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 Identify the legal and ethical framework governing digital marketing in the real estate sector.

 Analyze the potential ethical and legal risks inherent in digital real estate marketing strategies, and evaluate their 

impact on brand reputation and customer trust.

 Classify marketing practices in the real estate sector into ethical and lawful practices and unethical or unlawful 

practices, while providing applied examples drawn from market realities.

 Distinguish the legal requirements of transparency in digital advertising, including the disclosure of paid partnerships, 

cookie policies, and influencer marketing practices.

 Apply the principles of privacy and data protection in the design of real estate marketing campaigns, while ensuring 

the acquisition of the necessary consents and the protection of consumer rights.

 Critique deceptive marketing practices in the real estate sector, such as unrealistic images, false claims, and 

fabricated reviews, and propose ethical alternatives to them.

 Develop an integrated digital marketing strategy for the real estate sector that complies with legal and ethical 

standards, promotes transparency and inclusivity, and achieves a balance between innovation and social 

responsibility.
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Digital marketing has transformed how companies connect with their customers. From social media campaigns to personalized email 

marketing and SEO strategies, the digital landscape offers endless opportunities. However, as this field rapidly evolves, so do the 

concerns surrounding legal and ethical issues in digital marketing. Understanding and addressing these concerns is not just good 

practice—it’s essential for maintaining consumer trust, protecting your brand, and staying legally compliant.

Legal and Ethical Issues in Digital Marketing: Protect Your Brand and Build Trust have become more important than ever as businesses 

adopt data-driven and customer-centric strategies. Legal and Ethical Issues in Digital Marketing cover regulatory frameworks that 

safeguard consumers and ensure fair business practices, including laws on data collection, storage, transparency in advertising, 

copyright usage, and consent for communication.



Legal and Ethical Considerations

Chapter

10

Beyond the law, Legal and Ethical Issues in Digital 

Marketing extend to ethical considerations that shape 

brand credibility—since practices like misleading 

headlines, undisclosed sponsorships, or excessive tracking 

may harm trust even if they remain technically legal. By 

recognizing the value of Legal and Ethical Issues in Digital 

Marketing, businesses not only stay compliant but also 

show integrity, professionalism, and respect for their 

audience. Ultimately, embedding Legal and Ethical Issues 

in Digital Marketing into daily practices helps marketers 

build authentic relationships and gain a competitive 

advantage in today’s online marketplace.
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The Importance of Legal and Ethical Compliance

Compliance with legal and ethical standards is essential for 

several reasons:

• Building Trust: Ethical practices foster trust and 

credibility with your audience.

• Avoiding Legal Consequences: Non-compliance can 

lead to fines, lawsuits, and reputational damage.

• Enhancing Brand Reputation: Ethical marketing 

differentiates your brand positively in the market.

• Long-Term Success: Sustainable business practices 

contribute to long-term growth and customer loyalty.
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Data Privacy and Protection

Data privacy and protection are critical components of responsible digital marketing in today’s interconnected world. With personal 

and sensitive information being constantly collected, stored, and shared online, safeguarding this data is essential to prevent identity 

theft, fraud, and unauthorized access. Effective data protection requires strong security measures such as encryption, access control, 

and regular audits, while also ensuring compliance with regulations like the GDPR, CCPA, and other data privacy laws.

As part of the broader Legal and Ethical Issues in Digital Marketing, organizations must prioritize transparency by clearly explaining 

how they collect, use, and store user data. Respecting data privacy also means recognizing that Legal and Ethical Issues in Digital 

Marketing go beyond compliance—they help establish trust and credibility. Companies that embrace Legal and Ethical Issues in 

Digital Marketing empower individuals with rights to access, correct, or delete their information, ensuring fairness in every 

interaction. By integrating Legal and Ethical Issues in Digital Marketing into business strategies, brands can balance innovation with 

responsibility. Ultimately, a strong commitment to Legal and Ethical Issues in Digital Marketing reinforces user trust and builds a 

reputation for integrity in the digital age.
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Legal Aspect:

Data is the backbone of digital marketing. However, the 

collection, storage, and use of consumer data is regulated 

by various laws:

• General Data Protection Regulation (GDPR) in the 

European Union.

• California Consumer Privacy Act (CCPA) in the U.S.

