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Abstract 

The proliferation of AI-powered smart assistants has catalyzed the emergence of voice commerce 
(v-commerce) as a transformative frontier in digital consumerism. This study employs a 
systematic review of secondary data to analyze the drivers, barriers, and future trajectory of 
voice-based shopping. Findings indicate that while convenience and seamless integration into 
daily routines serve as primary adoption drivers, significant barriers persist—including privacy 
concerns, security risks, and the inherent limitations of a screenless interface. The research 
concludes that trust, enabled by advancements in natural language processing and personalized 
AI, is the critical determinant of v-commerce’s potential. Rather than replacing traditional e-
commerce, voice commerce is evolving into a complementary channel suited for low-
involvement, repetitive purchases. The study offers strategic insights for businesses aiming to 
navigate this nascent landscape, emphasizing the need for voice-optimized content, robust data 
protection measures, and a nuanced understanding of consumer hesitations. Ultimately, the 
future of v-commerce hinges on its ability to transcend transactional functionality and become a 
trusted, intelligent consumer advisor. 

Keywords: Voice Commerce, V-Commerce, Smart Assistants, Artificial Intelligence, Consumer 
Behavior, Digital Marketing, Trust, Privacy, Technology Adoption Model (TAM). 

 

1. Introduction 

The proliferation of AI-powered voice assistants has catalyzed a paradigm shift in digital 
consumerism, transitioning from text-based to voice-first interactions. Despite high adoption 
rates for informational tasks, voice commerce (v-commerce) remains limited due to unresolved 
consumer hesitations. This study analyzes the drivers, barriers, and future potential of v-
commerce through a systematic review of secondary data. It addresses key questions regarding 
adoption motivators, impediments like privacy concerns and interface limitations, and AI’s role 
in shaping transactional trust. The findings aim to equip marketers with strategies to harness 
voice technology while contributing to academic models of technology adoption in its nascent 
stages. 
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1.1. Background 

The proliferation of smart speakers and AI-powered voice assistants has fundamentally altered 
the digital landscape, marking a significant shift from text-based to voice-first interaction (Hoy, 
2018). Devices powered by Amazon Alexa, Google Assistant, and Apple Siri have moved 
beyond novelty status to become integrated components of everyday life, managing tasks from 
information retrieval to smart home control (López, Quesada, & Guerrero, 2017). This 
technological evolution represents a new paradigm in human-computer interaction, fostering a 
more natural and intuitive user experience. The seamless integration of these assistants into 
domestic and mobile environments has created a foundation for their expansion into commercial 
activities, giving rise to the phenomenon of voice commerce (v-commerce) as a potential future 
of digital consumerism (Kowalczuk, 2018). 

1.2. Problem Statement 

Despite remarkably high adoption rates for informational tasks such as weather updates, music 
streaming, and general queries, the utilization of voice technology for actual commercial 
transactions remains disproportionately low (Moriuchi, 2021; Fernandes & Oliveira, 2021). This 
discrepancy between adoption and commercial application presents a critical research problem. 
There exists a pressing need to systematically explore the complex factors that both inhibit and 
promote this emerging consumer channel. Understanding why consumers hesitate to complete 
purchases through voice interfaces, despite their comfort with using the technology for other 
purposes, is essential for unlocking the full potential of voice-based digital marketplaces 
(McLean & Osei-Frimpong, 2019; Cho, 2019). 

1.3. Research Objectives 

This study aims to address this research gap through four specific objectives: 

1. To analyze the current state and growth potential of the voice commerce ecosystem, 
examining market trends and adoption patterns (Kumar, Rajan, Venkatesan, & Lecinski, 
2019). 

2. To identify the key drivers motivating consumer adoption of voice shopping, particularly 
focusing on psychological and utilitarian factors (Davis, 1989; Venkatesh, Morris, Davis, 
& Davis, 2003). 

3. To examine the significant barriers and consumer hesitations hindering v-commerce 
adoption, including privacy concerns, interface limitations, and trust issues (Cho, 2019; 
Puntoni, Reczek, Giesler, & Botti, 2021). 

