Types of

Digital Marketing:
An Overview for 2026

- Digital marketing: all internet/electronic-
device efforts to grow and connect

2026 is pivotal: Al search, social
commerce, privacy-first tracking
reshape discovery

- No channel works alone—success
requires a coordinated multi-channel mix

- For beginners, business pros, and
content teams comparing channel options
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The 2026

Digital Marketing ,
Ecosystem at a Glance 4

Email
\ Marketing

Marketing now spans 8 core
channel types, not isolated tactics

Global digital ad spend reaches V.
$1.25 trillion in 2026 EID[I
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B2B: SEO, Email, Organic Social Programmatic” ||/

lead; B2C: Paid Social, Social
Shopping, SEO

"Loop Marketing": Channels, _ —
content, and customer insights =

feed a self-optimizing system Content
Marketing

Most brands now use 5-8 channels
together — integration is the
new advantage
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Search Engine Marketing (SEM)
The Art of Bemg Found

- SEM = SEO (organic) + SEA (paid):

an umbrella strategy, not just paid search.

@E_’io, - Al Overviews now reshape SERPs,
6° shrinking click-through on top organic positions.

:’ - SEO builds a long-term compounding asset
@  iith 62% lower CAC over 24 months.

@ - PPC buys immediate, budget-dependent
visibility for high-intent, transactional terms.




SEO & Answer Engine Optimization (AEO) in Practice

Modern SEO: technical
foundations, on-page intent
matching, and off-page
authority signals

AEO/GEO: structure content
so Al engines cite and
recommend your brand

99% of Al Overview citations
come from orgaitic top-10
results

. REDIBLE SO i
Al referral traffic converts HRRES

4.4x better than average : -- S P - " STRUCTURED DATA
organic visitors ) \ \

Citation tactics: question-
shaped H2s, 40-60 word
direct answers, structured
data, credible sources

\}_; USER-FIRST ANSWERS




Social Media
Marketing:

The New Discovery Engine

F 7

® Instagram leads for brands (70%),
followed by Facebook (69.6%);
TikTok surpasses X in usage
and ROI

® [inkedln remains the B2B
powerhouse (80% of B2B leads);
Instagram and TikTok dominate
B2C engagement

® 41% of Gen Z now search
social media first, prioritizing
user-generated content and
authentic voices

® Organic vs. paid: short-form
video, stories, and social
shopping tools drive the
highest ROI




Content Marketing:

Fuel for the Entire Funnel

\  (RAW MATERIAL)
A

Create valuable, relevant content to
attract audiences and drive profitable action.

Map content to the buying committee \“‘Y :
ing pain-point SEO and topic clusters. o p
using pain-poin and topic clusters | 7 wen aes B MR

) \ Y

Top B2B formats: original research,
webinars, case studies, and short-form video.

B2C leans toward short-form video,

interactive tools, and social-first storytelling. g "'"‘T | ﬂ'—g’ég
I‘-.,\ A __.-::-;:._;_.5'

Measure pipeline contribution over
vanity metrics; connect content
directly to CRM deals.




Email Marketing:

The $36-for-S1
Revenue Engine

® $36-$42 return per $1 spent in
2026, the highest ROI channel

Automated flows generate 41% of
email revenue from just 5.3% of sends

GDPR, CAN-SPAM & explicit opt-in
now mandatory; list hygiene is critical

2026 best practices: Al send-time
optimization, hyper-personalization &
mobile-first design

Shift from open rates to revenue-
per-email as core success metric g




Affiliate and Influencer
Marketing: Trust at Scale

* Performance-based affiliates
(CPA/rev share) vs. flat-fee
influencer partnerships

FTC 2026: Disclose
connections clearly in the
first 3 seconds of video

Networks now jointly liable
for non-compliant affiliate
content

Use #ad or "sponsored"”
on-screen, before any
links or CTAs

Shift from one-off posts to
long-term creator partnerships
with Al matching




Video Marketing:
Where Attention and Trust Converge

« Short-form (<60s)
dominates discovery
with 2.5x more engagement

¢ Long-form (>5 min)
builds trust, SEO value,
and 41% higher lead gen

 Use the Hub & Spoke
model: 1 cornerstone
video = 5-10 short clips

» Captions are essential for
92% of silent viewers;
transcripts boost
Al visibility




Display and Programmatic
Advertising: Beyond the Banner

® Programmatic: automated, data-driven
buying of display, native, and video ads
(90%+ of digital display).

® DSP vs SSP: Advertisers use DSPs to
bid on publisher inventory from SSPs
in real time.

Privacy shift: first-party data, contextual
targeting, and Unified ID 2.0 replace
third-party cookies.

® First steps: define one objective, build
audiences, set test budget, activate
brand safety controls.
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Mobile, App, and
Emerging Channels:
The Attention Frontier

- SMS compliance is mandatory:
TCPA written consent, 10DLC
registration, $500-$1,500
fines per message

()

/4 A
- CTV ad spend hits $37.95Bin 2026, /7 &
fueling shoppable ads and =) o2
retail media convergence S :
w - Podcast and programmatic i‘ - ’

audio offer highly engaged
audiences for brand building

- Evaluate new channels: align to
audience, test 5-10% budget,

validate with incremental metrics




L - TCPA fines: $500-$1,500 per
unauthorized message, with
uncapped class-action exposure

since Feb 2025; carriers block
unregistered traffic

o State mini-TCPAs in FL, TX, OK,
WA add stricter quiet hours, caps,
and private lawsuits

- Compliance essentials: proven
opt-in records, STOP/HELP
automation, and cross-system
suppression




Measuring Marketing
in a Cookieless World

® 50-70% of traffic blocks third-party
cookies; multi-touch attribution is
now unreliable

® Triangulate: in-platform (directional)
+ server-side (operational) +
MMM/incrementality (strategic)

® Shift from vanity metrics to
revenue-accountable KPlIs:
revenue per email, cost per
qualified lead

® Privacy regulations force
better habits: measure
aggregate business

performance, not

individual users



Your Digital

Marketing Strategy:
A Playbook for
Building the Mix
e

not isolated tactics

3-step action plan: 1) Map
customer journey vs. revenue;
2) Test emerging channels with
10-20% budget; 3) Reallocate
quarterly using measurement
triangulation

CAPTURE J CREATE Blend "capture" channels
(SEM) for demand and "create"
channels (Social, Content,
Video) for brand trust

Start with audience problems,

secure first-party data foundation,
and embrace test-and-learn
mentality



PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/7209a8b4/public


https://personwise.ai/t/7209a8b4/public?entry_surface=public_courseware_pdf