• Digital Personal Data Protection Act (DPDP) in India.

These laws require businesses to:

• Obtain clear consent before collecting personal data.

• Explain how the data will be used.

• Allow users to opt out or request data deletion.

Failure to comply can lead to hefty fines and legal action.
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Ethical Aspect:

Even if a business follows the law, consumers expect 

transparency. Ethical marketers go beyond legal 

compliance by:

• Being honest about data collection.

• Avoiding excessive data harvesting.

• Respecting user preferences and boundaries.
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Email and SMS Marketing Regulations

Email and SMS marketing are highly effective communication tools—but they come with significant responsibilities. To address the 

Legal and Ethical Issues in Digital Marketing, these channels are strictly regulated to prevent spam, deception, and intrusion into 

users’ privacy. Regulations such as the CAN-SPAM Act, GDPR, and TCPA are designed to safeguard consumers, and understanding how 

they connect to Legal and Ethical Issues in Digital Marketing is vital for compliance.

These laws mandate clear opt-in consent, accurate sender identification, and easy opt-out options, all of which align with the broader 

framework of Legal and Ethical Issues in Digital Marketing. Failing to comply not only brings financial penalties but also damages a 

brand’s credibility, underscoring the importance of Legal and Ethical Issues in Digital Marketing in every customer interaction. 

Ultimately, businesses that embrace Legal and Ethical Issues in Digital Marketing demonstrate respect for their audience, foster 

transparency, and build lasting trust.
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Legal Requirements:

Most countries have anti-spam laws that require:

• Prior consent (opt-in) from users.

• An easy way to unsubscribe.

• Clear sender identification.

For example, the CAN-SPAM Act in the U.S. and TRAI rules 

in India regulate such communication.
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Ethical Guidelines:

Ethically, marketers should:

• Send relevant, valuable content.

• Avoid bombarding users with constant messages.

• Respect unsubscribe requests immediately.

Misuse of this channel can damage customer relationships 

and reduce brand credibility.
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Best Practices for Compliant Email Marketing

• Maintain Clean Lists: Use opt-in methods and regularly 

update email lists.

• Personalise Content: Increase engagement with relevant 

content.

• Monitor Metrics: Track open rates and unsubscribes to 

improve campaigns.
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Intellectual Property and Copyright

Using someone else’s content—images, videos, music, or written work—without permission can lead to legal action.

Intellectual property and copyright laws play a crucial role in protecting original creations such as content, images, logos, music, and 

software from unauthorized use. In the digital marketing space, respecting these laws ensures that businesses do not illegally use or 

distribute content that belongs to others. Copyright grants the creator exclusive rights to reproduce, distribute, or modify their work, 

while intellectual property laws also cover trademarks, patents, and trade secrets. Marketers must ensure they have proper licenses 

or permissions before using third-party content and should also protect their own creations from infringement. Upholding these laws 

not only avoids legal consequences but also promotes creativity and fairness in the digital environment.
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Legal Implications:

• Unlicensed use of copyrighted material can result in 

lawsuits.

• Brand names, logos, and taglines are protected under 

trademark law.

• Plagiarism is not just unethical—it can be illegal in many 

jurisdictions.
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Ethical Practice:

Always use original content or properly licensed material. 

If referencing someone else’s work, give credit. Respecting 

intellectual property builds trust with your audience and 

fosters a creative, fair marketing environment.
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Misleading Advertising and False Claims

Digital marketers often feel pressure to make their products or services look more attractive. But exaggeration or false promises can 

cross ethical and legal lines.

Misleading advertising and false claims are serious ethical and legal issues in digital marketing that can erode consumer trust and 

lead to regulatory penalties. This includes exaggerating product benefits, hiding important information, or making unverified 

statements to persuade customers. Laws such as the Federal Trade Commission (FTC) Act and other consumer protection regulations 

prohibit deceptive practices and require that all marketing claims be truthful, substantiated, and clearly presented. Businesses must 

ensure that their advertisements accurately represent their products or services, with disclaimers where necessary. Ethical marketing 

not only protects consumers but also strengthens brand credibility and fosters long-term customer loyalty.
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Legal Concerns:

Regulatory bodies like the Federal Trade Commission (FTC) 

or Advertising Standards Council of India (ASCI) monitor 

advertising claims. Businesses must:

• Avoid making unverified health or financial claims.