4. To explore the implications for marketers and the future evolution of digital consumerism 
in the context of advancing voice technology (Dawar & Bendle, 2018). 
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1.4. Research Questions 

Guided by these objectives, the study addresses three core research questions: 
RQ1: What are the primary consumer drivers (e.g., convenience, perceived usefulness) behind 
the adoption of voice commerce? (Moriuchi, 2019; Fernandes & Oliveira, 2021) 
RQ2: What are the main barriers (e.g., privacy, security, lack of visual interface) preventing 
widespread adoption of v-commerce? (Cho, 2019; Przegalinska, Ciechanowski, Stroz, Gloor, & 
Mazurek, 2019) 
RQ3: How will advancements in AI and natural language processing shape the future of voice-
based consumerism? (Kumar et al., 2019; Puntoni et al., 2021) 

1.5. Significance of the Study 

This research offers substantial theoretical and practical contributions. For academic research, it 
extends technology adoption models such as TAM and UTAUT to the novel context of voice 
commerce, providing insights into consumer behavior in early-stage technology adoption 
(Venkatesh et al., 2003; Davis, 1989). For practitioners, the findings provide actionable insights 
for businesses developing v-commerce strategies, including interface design, security 
implementation, and marketing approaches (Dawar & Bendle, 2018; Hildebrand & Bergner, 
2021). The study also contributes to understanding how trust mechanisms operate in AI-
mediated commercial interactions, a crucial dimension for future digital marketplaces 
(Przegalinska et al., 2019; Sheehan, Jin, & Gottlieb, 2020). 

1.6. Scope and Limitations 

This study focuses specifically on business-to-consumer (B2C) voice commerce transactions, 
excluding business-to-business applications. The research is constrained by its reliance on 
secondary data, which may limit the novelty of empirical findings. Additionally, the rapid 
evolution of voice technology presents a challenge, as the landscape may change more quickly 
than academic publication cycles can accommodate (Tiwari, 2021). The study also 
acknowledges potential cultural biases in the existing research, which predominantly reflects 
Western technological contexts and consumer behaviors. These limitations notwithstanding, the 
research provides a comprehensive foundation for understanding the current state and potential 
trajectory of voice commerce. 

2. Literature Review 

The literature review examines the evolution from e-commerce to voice commerce (v-
commerce), highlighting its definition as transactional versus informational use. It explores the 
dominant technology ecosystem, including key platforms like Amazon Alexa and Google 
Assistant, and their integration into smart devices. Theoretical frameworks such as the 
Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of 
Technology (UTAUT) are applied to understand adoption drivers like convenience, ease of use, 
and social influence. Significant barriers are also analyzed, including privacy concerns, lack of 
visual interface, trust issues, and limitations in product suitability for high-involvement items. 
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2.1. The Evolution of E-commerce to V-Commerce 

The trajectory of digital commerce has evolved significantly from desktop-based online 
shopping to mobile commerce and now to voice commerce (v-commerce). This progression 
represents a fundamental shift in human-computer interaction, moving from visual and tactile 
interfaces to auditory and conversational platforms (Kowalczuk, 2018). Voice commerce is 
specifically defined as the completion of commercial transactions through voice commands 
directed at smart assistants and AI-powered devices (Moriuchi, 2021). It is crucial to distinguish 
between transactional use (actual purchasing) and informational use (product research, price 
comparisons) of voice assistants, as adoption rates differ substantially between these applications 
(Fernandes & Oliveira, 2021). The emergence of v-commerce represents the latest stage in the 
ongoing dematerialization of the shopping interface, reducing physical interaction to mere vocal 
command (Tiwari, 2021). 

2.2. The Technology Ecosystem 

The voice commerce ecosystem is dominated by major technology platforms, primarily Amazon 
Alexa, Google Assistant, and Apple Siri, each with distinct competitive advantages and market 
strategies (López, Quesada, & Guerrero, 2017). These platforms operate through various 
hardware devices including smart speakers (Amazon Echo, Google Nest, Apple HomePod), 
smartphones, and increasingly integrated into vehicles, appliances, and other Internet of Things 
(IoT) devices (Hoy, 2018). The ecosystem extends beyond hardware to include voice application 
platforms, skills marketplaces, developer tools, and integration with existing e-commerce 
infrastructures (Kumar, Rajan, Venkatesan, & Lecinski, 2019). This complex technological 
landscape creates both opportunities for seamless commerce and challenges regarding 
interoperability, data sharing, and platform dominance (Sciuto, Saini, Forlizzi, & Hong, 2018). 

