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Abstract 
The rapid expansion of eCommerce has significantly increased the role of digital advertising in influencing consumer behavior. However, the 

prevalence of manipulative advertising practices such as misleading claims, hidden fees, deceptive visuals, and scarcity tactics has led to a surge 

in legal disputes and regulatory interventions. Governments and consumer protection agencies worldwide have enacted strict laws to combat 

misleading advertising, yet violations persist, resulting in consumer distrust, financial penalties, and reputational damage for businesses. This 

research provides an in-depth examination of the legal aspects of advertising manipulation, focusing on the causes of disputes, major 

regulatory frameworks, case law analysis, and conflict prevention strategies. By analyzing global and regional legal frameworks including 

the Federal Trade Commission (FTC) regulations in the United States, the Unfair Commercial Practices Directive (UCPD) in the European 

Union, and China’s eCommerce laws this study explores how different jurisdictions define and penalize deceptive marketing. A review of 

landmark cases, such as FTC v. Volkswagen, illustrates how courts assign liability and enforce compliance. Furthermore, this paper proposes 

preventive measures, such as transparent advertising practices, AI-based ad monitoring, internal review mechanisms, and legal 

collaborations, to mitigate legal risks. The findings underscore the need for a balanced approach that fosters innovation while maintaining 

ethical and legal advertising standards, ensuring consumer trust and sustainable business practices in the evolving digital marketplace. 

Keywords: eCommerce Advertising, Manipulative Marketing, Legal Compliance, Misleading Advertising, Consumer Protection, Regulatory 

Frameworks, Case Law Analysis, Deceptive Marketing Practices, Federal Trade Commission (FTC), Unfair Commercial Practices Directive 

(UCPD). 
 

 

1. Introduction 

1.1. Relevance of the Topic 

The digital era has revolutionized how businesses interact with 

consumers, making advertising a fundamental pillar of eCommerce 

success. The rapid expansion of online marketplaces, mobile 

commerce, and social media platforms has led to a highly 

competitive digital advertising ecosystem. Companies utilize search 

engine marketing (SEM), influencer partnerships, targeted 

social media ads, and personalized promotions to attract and 

retain customers. As a result, the global digital advertising market 

is projected to reach over $1 trillion by 2027, demonstrating its 

increasing significance in the global economy. 

However, this fast-paced growth has also led to the emergence of 

manipulative advertising techniques that can mislead consumers 

and distort purchasing decisions. These deceptive practices often 

exploit psychological triggers to increase conversions but create 

significant legal and ethical challenges. Some common 

manipulative advertising practices include: 

❖ False or exaggerated claims about product benefits (e.g., 

“Lose 10 kg in one week!”). 

❖ Hidden terms and conditions, misleading consumers 

about actual costs or commitments. 

❖ Manipulative pricing strategies, such as fake discounts 

or artificially inflated original prices. 

❖ Scarcity and urgency tactics, falsely claiming limited 

stock to pressure customers. 

❖ Influencer marketing deception, where undisclosed paid 

promotions create biased endorsements. 

❖ Fake customer reviews, misleading potential buyers into 

believing that a product or service has been positively 

received. 

These deceptive tactics have triggered consumer complaints, 

regulatory investigations, and legal disputes across various 

jurisdictions. With the growing prevalence of AI-driven 

advertising and automated content creation, concerns 

surrounding consumer protection, transparency, and 

accountability are more critical than ever. 

Legal and Business Risks of Manipulative Advertising 

From a legal perspective, misleading advertisements violate 

consumer protection laws, which are enforced by regulatory bodies 

worldwide. Some of the major risks associated with deceptive 

advertising practices include: 

❖ Consumer Backlash: Customers who feel misled by 

advertising may file complaints, negative reviews, or 

boycott a brand. 

❖ Regulatory Investigations: Authorities such as the 

Federal Trade Commission (FTC) in the United States, 

the Advertising Standards Authority (ASA) in the 
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United Kingdom, and the European Consumer 

Protection Network (ECPN) frequently investigate 

misleading advertising claims. 

❖ Lawsuits and Financial Penalties: Businesses found 

guilty of deceptive advertising often face hefty fines, 

forced refunds, and even class-action lawsuits. 

❖ Reputational Damage: Brands that engage in 

manipulative advertising risk losing consumer trust, 

which can lead to long-term financial losses and a 

decline in market share. 

Several high-profile cases illustrate the legal consequences of 

deceptive advertising: 

❖ Volkswagen Emissions Scandal (2015): Volkswagen 

falsely advertised its diesel cars as environmentally 

friendly, leading to a $14.7 billion settlement in the 

United States. 

❖ Facebook’s Misleading Privacy Claims (2020): 

Facebook was fined $5 billion by the U.S. Federal Trade 

Commission for deceptive advertising regarding 

consumer data protection. 

❖ Boohoo’s Greenwashing Case (2021): The UK-based 

fashion retailer falsely marketed its products as 

sustainable, resulting in an Advertising Standards 

Authority ban. 