• Clearly disclose if an endorsement is paid or sponsored.

• Not manipulate consumer reviews or ratings.
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Ethical Marketing:

• Use honest messaging.

• Highlight benefits without overstating outcomes.

• Be transparent about pricing, terms, and conditions.

Honesty in advertising strengthens customer loyalty and 

reduces the risk of complaints or legal trouble.
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Influencer Marketing Transparency

Influencer marketing has grown immensely, but it comes with its own set of responsibilities.

Influencer Marketing Transparency is essential to maintain trust between brands, influencers, and their audiences. When influencers 

promote products or services, they must clearly disclose paid partnerships, sponsorships, or gifted items. Transparent communication 

ensures that followers are aware of the promotional nature of the content, helping to prevent misleading claims and maintain ethical 

standards. Regulatory bodies in many countries now require clear disclosures, such as using hashtags like #ad or #sponsored. 

Ultimately, transparency not only protects consumers but also strengthens the credibility of both the influencer and the brand.
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Legal Obligations:

Laws now require influencers to:

• Disclose paid partnerships.

• Use hashtags like #ad or #sponsored.

• Avoid promoting harmful or illegal products.

Failure to disclose sponsorships can lead to penalties for 

both the influencer and the brand.
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Ethical Expectations:

Brands and influencers must maintain authenticity. Fake 

endorsements or misleading content can damage trust. 

Transparency builds a genuine connection with the 

audience and enhances brand value.
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Cookie Policies and User Tracking

Cookies and user tracking play a central role in delivering personalized digital experiences—but failing to disclose tracking practices 

can lead to serious consequences. As part of the broader Legal and Ethical Issues in Digital Marketing: Protect Your Brand and Build 

Trust, cookie usage must be handled with transparency and care.

Websites often use cookies to gather data on user behavior, preferences, and browsing habits for analytics or targeted advertising. 

However, to stay compliant with privacy laws such as the GDPR and CCPA, businesses must clearly inform users about their cookie 

usage and obtain explicit consent before any tracking occurs. A comprehensive and accessible cookie policy should explain what data 

is collected, how it is used, and how users can manage or opt out of tracking altogether.

By prioritizing user awareness and consent, businesses not only fulfill legal obligations but also build stronger relationships based on 

transparency and respect—core values in any ethical digital marketing strategy.
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Legal Framework:

GDPR and other privacy laws require:

• Prior consent for using non-essential cookies.

• Clear cookie policy and options to manage settings.
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Ethical Conduct:

Marketers should be open about their use of cookies and 

provide easy opt-out options. Respecting user privacy isn’t 

just a legal checkbox—it’s an ethical commitment.
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Ethical Targeting and Segmentation

Ethical Targeting and Segmentation is a vital part of addressing the Legal and Ethical Issues in Digital Marketing: Protect Your Brand 

and Build Trust. While digital tools enable marketers to reach specific audiences with impressive precision, this capability comes with 

a responsibility to use consumer data fairly and respectfully. Targeting based on demographics, interests, or behavior can enhance 

marketing performance, but it must be executed transparently and without violating privacy or reinforcing harmful stereotypes.

Marketers should avoid exploitative or discriminatory tactics and ensure that all targeting data is collected with proper user consent. 

Ethical targeting respects individual rights, aligns with privacy regulations, and demonstrates that your brand values its audience—

not just as data points, but as people. Ultimately, responsible segmentation doesn’t just meet legal requirements—it strengthens 

brand loyalty and fosters trust in an increasingly data-conscious world.
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Legal Restrictions:

Understanding Legal and Ethical Issues in Digital 

Marketing: Protect Your Brand and Build Trust means 

recognizing that some laws prohibit targeting individuals 

based on sensitive personal information such as race, 

religion, or health data. Respecting these boundaries is 

essential for maintaining user privacy and upholding 

ethical marketing standards.
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Ethical Boundaries:

A key aspect of Legal and Ethical Issues in Digital 

Marketing: Protect Your Brand and Build Trust is avoiding 

the exploitation of vulnerable audiences—such as 

promoting high-interest loans to low-income groups or 

unhealthy products to children. Ethical targeting involves 

delivering the right message to the right audience for the 

right reasons, ensuring fairness and social responsibility.
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Clickbait and Deceptive Content