2.3. Theoretical Frameworks 

Two primary theoretical frameworks provide foundation for understanding voice commerce 
adoption. The Technology Acceptance Model (TAM) offers a foundational perspective, 
identifying perceived usefulness and perceived ease of use as primary determinants of 
technology adoption (Davis, 1989). Applied to voice commerce, perceived usefulness 
encompasses the utility gained from hands-free operation and integration into daily routines, 
while perceived ease of use relates to the naturalness of voice interaction compared to traditional 
interfaces (McLean & Osei-Frimpong, 2019). The Unified Theory of Acceptance and Use of 
Technology (UTAUT) provides a more comprehensive framework, incorporating performance 
expectancy (similar to perceived usefulness), effort expectancy (similar to perceived ease of use), 
social influence, and facilitating conditions as key determinants of technology adoption 
(Venkatesh, Morris, Davis, & Davis, 2003). These frameworks help explain the gap between 
voice technology adoption for informational purposes versus commercial transactions 
(Fernandes & Oliveira, 2021). 



ISSN: 2249-7196 

IJMRR/August 2021/ Volume 11/Issue 3/99-113 

Dr. Preeti Gahlot/ International Journal of Management Research & Review 

103 
 

2.4. Drivers of Voice Commerce Adoption 

Research identifies several key drivers facilitating voice commerce adoption. Convenience 
emerges as the predominant factor, enabling consumers to complete purchases while 
simultaneously engaged in other activities such as cooking, driving, or childcare (Moriuchi, 
2019). The hands-free operation aspect provides particular value in contexts where manual 
interaction with devices is impractical or unsafe (Zhu & Chang, 2020). Speed of transaction 
represents another significant driver, as voice commands can dramatically reduce the time 
required for routine purchases compared to traditional e-commerce interfaces (Lim, Kim, & 
Cheong, 2019). Additionally, the integration of voice assistants into smart home ecosystems and 
daily routines creates natural opportunities for commercial interaction, particularly for 
replenishment purchases and household items (Kowalczuk, 2018). The perceived enjoyment and 
social presence experienced through voice interactions also serve as motivational factors for 
some consumer segments (Poushneh, 2021). 

2.5. Barriers to Voice Commerce Adoption 

Despite these drivers, significant barriers impede widespread v-commerce adoption. Privacy and 
security concerns represent perhaps the most substantial obstacle, with consumers expressing 
apprehension about voice data collection, storage practices, and potential eavesdropping (Cho, 
2019). The lack of visual interface presents fundamental limitations for commerce, preventing 
product comparison, visual inspection, and serendipitous discovery that characterize traditional 
online shopping (Fan & Chai, 2021). Trust and reliability concerns emerge regarding the 
assistant's ability to correctly interpret commands and select appropriate products, especially for 
subjective or high-involvement purchases (Przegalinska, Ciechanowski, Stroz, Gloor, & 
Mazurek, 2019). These concerns are compounded by product suitability limitations, as voice 
commerce currently proves most effective for low-involvement, repeat purchase items with 
minimal evaluation requirements (e.g., groceries, household goods) rather than products 
requiring extensive research or visual inspection (Moriuchi, 2021). The combination of these 
barriers creates a complex adoption landscape that brands and technology platforms must 
navigate to realize v-commerce's potential. 

3. Methodology (Secondary Data Analysis) 

This study employs a systematic literature review methodology to analyze existing secondary 
data on voice commerce. The research design incorporates thematic synthesis to identify patterns 
across academic, industry, and case study sources. Data is drawn from scholarly databases 
including Scopus and Web of Science using targeted keywords, complemented by industry 
reports from firms like Gartner and Pew Research. The inclusion criteria prioritize publications 
from 2016 onward, focusing on consumer behavior in B2C contexts while excluding technical or 
non-English sources. Thematic analysis is applied to code and synthesize findings related to 
adoption drivers, barriers, and emerging trends in voice-based commerce. 
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3.1. Research Design 

This study employs a systematic literature review methodology following the established 
guidelines for transparent and reproducible secondary research (Tranfield, Denyer, & Smart, 
2003). The research design incorporates a thematic synthesis approach to analyze and integrate 
findings from diverse secondary sources, allowing for the identification of patterns, relationships, 
and contradictions across the existing body of knowledge on voice commerce. This methodology 
is particularly appropriate for investigating emerging technological phenomena where primary 
data may be limited or fragmented across disciplines (Webster & Watson, 2002). The systematic 
approach ensures comprehensive coverage of relevant literature while minimizing selection bias 
through explicit search and inclusion protocols, thereby providing a robust foundation for 
understanding the current state of knowledge regarding voice commerce adoption. 