Given these legal risks and the global push for transparency in 

digital marketing, businesses must navigate a fine balance 

between persuasive advertising and regulatory compliance. The 

evolution of artificial intelligence (AI) in digital advertising, the 

rise of influencer marketing, and the increased use of 

personalized advertising algorithms make regulatory oversight 

even more challenging. 

This study aims to critically analyze legal disputes related to 

deceptive advertising, explore relevant case law, and provide 

strategies for conflict prevention in the ever-changing digital 

landscape. 

1.2. Purpose 

The primary objectives of this research are: 

❖ Analyze the common disputes that arise from 

manipulative advertising practices in eCommerce. 

❖ Examine the legal framework governing advertising 

ethics at international and regional levels, focusing on: 

▪ Regulatory bodies 

▪ Consumer protection laws 

▪ Enforcement mechanisms 

❖ Evaluate key case law and landmark legal disputes, 

identifying patterns in judicial interpretations and 

regulatory responses. 

❖ Propose effective conflict prevention strategies that 

businesses can adopt to avoid legal risks. 

❖ Assess the impact of technology, such as artificial 

intelligence, automation, and influencer marketing, on 

advertising regulations and consumer protection. 

This research is intended to serve as a resource for businesses, 

policymakers, legal professionals, and regulatory authorities seeking 

to ensure fair and ethical digital marketing practices while balancing 

innovation with compliance. 

1.3. Methodology 

This study employs a multi-dimensional approach to examine the 

legal implications of manipulative advertising in eCommerce. 

The research is structured around the following key components: 

1.3.1. Review of International and Regional Regulations 

A critical review of global advertising regulations will be 

conducted, with a focus on major jurisdictions, including: 

❖ United States: The Federal Trade Commission (FTC) 

enforces Truth in Advertising laws, which prohibit false 

and misleading claims. 

❖ European Union: The Unfair Commercial Practices 

Directive (UCPD) ensures transparency and prevents 

deceptive advertising across EU member states. 

❖ China: The Cyberspace Administration of China 

(CAC) has strict eCommerce advertising regulations, 

particularly regarding data privacy and consumer 

rights. 

❖ Other Key Markets: The study will also examine 

advertising laws in Canada, Australia, and emerging 

economies where digital commerce is rapidly growing. 

Through comparative legal analysis, this section will highlight 

similarities, differences, and emerging trends in advertising 

regulations across different regions. 

1.3.2. Case Law Analysis of Significant Legal Disputes 

A detailed analysis of major court cases will be conducted to 

assess legal interpretations of deceptive advertising. This study 

will focus on: 

❖ Key judicial decisions that have shaped advertising law. 

❖ Trends in consumer protection lawsuits. 

❖ How courts define and penalize misleading 

advertising. 

Some of the landmark cases that will be examined include: 

❖ Volkswagen Dieselgate Scandal (2015): A major 

corporate deception case where Volkswagen manipulated 

emission data, leading to billions in fines. 

❖ Facebook Data Privacy Lawsuit (2020): The FTC 

imposed a record-breaking $5 billion penalty for 

misleading consumers about data security. 

❖ Amazon’s Price Manipulation Allegations (2022): 

Amazon faced scrutiny over misleading discount pricing 

practices. 

❖ Boohoo’s Misleading Sustainability Claims (2021): 

Boohoo falsely advertised its clothing lines as eco-

friendly, leading to regulatory bans. 

This legal analysis will provide valuable insights into regulatory 

enforcement trends and judicial attitudes toward deceptive 

advertising practices. 

1.3.3. Comparative Approach to Identify Best Practices 

To develop conflict prevention strategies, this study will: 

❖ Compare corporate self-regulatory practices, 

identifying brands that have successfully navigated 

advertising compliance. 

❖ Analyze best practices for ethical advertising, such as 

transparency, disclosure policies, and AI-driven 

monitoring tools. 

❖ Assess the effectiveness of AI in detecting deceptive 

advertising, exploring how automation can help ensure 

compliance with consumer protection laws. 
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This comparative approach will offer practical insights for 

businesses aiming to reduce legal risks and maintain ethical 

advertising standards. 

The increasing regulatory focus on advertising ethics in 

eCommerce underscores the urgent need for legal compliance 

and corporate accountability. By analyzing the causes of 

advertising disputes, legal frameworks, case law, and preventive 

strategies, this study will provide practical guidance for 

businesses to balance competitive marketing with legal integrity. 

2. Causes of Disputes in eCommerce Advertising 

2.1. Types of Manipulation in eCommerce Advertising 

The rise of online advertising has brought about various deceptive 

marketing practices that mislead consumers and create disputes. 

Several manipulation techniques are commonly used in eCommerce 

advertising, leading to legal challenges and reputational risks. Below 

are the most prevalent types of manipulative advertising: 

 

Type of Manipulation Description Example 

Misleading Claims False, exaggerated, or unverifiable product benefits. "Lose 10 kg in a week with this pill!" 

Hidden Fees Advertising a lower price while concealing additional costs. Service subscriptions with auto-renewal 

fees. 

Fake Reviews Manipulated customer feedback to influence purchasing 

decisions. 

Paid or AI-generated positive reviews. 