Clickbait and Deceptive Content represent a serious concern within the broader context of Legal and Ethical Issues in Digital 

Marketing: Protect Your Brand and Build Trust. While curiosity-driven headlines can be effective, intentionally misleading users with 

exaggerated or false claims crosses the line into unethical territory. These tactics may deliver short-term gains in traffic or clicks, but 

they often backfire—damaging brand credibility, increasing bounce rates, and fostering mistrust among your audience. Worse still, 

deceptive content may breach advertising regulations, exposing businesses to legal risk. Ethical digital marketing is rooted in 

transparency and delivering on promises. Honest, value-driven messaging not only meets legal standards but also builds authentic, 

lasting relationships with your audience—turning clicks into trust, not frustration.
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Unethical Practices:

• Fake countdown timers to pressure purchases.

• Headlines that don’t match the actual content.

• Misleading pricing (e.g., hidden fees).

These practices may not always be illegal, but they harm 

the user experience and reduce trust.
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Fake Reviews and Testimonials

Fake reviews and testimonials are a significant violation of trust—and a key concern when addressing Legal and Ethical Issues in 

Digital Marketing: Your Brand and Build Trust. While reviews heavily influence consumer decisions, creating or promoting false 

feedback mislead Protects audiences and distorts the authenticity of the customer experience. Some businesses attempt to boost 

credibility by fabricating positive reviews or paying for deceptive testimonials.

However, this practice is not only unethical—it’s illegal in many jurisdictions and can lead to serious consequences under consumer 

protection laws. More importantly, it damages long-term brand reputation. Ethical digital marketers must ensure that all reviews and 

endorsements are genuine, transparent, and based on real customer experiences. By prioritizing honesty and integrity, businesses 

can build meaningful relationships and maintain the trust that drives sustainable growth.
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Legal Consequences:

To address Legal and Ethical Issues in Digital Marketing: 

Protect Your Brand and Build Trust, it’s important to note 

that authorities in the U.K., U.S., and India have begun 

cracking down on fake review practices, particularly in the 

e-commerce sector. Staying compliant with these 

regulations reinforces credibility and protects your brand’s 

reputation.
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Ethical Strategy:

As part of addressing Legal and Ethical Issues in Digital 

Marketing: Protect Your Brand and Build Trust, businesses 

should encourage real reviews—even if they’re mixed. 

Authentic feedback not only helps improve products and 

services but also demonstrates transparency and integrity 

to your audience.



Legal and Ethical Considerations
Chapter

10
Accessibility and Inclusion

Accessibility and inclusion are essential pillars of responsible digital marketing and play a crucial role in addressing the Legal and 

Ethical Issues in Digital Marketing: Protect Your Brand and Build Trust. Ensuring that content and platforms are accessible to all 

users—including individuals with visual, auditory, cognitive, or motor disabilities—is both a legal obligation and a reflection of a 

brand’s values.

This involves designing websites that support screen readers, adding meaningful alt text to images, providing captions for videos, and 

ensuring seamless navigation for all users. Inclusive marketing also means representing diverse communities respectfully in 

advertising and avoiding stereotypes or exclusionary language. By embracing accessibility and inclusion, businesses not only comply 

with standards like the ADA or WCAG but also build a stronger, more trusted brand that reflects care, integrity, and social 

responsibility—while reaching a broader, more diverse audience.
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Legal Framework:

Addressing Legal and Ethical Issues in Digital Marketing: 

Protect Your Brand and Build Trust includes ensuring 

accessibility compliance, as some countries require 

websites to adhere to the Web Content Accessibility 

Guidelines (WCAG) to support users with disabilities.
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Ethical Responsibility:

To address Legal and Ethical Issues in Digital Marketing: 

Protect Your Brand and Build Trust, it’s essential to ensure 

your content is easy to read, visuals include descriptive alt 

text, and videos have accurate captions. Inclusive design 

not only meets accessibility standards but also enhances 

the user experience for everyone, fostering a more 

trustworthy and reputable online presence.
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1. Transparency and Honesty

Being open and honest in your marketing builds trust with your audience.

• Clear Communication: Provide accurate information about products and services.