3.2. Data Sources 

The study utilizes three complementary categories of secondary sources to ensure both academic 
rigor and practical relevance. Academic sources comprise peer-reviewed journal articles 
identified through comprehensive searches of major electronic databases including Scopus, Web 
of Science, and ACM Digital Library. These databases were selected for their extensive coverage 
of high-quality journals in marketing, information systems, and human-computer interaction. 
The search strategy employs Boolean operators combining key terms and phrases including 
"voice commerce," "v-commerce," "smart assistant," "voice shopping," and "AI assistant" to 
ensure retrieval of relevant literature across disciplines. 

Industry reports from reputable market research firms provide contemporary market data and 
consumer insights. Key sources include eMarketer's digital commerce forecasts, Gartner's 
technology adoption analyses, Pew Research Center's demographic studies, Business Insider 
Intelligence's consumer behavior reports, and NPR/Edison Research's smart speaker adoption 
tracking. These sources offer valuable insights into current market trends, adoption metrics, and 
consumer sentiments that complement academic research. 

Case studies from academic journals, business publications, and industry white papers provide 
illustrative examples of practical implementations. These include analyses of specific brand 
implementations such as Amazon Voice Shopping, Domino's Pizza ordering via Alexa, and 
voice commerce integrations by major retailers. These cases offer contextual depth and practical 
insights into how voice commerce operates in real-world contexts. 

3.3. Inclusion/Exclusion Criteria 

The study establishes clear criteria to ensure the relevance and quality of selected data. Inclusion 
criteria focus on publications from 2016 onwards to capture developments following the 
widespread commercialization of Amazon Alexa and comparable voice assistants. The research 
concentrates on Business-to-Consumer (B2C) voice commerce applications, particularly 
examining consumer behavior and adoption patterns. Studies must explicitly examine or discuss 
central constructs including voice commerce adoption, consumer trust, privacy concerns, or 



ISSN: 2249-7196 

IJMRR/August 2021/ Volume 11/Issue 3/99-113 

Dr. Preeti Gahlot/ International Journal of Management Research & Review 

105 
 

interface limitations. Only literature published in English is considered due to resource 
constraints. 

Exclusion criteria eliminate studies published before 2016 to maintain contemporary relevance to 
the current voice technology landscape. Research focused exclusively on technical aspects of 
speech recognition without consumer behavior implications is excluded. Non-peer-reviewed 
sources excepting established industry reports from recognized firms are excluded to maintain 
academic rigor. Additionally, literature where the full text is inaccessible is excluded to ensure 
comprehensive analysis. 

3.4. Data Analysis Technique 

Thematic analysis serves as the primary analytical approach for examining the collected data, 
following the systematic process outlined by Braun and Clarke (2006). The analysis begins with 
familiarization, where the researcher immerses in the data through repeated reading and 
annotation of all selected sources. Initial coding identifies relevant features across the dataset, 
facilitated by qualitative data analysis software to manage the volume of literature and ensure 
consistency. 

The coding process evolves into theme development, where codes are collated into potential 
themes mapping onto the research questions and conceptual framework. Anticipated themes 
include drivers of adoption (convenience, integration), barriers to adoption (privacy concerns, 
interface limitations), trust mechanisms, and future trends. Themes are reviewed and refined 
through iterative examination to ensure they accurately represent the dataset and form coherent 
patterns. 

The final synthesis stage integrates findings from academic literature, industry reports, and case 
studies through narrative synthesis. This process identifies converging evidence across sources, 
explains contradictory findings, and highlights gaps in current understanding. The synthesis 
provides comprehensive answers to each research question while maintaining the contextual 
richness of the source materials, following established protocols for systematic reviews in 
technology adoption research. 