Scarcity Tactics Creating false urgency by claiming low stock availability. "Only 2 left!" when stock is actually high. 

 

1. Misleading Claims: One of the most frequent causes of 

advertising disputes is misleading claims, where businesses 

exaggerate the benefits or qualities of a product or service. This 

includes false health benefits, overstating a product’s effectiveness, 

or promising unrealistic results. Such claims violate consumer 

protection laws in multiple jurisdictions. For example, weight-loss 

supplements or skincare products often claim instant results 

without scientific backing. These types of advertisements frequently 

lead to consumer complaints, lawsuits, and regulatory penalties. 

2. Hidden Fees: Many eCommerce platforms advertise low prices 

to attract consumers but fail to disclose hidden charges such as: 

❖ High shipping fees 

❖ Auto-renewal subscriptions 

❖ Additional processing costs 

A well-known example is subscription-based services that lure 

customers in with "free trials" but later charge them significant fees 

without clear disclosure. The U.S. Federal Trade Commission 

(FTC) and EU Consumer Protection authorities have penalized 

multiple companies for deceptive pricing strategies. 

3. Fake Reviews: Online reviews heavily influence purchasing 

decisions, and many businesses manipulate customer feedback by: 

❖ Paying individuals to leave positive reviews. 

❖ Using AI-generated or fake customer testimonials. 

❖ Suppressing negative feedback. 

For instance, Amazon has filed multiple lawsuits against companies 

that sell fake reviews to boost product ratings. Similarly, 

TripAdvisor and Google have taken legal action against businesses 

that artificially enhance their reputation through deceptive means. 

4. Scarcity Tactics: Many eCommerce platforms use false urgency 

tactics to pressure consumers into making quick purchases. Some 

common methods include: 

❖ Displaying "Only 2 left in stock!" when inventory is not 

actually low. 

❖ Using countdown timers that reset upon page refresh. 

❖ Promoting "limited-time offers" that are continuously 

available. 

These tactics exploit consumer psychology, leading to legal 

scrutiny. Regulatory agencies have increasingly cracked down on 

such deceptive practices to protect consumer rights. 

2.2. Triggers of Legal Disputes 

Advertising disputes do not arise in isolation; they are typically 

driven by key factors that bring them into legal or regulatory focus. 

The most common triggers of disputes in eCommerce advertising 

include: 

1. Consumer Complaints: The primary trigger of advertising-

related legal issues is customer complaints. When consumers feel 

misled by false advertising, they often: 

❖ Report the issue to consumer protection agencies. 

❖ File lawsuits seeking compensation for deceptive 

marketing. 

❖ Leave negative reviews, which can impact brand 

reputation. 

For example, in 2019, TikTok was fined $5.7 million by the FTC 

after complaints from parents about deceptive advertising targeting 

children. 

2. Regulatory Scrutiny: Governments and regulatory bodies 

actively monitor advertising practices and impose penalties on non-

compliant businesses. Key global regulators include: 

❖ Federal Trade Commission (FTC) – USA 

❖ European Consumer Protection Agencies – EU 

❖ Competition and Markets Authority (CMA) – UK 

❖ Cyberspace Administration – China 

Regulators typically initiate investigations when they identify: 

❖ A pattern of consumer complaints about a specific 

advertiser. 

❖ on-compliance with truth-in-advertising laws. 

❖ Social media influencers failing to disclose paid 

promotions. 

For instance, the UK’s Advertising Standards Authority (ASA) 

has banned multiple Instagram influencers for not labeling 

sponsored content, citing misleading advertising. 

3. Competitor Challenges: Competitors frequently file lawsuits 

against rival companies for unfair marketing practices. These 

disputes usually involve: 
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❖ False comparative advertising: One brand falsely claims 

superiority over another. 

❖ Trademark infringement: A competitor uses misleading 

branding or product descriptions. 

❖ Unfair competition practices: Companies mislead 

consumers to gain a market advantage. 

A notable case was Apple v. Samsung, where both companies 

accused each other of false advertising and misleading marketing 

claims related to their smartphone features. 

2.3. Impact of Manipulative Advertising 

The consequences of deceptive advertising extend beyond legal 

penalties; they also impact businesses, consumers, and the overall 

eCommerce industry. 

1. Consumer Harm: Manipulative advertising directly affects 

consumers by: 

❖ Encouraging them to purchase ineffective or 

harmful products. 

❖ Leading to financial losses due to hidden 

charges. 

❖ Creating distrust in online marketplaces. 

A real-world example is Facebook's lawsuit against Cambridge 

Analytica, where deceptive political ads misled millions of users, 

eroding public trust in digital advertising. 

2. Reputational Damage: Companies caught engaging in deceptive 

advertising often suffer long-term reputational harm. Even if they 

pay legal fines, negative publicity can lead to: 

❖ A drop in consumer confidence. 

❖ Loss of brand credibility. 

❖ Difficulty in recovering market share. 

For instance, in 2017, Pepsi faced backlash for its controversial ad 

featuring Kendall Jenner, leading to significant damage to its brand 

image. 

