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In many posts and articles it is increasingly popular to hear about a “VUCA World”, VUCA is an acronym for Volatile, Uncertain, Complex and Ambiguous. An article written by Kraaijenbrink (2018) explains how volatility is associated with the speed of fluctuations in an industry, the more volatile the world is the faster it changes. Uncertainty is in referral to the extent to which is it possible to confidently predict what could happen in the future and complexity accounts for the number of factors that need to be considered, high complexity makes it impossible to analyse environments which makes decision making in industries hard. The ‘A’ for ambiguity refers to lack of clarity and vagueness in ideas, with growing ambiguity in the world it becomes harder to interpret.

This essay will critically evaluate the role of the professional in the future of work, including consideration of skills required for professionals to remain relevant in the workplace considering the rising domination of Artificial Intelligence, focusing close attention to the profession of marketing.

Artificial Intelligence is “the theory and development of computer systems able to perform tasks normally requiring human intelligence, such as visual perception, speech recognition, decision-making, and translation between languages” (Knowles, 2005, p. 23).

Organisations are changing in size; the introduction of digital technology has meant existing jobs can be done with fewer people, commonly marketing roles in data analysis have been replaced by automation. The shape of organisations is changing as internal workforces become less important, technology platforms allow communication outside of traditional methods of structure and organisations are attempting to predict skills that will remain relevant or those that need developing in order to impact the human advantage.

There are numbers of external factors that contribute to shaping the future of work in a VUCA world such as climate change, this is a relatively new concept that has become an essential consideration to the way all businesses operate in the modern world, due to organisations such as Extinction Rebellion who work with the aim to “halt mass extinction and minimise the risk of social collapse” (Extinction Rebellion, 2019) it is now a global crisis and all organisations are in the process of adapting to climate change within their operations, whether it be along the supply chain or surrounding product packaging usage and disposal (Dwyer, 2009). In direct association to the marketing profession the relevance and implications of climate change have led to explorations and discoveries of challenges involved in developing new communications which “motivate changes in consumer behaviour (rather than simply raising awareness further)” (Pasasolomou et al. 2009). 

These factors are changing the way organisations think; from creating workplaces where employees want to work there rather than being in the mindset they need to, employees expect to work in ways that reflect the year they are in and drive change (Sujansky, and Reed, 2009). This revolution is led by millennials which introduces another two factors in the contribution of shaping the future of work: changing demographics and new behaviours. Studies have shown that by 2020, 50% of the global workplace will be millennials and by 2025 that will have increased to roughly 75% (Hall, 2017). New behaviours change the way in which the future is being shaped, technology has developed to the extent that it is a viable part of everyday work and social life which has changed the way people share, communicate, collaborate, teach, learn, find information, access technology and create content (Morgan, 2016). 

In the future of marketing in order for the professional to stay relevant it would have to be ensured they are fit to work with the technology used, whilst not being dominated or overtaken by technology. According to Rodger (2019) “today’s emerging skills are more about emphasizing innately human capabilities than manipulating machines”, the top emerging skills were identified by the World Economic Forum’s Future of Jobs report (2018) including; analytical thinking and innovation, creativity, originality, initiative and emotional intelligence. As automation and artificial intelligence take over certain jobs marketeers need to ensure they have these skills that are uniquely human attributes (Harvard Extension School, 2019), Artificial Intelligence lacks the ability to think critically or show emotional intelligence which will increasingly over the next decade become important to employers. It is essential that a marketeer has self-perception and ability to relate to or anticipate consumer needs, which is another aspect that Artificial Intelligence will not be able to achieve. 

In support of the lack of Artificial Intelligence’s attributes in comparison to those of humans, Evans-Greenwood et al (2017) stated “humans experience the world in all its gloriously messy and poorly defined nature, where concepts are ill-defined and evolving relationships fluid. Humans are quite capable of operating in this confusing and noisy world; of reading between the lines; tapping into weak signals; observing the unusual and unnamed; and using their curiosity, understanding, and determine what someone actually meant or what is the most important thing to do”.

The demographics of the workplace have changed and will continue to change at a rapid rate in the future of the workplace for professionals; during 1971 only 53% of workers were women and 92% men, by 2013 that had increased to 67% women yet decreased to 76% men. Dress-down to work has also become common in an attempt to encourage workers comfort and creativity in the workplace (Next Generation Recruitment, 2016). Furthermore due to mobility, globalisation and technology; more megatrends, it is now common for employers to find workers in any physical location across the world due to being able to connect with people on the go. Matthews (2019) found evidence that there are 1.4 million British freelancers currently working across all sectors, which is an increase of 14% over the past decade. 

It has recently come to attention that automation and Artificial Intelligence could be the newest change to the demographics in the workplace, with robots at high-risk of taking over roles across a broad spectrum of industries. According to the World Economic Forum (2018) Managing Directors, CEO’s and in specific relation to this essay; Sales and Marketing Professionals, are amongst the jobs classed as ‘Stable’ with other aspects of the business workforce such as Financial and Account professionals falling in the ‘Redundant Roles’ category. 

In the marketing profession Artificial Intelligence is already being used in aspects such as data filtering and analysis due to the speed in which these complex organisational and analysis tasks can be completed, the same task for a human would be far more time consuming and difficult. Visual search and image recognition has also advanced to be a useful tool in marketing, it can be used to improve the shopping experience of the customer by personalising the merchandising experience when shopping online (Sentance, 2019). However impressive, human imagination and strategic thinking were the creators of this visual search and image recognition service which Artificial Intelligence would find impossible. The automation of a marketeer is not viable in the foreseeable future, Pistrui (2018) writes about how those involved in managing and developing people, or “apply expertise to decision making, planning, or creative work” are only at a 9% to 18% chance of automation. 

The growth of technology and big data has led to the increasing ability of humans being connected to one another, in 2015 3.4 billion people were users of the internet (Susskind and Susskind, 2015, p.131) which has allowed connectivity to an extent like never before. To a marketeer market research is a vital aspect of any campaign or product, the growth of the internet has allowed research to be carried out in different ways as masses of information are so easily accessible. The way in which social interactions and behaviour has expanded allows marketeers to compete in new ways; such as through social media. Campaign content created and shared through social media technology has the ability to reach thousands of people globally in seconds, which has drastically changed the way organisations advertise (Geho and Dangelo, 2012, p. 61). 

[bookmark: _GoBack]In conclusion to this essay; the role of the professional in the future of work involves skills such as critical thinking, creative thinking and complex problem solving. These capabilities are essential in the changing modern world for a professional to remain relevant in the professionalism of marketing, taking into consideration the rising domination of Artificial Intelligence a marketer holds many of the main skills required in order to outperform automation. The risks to a marketeer of job domination by Artificial Intelligence are low; however the everchanging role of technology constantly requires the human brain to develop new skills and abilities to further their advancement and stay relevant.  
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