• Disclose Affiliations: Reveal any partnerships or sponsorships in content.

• Avoid Manipulative Tactics: Do not use fear or misleading information to drive sales.

2. Cultural Sensitivity and Inclusivity

Respect diverse cultures and promote inclusivity in marketing materials.

• Avoid Stereotypes: Do not perpetuate harmful stereotypes or biases.

• Inclusive Imagery: Use diverse representations in visuals.

• Language Considerations: Be mindful of language that may be offensive or exclusionary.

3. Social Responsibility

Consider the broader impact of your marketing on society and the environment.

• Environmental Claims: Ensure sustainability claims are accurate and substantiated.

• Cause Marketing: Be transparent about charitable contributions and partnerships.

• Promote Positive Values: Support messages that contribute positively to society.
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Social Media Legal and Ethical Guidelines

When marketing on social media, adhere to both platform 

policies and legal requirements.

• Platform Terms of Service: Follow the rules set by each 

social media platform.

• Disclosure of Sponsored Content: Clearly indicate when 

posts are sponsored or contain affiliate links.

• Respect User Privacy: Do not misuse personal 

information obtained through social channels.

• Handle Negative Feedback Professionally: Address 

complaints or negative comments respectfully.
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Data Security and Breach Notification

Protect customer data from breaches and respond 

appropriately if a breach occurs.

• Implement Security Measures: Use encryption, firewalls, 

and secure networks.

• Regular Audits: Conduct security assessments to identify 

vulnerabilities.

• Breach Response Plan: Have a plan in place for notifying 

authorities and affected individuals.
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Key Ethical Considerations in Digital Marketing for Real Estate

1. Truthful Advertising: Being honest about properties is non-negotiable. Misleading photos, exaggerated descriptions, or omitting key details 

not only break trust but can also lead to legal troubles. Every listing should represent the property’s actual condition, size, and features.

2. Data Privacy and Protection: Collecting personal data is often a part of real estate marketing. However, this comes with the responsibility to 

secure it, use it appropriately, and always get clear consent. Respecting privacy isn’t just about compliance—it’s about building client 

confidence.

3. Transparency in Pricing: No one likes hidden fees or unclear pricing. Ethical marketing means being upfront about all costs, including taxes 

and additional charges. This kind of transparency fosters trust and encourages long-term client relationships.

4. Avoiding Manipulative Practices: Phrases like “limited-time offer” or “urgent sale” can feel manipulative if they aren’t genuine. Ethical 

marketers focus on delivering real value instead of exploiting buyer psychology.

5. Inclusive Targeting: Digital campaigns should reach diverse audiences and avoid any form of discrimination. Fair housing practices aren’t 

just legal requirements—they’re an opportunity to promote inclusivity and equal opportunity.

6. Responsible Use of Technology: Tools like AI-driven property suggestions and virtual tours are game-changers. However, they must be used 

responsibly to avoid biases or inaccuracies that could mislead potential buyers.
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Why Ethics Matter in Real Estate Marketing?

1. Builds Trust: Honesty and transparency create strong, lasting client relationships.

2. Boosts Reputation: Ethical practices enhance your brand image and attract more clients.

3. Reduces Legal Risks: Following ethical guidelines helps avoid legal issues and penalties.

4. Encourages Sustainable Growth: Clients who trust your business are more likely to recommend you and come back.

Ultimately, ethical digital marketing isn’t just the right thing to do—it’s a smart strategy for success. By focusing on fairness, 

privacy, and transparency, we can build campaigns that truly resonate with clients and uphold the integrity of our industry.
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Digital Marketing Trends & Developments

The global pandemic accelerated the growth of digital marketing. With the sudden collapse of face-to face interactions, both organizations 

and consumers quickly shifted their attention and activities online. Marketers heavily invested in social media, email marketing, mobile 

apps, websites, landing pages, blogs, webinars, and a variety of other digital channels to build closer and stronger relationships with more 

digitally savvy customers. As a result, the world of digital marketing looks quite different post pandemic, and many digital marketing 

strategies and tactics are here to stay.