3. Financial Penalties: Many regulatory bodies impose substantial 

fines for false advertising. Some of the largest penalties in recent 

years include: 

❖ Volkswagen ($14.7 billion) – Emissions scandal (USA) 

❖ Facebook ($5 billion) – Data privacy violations (USA) 

❖ Google ($2.7 billion) – Antitrust case for misleading 

advertising (EU) 

4. Industry-Wide Consequences: When large brands engage in 

deceptive advertising, it forces regulators to tighten industry rules, 

affecting all advertisers. This results in: 

❖ Stricter compliance regulations. 

❖ Higher legal costs for businesses. 

❖ More transparency requirements in advertising. 

 

Summary 

❖ Misleading ads can lead to legal disputes due to false 

claims, hidden fees, fake reviews, and scarcity tactics. 

❖ Consumer complaints, regulatory action, and 

competitor lawsuits are the main triggers of legal action. 

❖ The impacts of manipulative advertising include 

consumer harm, reputational damage, financial penalties, 

and industry-wide consequences. 

By understanding these causes, businesses can take preventive 

measures to ensure compliance and ethical advertising practices.  

3. Legal Framework 

The legal landscape governing advertising in eCommerce is 

complex and varies significantly across different jurisdictions. This 

section explores international guidelines, regional regulations, and 

liability allocation to ensure compliance with advertising laws. 

3.1. International Guidelines 

Several global organizations provide guidelines and principles that 

set the foundation for ethical advertising. While these guidelines are 

not legally binding, they serve as influential standards that shape 

national regulations and industry self-regulation. 

❖  United Nations Guidelines on Consumer Protection 

(UNGCP) 
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The United Nations Guidelines on Consumer Protection (UNGCP) 

were adopted by the UN General Assembly to provide a framework 

for fair consumer practices, including advertising. These guidelines 

emphasize: 

▪ Truthfulness in advertising: Advertisements should 

not mislead consumers through false claims or 

deceptive omissions. 

▪ Fair representation of products: Ads must not 

exaggerate benefits or conceal crucial terms and 

conditions. 

▪ Protection against misleading digital ads: This 

includes monitoring online advertising, influencer 

marketing, and algorithm-driven promotions. 

❖ International Chamber of Commerce (ICC) 

Advertising Standards 

The International Chamber of Commerce (ICC) has developed 

global marketing and advertising guidelines that businesses are 

encouraged to follow. The ICC Code of Advertising and Marketing 

Communication Practice sets the gold standard for ethical 

advertising by focusing on: 

▪ Honesty and transparency: Advertising content 

must be clear and truthful, avoiding ambiguous 

language that might mislead consumers. 

▪ Responsible marketing: Brands should refrain from 

using manipulative or aggressive sales tactics. 

▪ Social responsibility: Marketing content should 

respect cultural values and avoid discrimination, 

stereotypes, or inappropriate targeting (e.g., children, 

vulnerable consumers). 

These global frameworks help ensure consistency in advertising 

ethics across various industries and provide a basis for national and 

regional regulations. 

3.2. Regional Regulations 

While international guidelines set overarching principles, national 

and regional regulations establish legally binding rules for 

advertising practices. This section highlights key advertising laws in 

three major jurisdictions: the United States, the European Union, and 

China. 

❖  United States: Federal Trade Commission (FTC) 

The Federal Trade Commission (FTC) is the primary regulatory 

body overseeing advertising practices in the U.S. Under its "Truth in 

Advertising" laws, the FTC enforces the following principles: 

❖ Advertisements must be truthful and non-deceptive. 

❖ Businesses must have evidence to back up claims. 

❖ Unfair practices that cause consumer harm are prohibited. 

 Example of FTC Enforcement: In 2020, the FTC fined Google 

and iHeartMedia over $2 million for false advertising involving 

deceptive endorsements. Google ran a marketing campaign where 

radio DJs falsely claimed to have used Pixel phones, despite never 

having tested them. 

❖ European Union: Unfair Commercial Practices 

Directive (UCPD) 

The European Union (EU) governs advertising practices through the 

Unfair Commercial Practices Directive (UCPD). This directive 

applies across all EU member states and prohibits: 

❖ False advertising claims that mislead consumers. 

❖ Omission of key product information in advertisements. 

❖ Aggressive advertising tactics, including psychological 

pressure or exploitative strategies. 

Example of EU Enforcement:In 2021, the UK’s Advertising 

Standards Authority (ASA) banned misleading sustainability claims 

from fast fashion retailer Boohoo, ruling that its advertisements 

created a false impression of environmental responsibility. 

China: Cyberspace Administration and E-Commerce Law 

China has one of the strictest advertising regulatory environments in 

the world. The Cyberspace Administration of China (CAC) and the 

State Administration for Market Regulation (SAMR) enforce online 

advertising laws, including: 

❖ Prohibitions on fake reviews and misleading 

endorsements. 

❖ Strict guidelines for influencer marketing (KOLs must 

disclose paid promotions). 

❖ Regulation of AI-driven advertising, ensuring consumer 

protection from automated ad manipulation. 