4. Analysis and Findings 

The analysis reveals a pronounced disparity between voice assistant adoption for informational 
purposes and commercial use. While convenience and seamless integration into daily routines 
emerge as primary adoption drivers, significant barriers impede transactional engagement. 
Privacy and security concerns constitute the most substantial obstacle, with consumers 
expressing apprehension about data collection and potential misuse. The absence of a visual 
interface presents another critical barrier, limiting product evaluation and comparison 
capabilities essential for purchase decisions. These findings indicate that trust serves as the 
fundamental mediator between technological capability and commercial adoption. The research 
further identifies that voice commerce currently functions most effectively for low-involvement, 
routine purchases where convenience outweighs the need for extensive product research. 
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Technological advancements in natural language processing and personalized recommendations 
appear crucial for overcoming existing limitations and expanding voice commerce into more 
complex transactional domains. 

4.1. RQ1: Drivers of Adoption 

The synthesis of existing research consistently identifies convenience and ease of use as the 
paramount drivers of voice commerce adoption. Empirical studies demonstrate that perceived 
usefulness, particularly through hands-free operation and time savings, serves as a primary 
motivator for consumers to engage with voice shopping capabilities (McLean & Osei-Frimpong, 
2019; Moriuchi, 2021). The Technology Acceptance Model finds strong support in this context, 
with both perceived usefulness and perceived ease of use significantly influencing behavioral 
intentions toward voice assistant usage (Davis, 1989; Venkatesh et al., 2003). The seamless 
integration of voice technology into daily routines and smart home ecosystems emerges as a 
particularly powerful facilitator, creating natural opportunities for commercial interactions 
during activities such as cooking, cleaning, or commuting where manual device interaction is 
impractical (Kowalczuk, 2018; Zhu & Chang, 2020). This integration effect is especially 
pronounced for routine purchases and replenishment items, where the cognitive effort required 
for decision-making is minimal and the benefits of voice-activated ordering are most apparent 
(Moriuchi, 2019). Additional drivers include the perceived enjoyment derived from voice 
interactions and the social presence experienced through conversational commerce, particularly 
among earlier adopters of voice technology (Poushneh, 2021; Fernandes & Oliveira, 2021). 

4.2. RQ2: Barriers to Adoption 

The analysis reveals that security and privacy concerns represent the most significant barriers to 
voice commerce adoption, consistently emerging as the primary reason for consumer hesitation. 
Research indicates that apprehension about voice data collection, storage practices, and potential 
eavesdropping creates substantial resistance to transactional voice interactions (Cho, 2019; 
Przegalinska et al., 2019). The lack of visual interface presents another critical barrier, 
fundamentally limiting the commerce experience by preventing product comparison, visual 
inspection, and serendipitous discovery that characterize traditional online shopping (Fan & 
Chai, 2021; Lim et al., 2019). This limitation is particularly problematic for new or high-
involvement products requiring extensive evaluation, where consumers demonstrate strong 
preference for visual interfaces that support comprehensive product research and comparison 
(Moriuchi, 2021). Trust and reliability concerns further impede adoption, as consumers question 
artificial intelligence's ability to correctly interpret commands and select appropriate products, 
especially for subjective purchases or situations requiring nuanced judgment (Przegalinska et al., 
2019; Puntoni et al., 2021). These barriers collectively create a complex adoption landscape that 
explains the current gap between voice technology usage for informational purposes versus 
commercial transactions. 
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4.3. RQ3: The Role of AI and Future Trends 

The findings indicate that advancements in artificial intelligence, particularly in natural language 
processing (NLP) and machine learning, are crucial for overcoming current adoption barriers and 
realizing voice commerce's full potential. Improved NLP capabilities are essential for enhancing 
the accuracy of voice recognition and command interpretation, thereby addressing fundamental 
reliability concerns that currently limit consumer trust (López et al., 2017; Kumar et al., 2019). 
Personalized recommendations powered by sophisticated algorithms emerge as a critical factor 
in moving voice commerce beyond simple order placement toward functioning as a trusted 
shopping advisor (Kumar et al., 2019; Hildebrand & Bergner, 2021). Predictive analytics 
capabilities will enable voice assistants to anticipate consumer needs based on past behavior, 
contextual cues, and broader purchasing patterns, thereby creating more valuable and proactive 
shopping experiences (Dawar & Bendle, 2018). The development of emotional intelligence and 
more natural conversational capabilities represents another important frontier, potentially 
enabling voice assistants to better understand consumer preferences through nuanced 
communication and contextual awareness (Poushneh, 2021; Puntoni et al., 2021). These 
technological advancements, combined with improved security protocols and privacy 
protections, are expected to gradually overcome current adoption barriers and facilitate more 
sophisticated voice commerce interactions across a broader range of product categories and 
consumer segments. 

