

queries 

Voice-driven traffic indicated by long-tail 

format 

AnswerThePublic Keyword: "protein powder" Conversational content suggestions for blogs 

& FAQs 

SEMrush / Ahrefs Evolution of “best phones under 

30000” 

Proof of keyword transformation & snippet 

targeting 

 

Conclusion 

In conclusion, the rapid rise of voice search and conversational AI marks a pivotal shift in how users access 

information. With smart assistants like Siri, Alexa, and Google Assistant becoming household staples, search 

behavior is moving away from keyword-heavy inputs toward more natural, conversational queries. This 

transformation is not merely technological—it’s behavioral, impacting both user intent and content delivery 

expectations. 

The study reveals that: 

• Over 70% of voice queries are long-tail, often framed as questions, reflecting a more intuitive 

human-computer interaction. 

• Industries such as e-commerce, Healthcare, Travel, and Retail are at the forefront of this shift, 

integrating voice capabilities for convenience and speed. 

• Traditional SEO, reliant on short keywords and typed input, is becoming less effective in capturing 

voice-driven traffic. 

• Businesses that embrace structured data, featured snippets, and mobile-first experiences are 

seeing greater visibility in voice search results. 

In essence, voice search is not just altering the structure of queries—it’s redefining the rules of search 

optimization. For businesses and marketers, the path forward lies in adapting to these conversational patterns 

and ensuring their content is accessible, relevant, and aligned with how users now “speak” their searches. 

Voice search is no longer the future—it’s the new standard in digital discovery. 

As voice search continues to reshape the digital landscape, businesses and marketers must take decisive steps 

to stay ahead. The following strategic recommendations are designed to drive measurable impact and ensure 

future readiness in the age of conversational AI: 

Recommendation 

 

1. Shift to Conversational SEO – Write for People, Not Just Algorithms 

• Create content that answers natural language queries like “How do I...” or “What is the best way 

to...”. 

• Integrate long-tail, question-based keywords into your web pages, blogs, and product descriptions. 

 

2. Prioritize Featured Snippets & Zero-Click Results 

• Structure content with clear headings, bullet points, and direct answers to commonly asked 

questions. 
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• Use tools like SEMrush or Ahrefs to identify snippet-worthy opportunities and re-optimize existing 

content. 

 

 3. Go Mobile-First with Lightning Speed 

• Voice searches are almost exclusively conducted on mobile. Ensure your website is responsive, fast-

loading, and offers seamless UX across devices. 

• Use Core Web Vitals to track and improve user experience metrics. 

 

 4. Dominate Local Search 

• Google Business Profile’s Claim and optimizations with accurate address, hours, and reviews. 

• Incorporate location-based keywords (e.g., “best sushi near Andheri”) to capitalize on “near me” 

and in-the-moment searches. 

 

5. Implement Schema Markup and Structured Data 

• Use schema.org tags to help search engines understand and serve your content more effectively. 

• Prioritize schemas like FAQ Page, How-to, Product, and Local Business, which directly impact 

voice search visibility. 

 

6. Embrace Voice Commerce (V-Commerce) 

• For retail and e-commerce brands, begin integrating voice ordering capabilities through apps or 

smart assistant integrations. 

• Offer voice search within your app or website using APIs from Google or Alexa Skills Kit. 

7. Track and Analyze Voice Search Metrics Separately 

Use Google Search Console filters and voice query keyword tools (like AnswerThePublic) to isolate 

voice-driven traffic and behavior. 

• Monitor KPIs like CTR, bounce rate, dwell time, and conversion rates for voice-specific pages. 

 

8. Train Teams and Rebuild Content Pipelines 

• Equip your SEO, content, and digital teams with training on conversational AI trends and voice-

first content creation. 

• Make voice optimization a core KPI in content marketing workflows. 

 

Summary: From Reactive to Proactive 

Voice search isn’t a trend—it’s a transformation. Businesses that act now will not only future-proof their 

digital strategy, but also gain a first-mover advantage in a world increasingly powered by voice. The time 

to pivot is now. 
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Scope and Limitation 

Scope of the Study 

This study explores the transformative impact of voice search and conversational AI on modern SEO 

practices, user behavior, and industry-specific digital strategies. The research specifically focuses on: 

• The evolution of keyword patterns from typed to voice queries. 

• The rise and influence of conversational AI tools like Alexa, Siri, and Google Assistant. 

• A comparative study of industries most affected by voice search, including eCommerce, Healthcare, 

Retail, Food & Travel. 

• The adaptation (or lack thereof) of businesses in response to voice-first consumer behavior. 

• Data derived through secondary sources, analytical tools like SEMrush, Ahrefs, 

AnswerThePublic, and publicly available case studies. 

This study aims to offer practical insights and strategic recommendations for marketers, SEO 

professionals, and digital decision-makers looking to optimize for a voice-dominated future. 

 

Limitations of the Study 

While the study offers valuable insights, it is subject to the following limitations: 

1. Reliance on Secondary Data: 

The research is based primarily on existing reports, trends, and tools. The absence of primary data 

collection (e.g., surveys, interviews) may limit the depth of behavioral insights. 

2. Tool Dependency: 

Insights drawn from platforms like Google Search Console, SEMrush, and AnswerThePublic are 

dependent on their internal algorithms and sampling methods, which may not capture the full 

spectrum of voice queries across all regions. 

3. Dynamic Nature of Technology: 

Voice search and AI technologies evolve rapidly. Findings may become outdated as new features, 

updates, or user patterns emerge. 

4. Industry Focus: 

While key industries are covered, the study does not exhaustively explore all sectors where voice 

search may have emerging relevance (e.g., education, legal, real estate). 

5. Geographic Generalization: 

The study primarily reflects global trends and may not account for regional variations in voice 

search adoption, especially in countries with diverse languages and internet accessibility. 
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