Example of China’s Enforcement: In 2022, the CAC fined a major 

eCommerce platform for running misleading advertisements that 

exaggerated discount offers, violating consumer protection laws. 

3.3. Liability for Violations 

Advertising regulations not only apply to brands and marketers 

but also extend to platforms and influencers. Liability varies 

depending on the role of each entity in the advertising ecosystem. 

 

Entity Legal Responsibility 

Advertisers Ensure advertisements are truthful, backed by evidence, and legally compliant. 

eCommerce Platforms Prevent fraudulent or misleading ads from being published on their sites. Platforms may be held accountable for 

failing to moderate deceptive content. 

Influencers Must clearly disclose paid promotions, sponsorships, and partnerships. Influencers can be fined for hiding 

sponsorships or making false claims. 

 

Example of Liability Enforcement: 

❖ Instagram influencers fined in the UK (2021) for failing to 

disclose paid promotions. 

❖ Facebook penalized for allowing deceptive ads promoting 

fraudulent cryptocurrency schemes. 
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4. Case Law Analysis 

Legal disputes surrounding manipulative advertising in eCommerce 

are becoming increasingly prevalent. Courts worldwide are 

reinforcing stringent consumer protection measures and imposing 

substantial financial penalties on companies engaging in deceptive 

marketing practices. This section provides a detailed analysis of two 

landmark cases, illustrating how judicial authorities address 

misleading advertising and set legal precedents for eCommerce 

businesses. 

4.1. Key Cases 

Case 1: Federal Trade Commission v. Volkswagen (2015) 

Background: Volkswagen (VW), one of the world's largest 

automobile manufacturers, was found guilty of false advertising 

related to its diesel car models. The company ran marketing 

campaigns that promoted its diesel vehicles as “low-emission” and 

environmentally friendly when, in reality, the cars were equipped 

with software designed to cheat emissions tests. This deceptive 

strategy was revealed in 2015, exposing that VW's diesel vehicles 

emitted pollutants up to 40 times beyond legal limits. 

Legal Action and Ruling 

The Federal Trade Commission (FTC) and other regulatory bodies, 

including the Environmental Protection Agency (EPA), pursued 

legal action against Volkswagen for violating consumer protection 

and environmental laws. The lawsuit was based on the argument that 

Volkswagen knowingly deceived consumers and regulators through 

misleading advertising and fraudulent engineering tactics. 

❖ Volkswagen was ordered to pay a record-breaking $14.7 

billion settlement, which included compensation for 

affected car owners and environmental remediation 

efforts. 

❖ The ruling set a new standard for corporate accountability 

in advertising and underscored the importance of truthful 

marketing practices in regulated industries like 

automotive and eCommerce. 

❖ This case highlighted the risks of deceptive advertising 

and reinforced global regulatory cooperation, as VW 

faced penalties across multiple jurisdictions. 

Case 2: UK Advertising Standards Authority v. Boohoo (2021) 

Background: Boohoo, a major UK-based fast-fashion retailer, 

faced legal scrutiny over misleading sustainability claims in its 

marketing campaigns. The company launched an eco-conscious 

clothing line, promoting it with phrases like “Ready for the Future” 

and “Sustainable Fashion”. However, investigations by consumer 

rights groups revealed that Boohoo's supply chain and materials 

were not meeting sustainability standards. 

Legal Action and Ruling 

The UK Advertising Standards Authority (ASA) ruled that Boohoo 

had misled consumers by falsely advertising its products as 

environmentally friendly without sufficient evidence. 

❖ The ASA banned Boohoo’s ads for failing to provide 

transparent and verifiable proof of sustainability claims. 

❖ Boohoo was fined and ordered to revise its marketing 

strategy to align with UK advertising laws. 

❖ This ruling reinforced the need for eCommerce brands to 

substantiate claims related to environmental 

responsibility, ensuring that sustainability efforts are 

genuine and transparent. 

Both cases underscore the growing judicial intolerance for deceptive 

marketing and the rising pressure on companies to ensure honest 

advertising practices. 

4.2. Judicial Trends 

Several trends are emerging in how courts and regulatory authorities 

handle advertising disputes in eCommerce: 

1. Prioritization of Consumer Protection 

❖ Courts and regulatory bodies now place consumer rights 

at the forefront of legal decision-making. 

❖ Lawsuits are increasingly filed on behalf of misled 

customers, and class-action lawsuits are gaining traction, 

particularly in high-profile false advertising cases. 

2. Heavier Penalties for False Advertising 

❖ Companies found guilty of manipulative advertising face 

substantial financial penalties, bans, and reputational 

damage. 
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❖ The Volkswagen scandal ($14.7 billion penalty) is one of 

the most significant examples of judicial crackdowns on 

misleading marketing. 

❖ Authorities are moving beyond warnings and cease-and-

desist orders, imposing financially crippling penalties to 

deter deceptive practices. 

3. Stricter Regulations for Digital and eCommerce Advertising 

❖ Governments worldwide are tightening advertising 

regulations for digital platforms, social media influencers, 

and AI-driven marketing campaigns. 