5. Discussion 

The analysis demonstrates that voice commerce serves as a complementary channel rather than a 
replacement for existing digital commerce platforms, with its utility concentrated in specific use 
cases where convenience and integration provide distinct advantages. Trust emerges as the 
central currency in this ecosystem, operating as the critical mediator between technological 
capability and commercial adoption. The findings necessitate extending established technology 
adoption models to incorporate voice-specific constructs such as perceived risk and voice-based 
trust, which capture the unique privacy concerns and reliability considerations of AI-mediated 
interactions. For marketers, these insights imply the need for voice search optimization, focused 
efforts on building top-of-mind awareness for suitable product categories, and prioritized 
investment in data security and transparent privacy policies. The development of voice 
applications should emphasize genuine utility beyond commercial transactions to build consumer 
trust and engagement, while acknowledging the current limitations of voice interfaces for 
complex purchases and maintaining complementary channels for comprehensive customer 
journeys. 

5.1. Interpretation of Findings 

The analysis reveals that voice commerce represents not a replacement for existing digital 
commerce channels but rather a complementary platform optimized for specific use cases and 
consumer scenarios. The findings suggest that v-commerce serves particular transactional 
contexts where its unique attributes—hands-free operation, speed, and seamless integration into 
daily routines—provide distinct advantages over traditional e-commerce interfaces (Moriuchi, 
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2021; Zhu & Chang, 2020). Trust emerges as the central currency in this ecosystem, functioning 
as the critical determinant that mediates between technological capability and commercial 
adoption (Przegalinska et al., 2019; Hildebrand & Bergner, 2021). This trust operates on multiple 
levels: trust in the technology's reliability to correctly interpret and execute commands, trust in 
the platform's security measures to protect sensitive data, and trust in the assistant's product 
selection capabilities to make appropriate purchasing decisions on the consumer's behalf (Cho, 
2019; Puntoni et al., 2021). The establishment of this multifaceted trust represents the 
fundamental prerequisite for overcoming the current adoption gap between informational and 
commercial voice assistant usage. 

5.2. Theoretical Implications 

This research makes significant contributions to established technology adoption theories by 
extending and refining their application to the unique context of voice commerce. The 
Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of 
Technology (UTAUT) require expansion to incorporate voice-specific constructs that capture the 
distinctive characteristics of this interaction mode (Davis, 1989; Venkatesh et al., 2003). 
Specifically, the concept of "perceived risk" must be elaborated to account for the particular 
privacy concerns and security apprehensions associated with voice data collection and storage 
(Cho, 2019). The construct of "voice-based trust" requires formalization to address the unique 
reliability concerns surrounding AI-mediated commercial interactions, including considerations 
of interpretive accuracy and algorithmic decision-making (Przegalinska et al., 2019; Sheehan et 
al., 2020). Additionally, theoretical frameworks must incorporate interface-related variables that 
capture the limitations and opportunities presented by screenless interactions, particularly 
regarding product evaluation and comparison capabilities (Fan & Chai, 2021). These theoretical 
extensions provide a more nuanced foundation for understanding and predicting voice commerce 
adoption patterns. 

5.3. Practical Implications for Marketers 

The findings yield several actionable implications for marketing practitioners seeking to navigate 
the voice commerce landscape. First, brands must optimize for voice search through both 
traditional SEO and emerging voice search optimization (VSO) strategies, focusing on natural 
language queries and conversational keywords that reflect how consumers actually speak rather 
than type (Kumar et al., 2019). Second, marketing efforts should prioritize building top-of-mind 
awareness for low-involvement, frequently purchased products that align with voice commerce's 
current strengths in routine replenishment and convenience-oriented purchases (Moriuchi, 2019; 
Lim et al., 2019). 

Third, companies must prioritize data security and transparent privacy policies to address the 
fundamental trust barriers inhibiting adoption. This includes clearly communicating data 
protection measures, providing opt-in controls for voice data usage, and implementing robust 
security protocols that reassure cautious consumers (Cho, 2019). Fourth, brands should develop 
voice skills and actions that provide genuine utility beyond commercial transactions, such as 
product usage tips, recipe suggestions, or entertainment content that adds value to the consumer 
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experience and builds brand affinity through non-commercial interactions (Poushneh, 2021; 
Dawar & Bendle, 2018). 