 Given this acceleration in digital activity, what does the future hold for digital marketing? While always challenging to predict the future, 

there are a few trends and emerging behaviours that may signal what is yet to come. Here are five areas that will likely have a significant 

impact on marketers in the near future:
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Marketing Automation / Personalization

Due to the computational power that is now available, artificial intelligence (AI), machine learning (ML), and deep learning (DL) are playing a 

pivotal role in how marketers perform their jobs. To clarify the differences, artificial intelligence enables computers to mimic human 

intelligence. Machine learning uses algorithms to parse data, learn from that data, and make informed decisions based on what it has 

learned. And deep learning structures algorithms in layers to create an “artificial neural network” that can learn and make intelligent 

decisions on its own.

From a marketer’s perspective, many tools and systems are now using ML to identify meaningful patterns and derive insights based on user 

data and/or behaviours. As a result, many marketing tasks and activities that used to be done manually are being automated. This 

potentially frees up marketers to spend more time thinking strategically and creatively about ways to engage and convert target audiences.

While some early marketing automation is already happening, there is still a great deal of growth that will happen in the coming years. 

Below are a few examples where machine learning is already helping marketers optimize their marketing activities. That said, many of these 

technologies are still in their infancy and are only being used by early adopters:
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Programmatic Advertising

 Programmatic advertising is the use of automated technology to buy advertising space. Instead of a marketer manually bidding, placing 

content / copy, and choosing the timing for a specific ad, programmatic advertising uses data insights and algorithms to serve ads to the 

right user at the right time, and at the right price. With these systems, marketers simply provide content, campaign goals, e.g., most 

impressions (brand awareness), conversions, etc., budget limits, and other campaign constraints, e.g., location, demographic, etc. and the 

system will optimize the campaigns to deliver the highest possible returns based on the stated goals / constraints. Since computers can 

monitor, analyze, and adapt to market changes quicker than most humans, programmatic advertising can deliver higher returns, greater 

efficiency, wider reach, and more ad placements. However, these systems tend to be more expensive, may not always properly match the ad 

to the audience, and there have been some online click fraud issues associated with programmatic advertising. As with any automated 

system, it still is important to review the results and to make sure these automated systems are best supporting your specific organizational 

needs and goals.



Future Digital Marketing Trends
Chapter

10
Personalization / Recommendation Engines

 A personalization engine (PE) (also called a recommendation engine) uses insights from a user’s behaviour combined with data from other 

similar users to deliver a personalized experience. The content that is delivered to the user should be contextually relevant and match the 

user’s needs and preferences. Since personalization engines use advanced AI and machine learning-based algorithms to make predictions of 

what users will need, the more data these engines access and analyze, the more accurate their predictions are. PEs are frequently used for 

ecommerce to make product recommendations, but they are also widely used by media organizations, e.g., news, music, or streaming 

companies. Some of the benefits of PEs include:

• Finer customer segmentation, i.e., the ability to segment your audiences into smaller segments and still support their needs 

• Tailored marketing messages that can be optimized at the individual level 

• Shorter conversion times because the customer journey is much more targeted 

• Increased revenues due to promoting complementary and/or related products / services that best meet the user’s needs.

While there are many advantages, PEs can be quite expensive and require time to setup and collect enough data before benefitting the 

target audience. Be aware of the significant upfront investment of both time and money before reaping the benefits of these tools.
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Conversational Marketing

 Conversational Marketing is a way of engaging with your target audience via real-time, dialogue driven activities such as live chat, 

messaging apps, or conversational AI (chatbots). The goal of conversational marketing is to create meaningful customer relationships 

through conversations and to make the customer experience as smooth and easy as possible. To scale conversational marketing, many 

marketers are turning to chatbots. 

Chatbots can help automate some marketing communications and ensure instant and timely responses to customers. By making 

conversational AI chatbots an integral part of marketing initiatives, organizations can guide customers through the customer journey more 

quickly and potentially drive more conversions. Some of the key benefits of a chatbot marketing strategy are time and cost savings, 

increased customer engagement, faster response times, and increased customer data because the interactions are captured and can be 

analyzed and reviewed. On the other hand, chatbots do take time to setup and cannot completely replace humans. They work well for 

repetitive questions, information sharing, etc. However, they do not work well in dealing with emotions or nuance. So, a chatbot may only 

be a suitable solution for a portion of your customer interactions.
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Predictive Analytics 