❖ In the UK, EU, and US, online retailers and digital 

marketers are required to clearly disclose sponsorships, 

influencer promotions, and sustainability claims. 

4. Legal Scrutiny of Sustainability and Ethical Claims 

❖ False greenwashing claims (misleading eco-friendly 

advertising) are now a top enforcement priority for 

regulatory bodies. 

❖ Brands that claim environmental or ethical superiority 

without substantial proof are being banned and fined. 

❖ Boohoo’s misleading sustainability campaign is part of a 

broader crackdown on fashion, cosmetics, and consumer 

goods companies using deceptive eco-marketing tactics. 

 
Chart: Legal Fines on eCommerce Advertisers (2015-2024) 

The chart illustrates the rising trend of legal fines imposed on 

eCommerce advertisers from 2015 to 2024. The data clearly shows 

a significant increase in financial penalties, reflecting the growing 

enforcement of advertising regulations and the judicial crackdown 

on manipulative marketing practices. 

This visual representation supports the judicial trends discussed 

earlier, emphasizing: 

❖ Stricter penalties and consumer protection measures. 

❖ Heightened scrutiny over deceptive advertising in digital 

commerce. 

❖ Increased financial risks for companies failing to comply 

with advertising laws. 

5. Conflict Prevention Strategies 

As eCommerce continues to grow, businesses must adopt proactive 

measures to prevent advertising disputes and ensure compliance 

with legal standards. Effective conflict prevention strategies focus 

on transparency, internal review mechanisms, and legal 

collaboration. These strategies help businesses avoid regulatory 

penalties, maintain consumer trust, and establish ethical advertising 

practices. 

5.1. Transparency and Compliance 

Transparency is the foundation of ethical advertising. Consumers 

should have a clear understanding of what they are purchasing, 

including pricing, product features, and promotional conditions. To 

achieve this, businesses must implement the following measures: 

❖ Clearly Label Ads as “Sponsored” or “Promoted”: 

Online advertising often involves paid promotions, 

influencer endorsements, and sponsored content. Many 

consumers are unaware that some advertisements appear 

as organic recommendations. To prevent deception, 

businesses must explicitly label such content with terms 

like “Sponsored,” “Advertisement,” or “Promoted.” This 

is particularly relevant in influencer marketing, where 

undisclosed sponsorships may mislead followers. 

❖ Provide Complete and Accurate Information About 

Pricing and Features: Hidden fees, unclear pricing 

structures, and exaggerated product descriptions are 

common causes of advertising disputes. Businesses 

should ensure that all advertised prices include applicable 

taxes, delivery charges, and subscription fees. 

Additionally, product descriptions must accurately 

represent the benefits and limitations of the item or service 

being promoted. 

❖ Disclose Terms and Conditions in an Accessible 

Manner: Many eCommerce disputes arise due to 

customers not being fully aware of refund policies, 

warranty conditions, or automatic renewal clauses. 

Companies should ensure that terms and conditions are 

presented in an easy-to-read format, avoiding complex 
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legal jargon. Pop-up notifications, FAQ sections, and 

summary bullet points can help clarify key terms. 

Maintaining transparency in advertising, businesses not only comply 

with legal requirements but also enhance customer confidence and 

loyalty. 

5.2. Internal Review Mechanisms 

Implementing strong internal controls ensures that advertisements 

meet legal and ethical standards before they reach the public. 

Businesses should establish internal review mechanisms to detect 

and prevent misleading or manipulative advertising content. The 

following strategies are essential: 

❖ AI-Based Ad Screening to Detect Misleading Content: 

Artificial intelligence can play a significant role in 

identifying potentially deceptive ads. AI-based tools 

analyze text, images, and videos to detect exaggerated 

claims, hidden disclaimers, and manipulated visuals. 

These systems compare advertisements against regulatory 

standards and flag content that requires revision. 

❖ Pre-Approval Processes for Advertising Materials: 

Companies should establish internal approval procedures 

where marketing teams submit advertising materials for 

review before publication. A designated compliance 

officer or legal expert can assess whether an ad aligns with 

relevant advertising laws and internal ethical guidelines. 

❖ Regular Staff Training on Advertising Ethics: 

Marketing teams should receive regular training on ethical 

advertising practices, consumer protection laws, and case 

studies of past legal disputes. Training sessions can help 

employees recognize high-risk advertising tactics and 

understand the importance of truthful marketing. 

❖ Implementing Customer Feedback Loops: Businesses 

should monitor customer feedback on advertisements, 

analyzing complaints related to misleading promotions or 

hidden costs. Feedback data can help companies refine 

their advertising strategies and address recurring concerns 

before they escalate into legal disputes. 

❖ Internal review mechanisms act as an early warning 

system, preventing deceptive advertising practices before 

they attract regulatory scrutiny or consumer backlash. 

5.3. Legal Collaboration 

Legal compliance is not just about adhering to existing regulations 

but also about preparing for potential disputes. Companies should 

engage legal professionals to review advertising content and develop 

strategies to manage conflicts effectively. Key legal collaboration 

strategies include: 

❖ Consulting Legal Experts to Verify Ad Content: Many 

businesses unknowingly publish ads that violate 

advertising laws due to a lack of legal knowledge. By 

working closely with legal experts, companies can ensure 

that their promotional materials align with national and 

international regulations. Legal professionals can help 

interpret complex consumer protection laws and advise on 

risk mitigation strategies. 