Finally, marketers should approach voice commerce as part of an omnichannel strategy rather 
than a standalone solution, recognizing its particular strengths for specific use cases while 
maintaining other channels for product discovery, evaluation, and complex purchases (Fan & 
Chai, 2021). This balanced approach allows brands to leverage voice commerce's advantages 
while mitigating its current limitations through complementary channel integration. 

6. Conclusion 

This research confirms voice commerce as a transformative yet supplementary commerce 
channel, characterized by unparalleled convenience for specific use cases but constrained by 
significant adoption barriers. Trust emerges as the fundamental determinant of success, 
mediating between technological capability and commercial realization. The study acknowledges 
limitations including its reliance on secondary data and the rapid evolution of voice technology 
potentially outpacing existing research. Future investigations should pursue cross-cultural 
comparative studies to examine cultural variations in adoption patterns, longitudinal research to 
track trust development over time, and specialized inquiry into voice interface design for 
complex transactions. Additional avenues include exploring psychological mechanisms of voice-
based trust formation, privacy-preserving technologies' impact on adoption, and industry-specific 
applications beyond conventional consumer goods. 

6.1. Summary 

This research demonstrates that voice commerce represents a significant paradigm shift in 
human-computer interaction, offering unparalleled convenience through hands-free operation 
and seamless integration into daily routines yet facing substantial adoption hurdles that limit its 
current commercial potential. The findings confirm that while voice technology has achieved 
remarkable penetration for informational tasks, its transition to a mainstream commerce channel 
is constrained by persistent barriers including privacy concerns, interface limitations, and trust 
deficits. The study establishes that voice commerce serves not as a replacement for existing 
digital commerce platforms but as a complementary channel optimized for specific use cases, 
particularly routine purchases of low-involvement products where its convenience advantages 
are most pronounced. Trust emerges as the critical determinant of adoption, functioning as the 
essential currency that mediates between technological capability and commercial realization. 
The research concludes that voice commerce's future development depends on addressing these 
trust barriers through technological advancements in natural language processing, improved 
security protocols, and more sophisticated AI capabilities that enhance reliability and 
personalization. 

6.2. Limitations 

This study acknowledges several limitations inherent in its research design and methodology. 
The exclusive reliance on secondary data restricts the ability to generate novel empirical 
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evidence or establish causal relationships between variables. The rapid evolution of voice 
technology presents a significant challenge, as the commercial landscape and technical 
capabilities may advance more quickly than academic publication cycles can accommodate, 
potentially limiting the temporal relevance of certain findings. The focus on Business-to-
Consumer applications excludes potentially valuable insights from Business-to-Business voice 
commerce implementations. Additionally, the available research predominantly reflects Western 
technological contexts and consumer behaviors, particularly from the United States and 
European markets, which may limit the generalizability of findings to other cultural and 
economic contexts. The study also faces inherent publication bias toward significant positive 
findings, potentially overlooking null results or failed implementations that could provide 
valuable insights into adoption barriers. 

6.3. Future Research Avenues 

This research identifies several promising avenues for future investigation to advance 
understanding of voice commerce development and adoption. Cross-cultural comparative studies 
are needed to examine how cultural factors influence voice commerce adoption patterns, trust 
formation mechanisms, and preference for specific types of voice interactions across different 
societal contexts. Longitudinal research designs would provide valuable insights into how trust 
in voice assistants evolves over time through continued interaction, experience with different 
types of transactions, and exposure to technological improvements. Investigation into voice user 
interface design principles for complex transactions represents another critical research direction, 
exploring how audio-only interfaces can effectively support sophisticated commercial decisions 
requiring product comparison, detailed information review, and subjective evaluation. 

Additional research should examine the psychological mechanisms underlying voice-based trust 
formation, particularly how consumers develop confidence in AI-mediated commercial 
interactions and what factors most significantly influence this process. Studies exploring the 
integration of voice commerce with other emerging technologies such as augmented reality or 
visual displays could provide insights into hybrid interface solutions that mitigate current 
limitations. Research into privacy-preserving technologies and their impact on adoption would 
address fundamental consumer concerns while advancing theoretical understanding of the 
privacy-trust relationship in voice interactions. Finally, investigation of industry-specific 
applications and barriers would help develop tailored voice commerce strategies for different 
product categories and market segments, moving beyond the current focus on general consumer 
goods to specialized applications across various sectors. 
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