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[bookmark: _Hlk35798625]Artificial intelligence has been popularized for decades, but it has been widely used by many companies in recent years, one of its important applications is in marketing. Therefore, as a professional of marketing, AI is a subject worthy of study. My article is mainly to analyze the market applicability of AI, predict the role of professionals in the future work and professional skills needed for the coming new era.

Artificial intelligence lets computers learn from experience and complete human-like tasks. Computers can take large data sets, catch onto patterns within the data, and carry out critical tasks. (Kylie Ora Lobell, 2017) from Kylie's description, we know that AI is a kind of science technology that makes computers simulate and expand human behaviors and thoughts by collecting data. Artificial intelligence’s study mainly focuses on the research of humanity itself. So many experts are convinced that people in certain positions will be replaced to make them unemployed and it is even predicted that intelligence technology is powerful enough to control or even destroy human being in the future.
[bookmark: _GoBack]
According to the 2019 state of AI in marketing, the current use of AI- driven solutions in marketing activities from 43% to in 2016 to 88% in 2019, it is almost increased more than double. It is easy to imagine that increasing the AI use means to enhance the inefficiency and profit.

The technological innovation, to some extent, is going to play an important role in our life for a long period. However, this does not necessarily mean that careers will be replaced soon. Instead, as a marketer we should build some irreplaceable and competitive skills to keep up now and in the future. Just as when we thought that machines would replace humans in the industrial age, engines and trains promoted national economic growth and provided more jobs for humans, when we feared that human power would weaken in the information age, the invention of computers and mobile phones accelerated the development of globalization. Machine will also not destroy people but will take over the trivial and tedious work for the company. It will augment the work that people do rather than obviate the need for people (Sterne,2020)

[bookmark: _Hlk35454335]First, professionals need to improve their soft skills. Communication is an essential part of marketing, so it is necessary to enhance their talking skills and EQ. Although AI has a strong ability of data analysis, it is hard to build emotion with consumers. Only based on the limited vocabulary and language input of programmers, they can't make corresponding response according to the emotions of customers. In this customer-centered market, human's innate compassion and emotional intelligence is one of the key factors for professionals to succeed in marketing. If a couple wants to start a honeymoon journey after they get married, artificial intelligence only analyzes the objective factors such as budget, duration and climate of the two one sidedly, but ignores the background, culture and geographical conditions of the destination, which can only be known by people's in-depth understanding. The possibility is high that it may have a bad impact on the experience of the journey. However, the marketer can better shorten the gap with customers and provide relatively personalized and humanized services.

Secondly, be prepared to keep innovation at any time. Customers are not only looking forward to the products and services provided by the company, but they are more often than not eager for the innovation of products and services. Some staffs follow the rules and regulations of work and life every day, are afraid of change and do not want to break through themselves in work and life. Apparently, they are easy to be replaced in the enterprise as well as often the best candidates when the enterprise is downsizing. Innovation is also an important element of enterprise development. Suppose a company does not have the spirit of innovation, it will soon be replaced by the vigorous emerging enterprises. There used to be a restaurant in the countryside in the United States which was hard running business. In order to attract customers passing by, the store manager came up with a very simple way. “free air pump. Please put it back to the original place after use,” he put an air pump in front of the restaurant and wrote on it with a piece of cardboard. Later, many cyclists cheer here every day, but after that, they are embarrassed to go forward, so they decided to eat at the restaurant by the way and then embark on the journey. Over time, because the generosity of the boss and the delicious food, many people have become return customers in restaurants, and the business of restaurants is getting better and better.

Now the development of AI technology has brought conditions for the innovation of marketers. Decades ago, many marketers were always busy collecting and analyzing data, it was difficult to find time to analyze the innovative business process. Now machine learning can handle more difficult work, complete more in-depth research, data collection, interpretation and application of big data. Professionals can free from the original complex procedures, understand and use these big data, and can pay more attention on developing more effective and attractive strategies and provide more value to customers. If professionals have unique and innovative insights, they will not be overwhelmed by any change at any stage.

[bookmark: _Hlk35795735]In addition, professionals need to constantly learn how to use and analyze data and math ability. Research shows that 29% of enterprises use artificial intelligence to analyze data for them and 26% use automation technology to accumulate information. AI can help people collect a lot of data, but not all of them are useful. Professionals must be able to determine which datasets to consider. Too little data often leads to a high degree of confidence in the result and the lack of data types will also leave blind spots. However, too much data without analysis will also contribute the marketing work in the opposite direction meanwhile powerful mathematical knowledge helps marketers analyze data and get the best marketing plan. For example, sometimes artificial intelligence will recognize and recommend potential customers after big data analysis. But in fact, some customers have left or died. Artificial intelligence is only realized by programming, but the real result to present to customers is decided by the marketers. In-depth analysis of data can better provide services that meet the needs of customers.