❖ Establishing a Dispute Resolution Framework: 

Businesses should develop a structured approach for 

handling advertising-related disputes, including: 

▪ Clear procedures for handling customer complaints. 

▪ Internal mediation processes to resolve disputes 

before they escalate. 

▪ Cooperation with regulatory authorities when 

necessary. 

❖ Drafting Compliance Policies for Influencer 

Marketing and Affiliate Advertising: As influencer 

marketing and affiliate advertising continue to grow, 

businesses must establish clear guidelines for third-party 

marketers. Legal agreements should outline disclosure 

requirements, prohibited advertising tactics, and 

consequences for non-compliance. 

❖ Maintaining Legal Documentation for Advertising 

Claims: Companies should keep detailed records of their 

advertising strategies, including proof of claims made in 

promotions (e.g., product testing results, customer 

testimonials, and research studies). In the event of a legal 

challenge, having well-documented evidence can help 

defend against false advertising accusations. 

Integrating legal collaboration into their advertising strategies, 

businesses can proactively mitigate risks and demonstrate their 

commitment to fair marketing practices. 

Flowchart: Advertising Compliance Process for eCommerce 

Firms 

Step 1: Develop clear advertising guidelines. 

⬇ 

Step 2: Implement an internal ad review process. 

⬇ 

Step 3: Utilize AI-based ad monitoring systems. 

⬇ 

Step 4: Conduct legal consultations for high-risk ads. 

⬇ 

Step 5: Perform periodic compliance audits. 

⬇ 

Step 6: Address consumer complaints proactively. 

 

By following these steps, businesses can prevent advertising 

disputes, ensure compliance with legal regulations, and maintain a 

positive brand reputation. 

6. Recommendations and Future Directions  

The increasing prevalence of manipulative advertising in 

eCommerce requires both policy enhancements and technological 

adaptations to ensure consumer protection and market fairness. 

Strengthening regulatory frameworks and integrating advanced 

technologies can help mitigate deceptive advertising practices while 

maintaining a fair digital marketplace. The following 

recommendations outline necessary improvements in both policy 

and technology. 

6.1. Policy Improvements  

One of the primary challenges in regulating online advertising lies 

in the variation of legal standards across jurisdictions. Different 

countries enforce different levels of scrutiny on deceptive 

advertising, making it difficult for global eCommerce businesses to 

navigate compliance requirements. Strengthening international 
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harmonization of advertising laws and increasing government 

oversight on digital advertisements are two crucial measures to 

address these issues. 

Strengthening global harmonization of advertising laws 

To create a fair and transparent eCommerce advertising ecosystem, 

international regulatory bodies should work together to establish 

uniform advertising standards. The disparities in legal definitions of 

misleading advertising across different countries create loopholes 

that unethical businesses exploit. For example, an advertisement 

deemed misleading in the European Union under the Unfair 

Commercial Practices Directive may not necessarily violate 

regulations in the United States, where Federal Trade Commission 

(FTC) guidelines provide different thresholds for deception.  

A globally harmonized advertising framework should include:  

❖ A standardized definition of deceptive advertising 

practices applicable across different jurisdictions.  

❖ A global enforcement mechanism allowing regulatory 

agencies to collaborate on cross-border violations.  

❖ Clear advertising disclosure requirements, particularly for 

digital ads involving influencers, sponsored content, and 

algorithm-driven marketing strategies.  

International organizations such as the United Nations Conference 

on Trade and Development (UNCTAD) and the International 

Consumer Protection and Enforcement Network (ICPEN) could 

take the lead in developing these uniform standards. Governments 

must also participate in joint regulatory initiatives to ensure that 

online advertising laws are consistent and enforceable worldwide. 

Increasing government oversight on digital ads 

While self-regulation by companies and industry organizations can 

help mitigate deceptive advertising, government oversight is 

essential to ensure accountability. Many digital advertising 

platforms currently rely on internal policies to regulate ad content, 

but these measures are often insufficient. Governments should 

implement stricter policies that:  

❖ Require online advertising platforms (e.g., Google Ads, 

Meta Ads) to conduct proactive monitoring of ads before 

they are published.  

❖ Introduce licensing or certification requirements for 

digital advertisers, ensuring that only vetted companies 

can engage in online advertising.  

❖ Mandate greater transparency in algorithmic advertising, 

compelling companies to disclose how ads are targeted 

and displayed.  

By increasing oversight, regulatory bodies can prevent harmful 

advertising practices before they reach consumers, reducing the 

number of disputes and legal cases that arise from manipulative 

advertisements. 

6.2. Adapting to Technology  

As technology continues to evolve, new forms of digital advertising 

manipulation are emerging, requiring innovative solutions to detect 

and prevent deceptive practices. Artificial intelligence (AI) and 

automated systems offer powerful tools to improve ad monitoring, 

while stricter regulation of influencer marketing is necessary to 

address the growing role of social media in advertising. 