Predictive analytics use historical data to predict future trends, events, and potential scenarios. Many analytics systems are now moving 

away from simply reporting what happened to offering forecasts that can help users plan and prepare for the future. The most obvious 

example is Google Analytics 4. This version of Google Analytics launched in October 2020 and is using machine learning to give users more 

insights and predictive analytics, often related to improving conversions. Using machine learning to assist marketers in identifying key 

triggers for improved conversion is an area more digital marketing technologies will likely be focusing on.
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Voice Search & Commerce

 65% of 25-to-49-year-olds speak to their voice-enabled devices at least once per day, according to a recent study by PwC. Whether speaking into their 

mobile devices or asking a voice-enabled device like Google Nest or Amazon Alexa, more and more people are searching for information using their 

voice. As a result, voice / oral searches will play a more significant role in the customer discovery process. Marketers need to think beyond traditional 

keywords and key phrases and consider sentences and questions that might be verbally asked by prospective customers looking for information, 

products, or services. Voice search has become a hot topic in mobile SEO optimization since users are embracing voice search when typing is either 

not safe, e.g., when driving, or simply not convenient.

 Furthermore, voice search is no longer just about delivering information, but rather also includes voice commerce. Yes, people are buying products 

and services simply using their voice. Since the ultimate marketing goal is to deliver the right information, at the right time, to the right customer with 

minimal effort, voice search and commerce will be essential in meeting audiences where they are and in a form that meets their immediate needs.

To prepare for these emerging search queries, marketers need to start thinking about ways people might ask for information related to their product 

or services. This will often translate into longer search queries, i.e., more words. Make sure your content includes these phrases, questions, etc. Since 

this area is still developing, now is the time to experiment and to learn so that when voice search and commerce take off, you are well positioned to 

take advantage of the market growth.
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Social Commerce

 Fueled by the global pandemic and the shift to online shopping, more people are also merging their social media activity with their 

shopping activity. Instagram and TikTok have brought new meaning to social commerce by launching several features that allow users to buy 

products directly from within the social media platforms. Since many people already follow brands, these networks are making it even 

easier to convert.

 Brands are leveraging social media checkout and shopping integrations as tech-savvy consumers engage with social commerce more. To 

successfully compete in the social commerce market, marketers will need to explore influencer marketing, creative calls-to-action, and user-

generated content. With over $350 Billion in social commerce sales, China leads this market. So, marketers entering this emerging 

commerce market may want to look to China for a road map and inspiration.
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Extended Reality (XR) & Immersive Experiences

 Even though marketers have been discussing virtual reality (VR) for decades, there are some interesting developments happening around 

extended reality (XR) and immersive experiences that should be noted. Extended reality (XR) is an umbrella term referring to all real-and-

virtual combined environments and interactions generated by computer technology. It includes augmented reality (AR) and virtual reality 

(VR). Augmented reality is an interactive 3D experience that combines a view of the real world with computer-generated elements, usually 

overlaid on top of the real-world view. Since audiences want dynamic, engaging experiences, marketers need to move beyond static text-

based messages and provide more immersive experiences.

 In contrast to virtual reality (VR) experiences, AR experiences can offer an immersive experience with little additional hardware required – 

often just a mobile device. This makes these experiences much more accessible to a wider audience. However, these immersive experiences 

all require significant upfront investments in time and money. That said, the cost of many rich media production technologies started off 

quite high. So, perhaps in the coming years we will see the production costs and capabilities drop to allow more marketers to develop these 

compelling and engaging experiences.
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Consumer Privacy & Data Ethics 

As more and more data is collected and tracked, there will continue to be a tension between marketers wanting to know more about their 

target audiences and consumers wanting to protect their privacy and personal data. And as discussed in the Email chapter, data protection 

is being monitored by governments across the globe. As a result, marketers will have to rely on building truly meaningful relationships with 

their target audiences that are based on trust, value, and consent, which brings us to data ethics.

 Data ethics is about responsible and sustainable use of data. Marketers will need to have policies in place that serve their audiences well. 

This will likely involve giving consumers more control over their data, providing a level of transparency, holding organizations accountable, 

and keeping customer data secure. As we all know, data is a powerful asset for any organization. Yet, with this power comes increased 

organizational responsibility to use it wisely, appropriately, and ethically.



Thank You
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