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It’s no longer enough to prepare 
content with the basic SEO principles 
in mind. Those are still important, 
but the latest development — voice 
search — offers new opportunities. 
Search is constantly evolving, and 
marketers must keep up. Voice search 
is another chance to own your corner 
of the internet and be there when 
your audience needs information. 
Here’s how to train your brain to think 
in terms of voice search and create 
content that earns results.

How to optimize your content  
for voice search
Master your voice for search and create content  
that earns results
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1. Think in terms of questions. 
A search engine is a giant answer machine. It’s where we turn for almost all of our day-to-day 
questions. The most important shift in thinking for voice search is to think in terms of questions. 
The majority of search queries are, in fact, questions. What are your audience’s most important 
questions? The quicker users can find the information, the better. We must anticipate the 
questions we’re going to be asked and position content to efficiently answer those questions. 
Begin by considering your own search queries and the types of questions you generally ask as a 
frame of reference.

2. Write for search. 
Write colloquially for your audience. It’s common for brands to carry their established brand tone 
across all platforms, including search, but that shouldn’t be the case. Search itself is a unique 
platform, much like the publication you may write for. We must match the tone of our audience 
in order to be found. Search marketing isn’t a branding exercise — it’s a connection exercise. While 
many marketers focus their search marketing energy on conveying a brand message, instead 
write with the tone of your audience’s needs in mind so that your information can be found. Most 
of all, write as humanly as possible. Answer questions in an organic, nonrobotic way — the way 
you would answer them. Having a degree of empathy and understanding will help you connect 
with your audience.

“HOW,” “WHY” AND “WHAT”
are the most common leads for voice search queries.  



Want to learn more about connecting with your audience through voice 
search? This search marketing tactic is an opportunity to differentiate  
and gain competitive advantage, and Bader Rutter would love to help.

JULIE FERRIS-TILLMAN 

Marketing Director

jferris@bader-rutter.com 

262.938.5487BADERRUTTER.COM

The essence of search marketing is connecting customer needs to a brand offering. Voice 
search allows us another channel to accomplish this goal.
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ng 3. Don’t overlook the tactics. 

The basics of search are still important. Make sure your website is built properly with structured 
data markup, Google My Business profile and FAQ pages so a search engine can explicitly know 
what you’re about.

Routinely perform audits to make sure your website 
consistently evolves with your audience’s needs. 
Make sure your content is relevant and built with 
context to connect your brand with your audience’s 
needs. When we launched a near me campaign 
for one of our clients, we saw a 350% increase in 
conversions over the course of six weeks. This is a 
result of understanding your audience and being a 
relevant connection between a customer need and 
brand offering.

4. Test your efforts. 
We define successful voice search as an increase in conversions, whether those are sales, leads 
or offline traffic. Test your identified search queries and run experiments in Google AdWords.  
One of our experiments discovered that near me campaigns offer the opportunity to connect 
offline movements to an online conversion. During peak times, these campaigns are an  
effective traffic driver, allowing you to measure foot traffic based on signals from Google  
Maps. Most audience behaviors offer the opportunity for split testing. Create two unique  
landing page experiences with different answers to track position changes. All of these  
metrics offer opportunities to improve.

FOR EXAMPLE:
Creating a “near me” campaign 
helps cater to mobile voice 
search needs because 88% of 
near me searches are done on 
mobile. (Google, 2017)
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