Implementing AI-based ad monitoring 

AI technology has the potential to revolutionize the way digital 

advertisements are monitored and regulated. Machine learning 

algorithms can analyze vast amounts of ad content to detect 

deceptive practices, flagging potential violations before they reach 

consumers. Implementing AI-based monitoring systems can:  

❖ Automatically detect false claims, hidden terms, and 

manipulative visuals in advertisements.  

❖ Monitor online platforms in real-time to identify non-

compliant advertisements and remove them proactively.  

❖ Reduce reliance on human oversight, increasing efficiency 

in regulatory enforcement.  

Many platforms already use AI to moderate user-generated content, 

and similar approaches can be applied to digital advertising. 

Governments and regulatory agencies should collaborate with 

technology companies to develop AI-driven compliance solutions 

that enhance advertising transparency. 

Regulating influencer marketing more strictly 

Influencer marketing has become a dominant form of digital 

advertising, but it also presents unique challenges in terms of 

transparency and consumer protection. Many influencers fail to 

disclose paid partnerships or present promotional content in a way 

that misleads their audience into believing it is organic content rather 

than an advertisement. Regulators should strengthen enforcement in 

the following ways:  

❖ Mandating clear and prominent disclosure of sponsored 

content in influencer advertising.  

❖ Requiring platforms like YouTube, Instagram, and TikTok 

to enforce stricter policies on influencer ad transparency.  

❖ Holding influencers legally accountable for deceptive 

marketing practices in collaboration with brands.  

By addressing these emerging advertising challenges, governments 

and regulatory bodies can ensure that digital advertising remains 

ethical, transparent, and fair to consumers. Implementing AI-driven 

monitoring systems and strengthening influencer advertising 

regulations will be crucial steps in adapting to the rapidly changing 

digital landscape.  

These recommendations serve as a foundation for improving 

the legal framework surrounding eCommerce advertising and 

preventing disputes related to misleading advertisements. By 

integrating stronger policy measures and leveraging technological 

advancements, businesses and regulators can work together to create 

a more transparent and accountable online advertising environment. 

7. Conclusion  

The increasing reliance on digital advertising in eCommerce has led 

to a surge in manipulative marketing practices, which pose 

significant legal and ethical challenges. Advertisers and businesses 

often employ misleading tactics such as exaggerated claims, hidden 

fees, false scarcity, and deceptive visual representations to attract 

consumers. While these strategies may yield short-term gains in 

sales and engagement, they create long-term risks, including 

consumer distrust, regulatory penalties, and reputational damage. 

One of the primary concerns surrounding manipulative 

advertising is its impact on consumer protection. Deceptive 

advertisements can mislead customers into making purchasing 

decisions based on false or incomplete information, ultimately 

resulting in dissatisfaction and potential financial losses. To address 

these concerns, various regulatory bodies, including the Federal 

Trade Commission in the United States and the European 

Commission in the European Union, have implemented stringent 

legal frameworks designed to curb unethical advertising practices. 
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These regulations aim to ensure transparency, fairness, and 

accountability in digital marketing. 

Legal disputes arising from manipulative advertising have 

increased in frequency, as consumers, regulatory agencies, and 

competitors actively challenge deceptive marketing tactics. High-

profile cases, such as Volkswagen’s false advertising claims about 

its diesel emissions and Boohoo’s misleading sustainability claims, 

demonstrate the legal consequences businesses may face when they 

fail to uphold advertising ethics. Courts worldwide are setting 

precedents that reinforce the need for truthful and non-deceptive 

marketing practices, imposing hefty fines and mandating corrective 

actions to protect consumers. 

To mitigate legal risks and avoid disputes, businesses must 

adopt a proactive approach to compliance. This includes 

implementing clear and truthful advertising policies, establishing 

internal review mechanisms, and leveraging technology such as AI-

driven ad screening systems to detect and prevent misleading 

content. Companies should also engage in regular staff training 

programs to ensure that marketing teams understand and adhere to 

advertising regulations. Additionally, collaborating with legal 

experts can help businesses navigate the evolving landscape of 

eCommerce laws and avoid costly legal battles. 

As technology continues to shape the digital advertising 

ecosystem, new challenges will emerge, particularly with the rise of 

artificial intelligence-generated content, influencer marketing, and 

personalized advertising. Policymakers and industry stakeholders 

must work together to develop adaptive regulatory frameworks that 

balance innovation with consumer protection. Stricter enforcement 

of existing laws, along with the development of global advertising 

standards, will be crucial in fostering a more transparent and ethical 

eCommerce environment. 

In conclusion, the legal and ethical dimensions of 

advertising in eCommerce are more critical than ever. Businesses 

must recognize that while manipulative advertising tactics may 

provide immediate competitive advantages, they carry significant 

legal and reputational risks that can undermine long-term success. 

By prioritizing transparency, regulatory compliance, and ethical 

marketing strategies, companies can build consumer trust, protect 

their brand reputation, and contribute to a fair and sustainable digital 

marketplace. 
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