Professionals in the domain of marketing should have a deep understanding of programming. AI has excellent skills in recognizing learning, reasoning and thinking. But marketers should not lack the background knowledge of these functional sources, they still need to figure out how these data are formed and how they can be used to drive business. Basic program editing helps marketers understand the basic principles of machine operation, at the same time, if you know how to code the data you can also set the data to be analyzed for artificial intelligence to achieve more accurate analysis of human intelligence.

Above all, AI is easy to surpass human beings in analyzing data, collecting customer information, selecting a target market and other tasks, while professionals need to sum up and think more, and consider methods that can be combined with AI to achieve the maximum benefit. Marketers should focus on building appropriate teams, thinking about new breakthrough points of the company, and providing creative products and sales creative points. After all, artificial intelligence can be only automatically complete the designated tasks. So filling the work of professionals with more tasks that are difficult to automate will increase their competitiveness.

In some sense, AI technology is to human beings what a whip is to a gyroscope. Who first makes good use of this technology in advance will have priority to obtain market in the future. But we should not be distracted by the discussion of specific algorithms. Instead, we, as professionals, should focus on our ability to respond to this change and improve the soft power and hard power that AI cannot replace.

Reference
1) ADMA. 2020. Top 10 Digital Marketing Skills You Need Now. [online] Available at: <https://www.adma.com.au/resources/top-10-digital-marketing-skills-you-need-now>.
2) Academy, P., in, L., now, J., Blog, W. and Sales, T., 2020. The AI-Empowered Marketer: How Artificial Intelligence Can Help You and Your Clients Increase Sales. [online] Shopify. Available at: <https://www.shopify.com/partners/blog/ai-marketing>.
3) Barker, S., 2020. How AI Makes Influencer Marketing More Powerful - Shane Barker. [online] Shane Barker. Available at: <https://shanebarker.com/blog/ai-influencer-marketing/>.
4) Cannella, J., 2018. Artificial Intelligence in Marketing. The Honors College at Arizona State University.
5) Fenton, C. (2017, November 10). Fancy lingo doesn't prove your AI is useful - quality data does. Retrieved January 16, 2018, from https://venturebeat.com/2017/11/10/fancy-lingo-doesnt-prove-your-ai-is-useful-quality-data-does/
6) Harold Stark., 2017. As Robots Rise, How Artificial Intelligence Will Impact Jobs, Forbes.
7) Influencer Insights. 2020. Influencer Marketing – Influencer Insights. [online] Available at: <https://blog.influencer.uk/tagged/influencer-marketing>.
8) Kondo, K., 2020. Employment And Education Policies In The Era Of AI And Robotics | VOX, CEPR Policy Portal. [online] Voxeu.org. Available at: <https://voxeu.org/article/employment-and-education-policies-era-ai-and-robotics>.
9) Larsen, C., Rand, S., Schmid, A. and Dean, A., 2018. Developing Skills in A Changing World Of Work. Augsburg: Rainer Hampp Verlag, pp.450-462.
10) Lies, J., 2019. Marketing Intelligence and Big Data: Digital Marketing Techniques on their Way to Becoming Social Engineering Techniques in Marketing. International Journal of Interactive Multimedia and Artificial Intelligence, 5(5), p.134.
11) LLC, F., 2020. Artificial Intelligence In Marketing Is Here Today And You Need To Know About It. [online] Davidmeermanscott.com. Available at: <https://www.davidmeermanscott.com/blog/artificial-intelligence-in-marketing-is-here-today-and-you-need-to-know-about-it>.
12) Makridakis, S., 2017. The forthcoming Artificial Intelligence (AI) revolution: Its impact on society and firms. Futures, 90, pp.46-60.
13) Mortensen, D., 2017. Why Soft Skills Are So Important to The Future of Work - X.Ai. [online] x.ai. Available at: <https://x.ai/soft-skills-future-of-work/>.
14) Ora Lobell, K., 2017. 9 Skills Marketers Need in The Age Of AI. [online] CXL. Available at: <https://cxl.com/blog/9-skills-marketers-need-in-the-age-of-ai/amp/>.
15) Science | AAAS. 2020. AI Is Changing How We Do Science. Get A Glimpse. [online] Available at: <https://www.sciencemag.org/news/2017/07/ai-changing-how-we-do-science-get-glimpse>.
16) Smart Insights. 2020. What Are the Most Important Skills Marketers Need to Develop? | Smart Insights. [online] Available at: <https://www.google.com/amp/s/www.smartinsights.com/digital-marketing-strategy/important-skills-marketers-develop/amp/>.
image1.png
Prifysgol Cymru
; Y Drindod Dewi Sant

< University of Wales
Trinity Saint David




