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1.0 Introduction
In this era of rapid development of artificial intelligence, a lot of work is facing the situation of being replaced by artificial intelligence. However, due to the particularity of human emotion and creation, some professionals still have great development potential in the future. This article mainly expounds the role of marketing professionals in the future work, what kind of role they will play in the future work and what kind of skills they need.

[bookmark: _Toc22279]2.0 Marketing professionals
[bookmark: _Toc13677]2.1 Replaceability and non-replaceability of marketing professionals
Marketing professionals are mainly responsible for sales in the future. In the past, the center of marketing was products, but now the core of marketing is people, that is, target consumers. A successful marketer relies on his insight into human nature to know who will be the target customers and provide what they want. Marketing personnel will make the hot spots in life and on the Internet into a marketing hot spot. In fact, at this point, artificial intelligence can partially replace marketing personnel. AI will understand customers' preferences and needs from massive data (such as people's search records) and recommend corresponding products. For example, Netflix, a video website giant, has 93 million users worldwide (Amanda Lotz, 2017). Its engineers capture about 500 billion events a day and transmit about 1.3pb of data every day. At peak times, they will record 8 million events per second. In order to recommend each user the video they might like to watch, they employ more than 100 data engineers or analysts. As the world's largest social platform, Facebook has more than 1 billion active users, so Facebook has one of the world's largest data warehouses with more than 300 Pb of storage. To recommend for such a large number of users, Facebook engineers invented presto, a customized distributed SQL query engine optimized for point-to-point analysis. More than 1000 Facebook employees use Presto every day to perform more than 30000 queries per day through the pluggable back-end data storage of hive, HBase and scribe.

However, the ability of marketers to adapt, learn and share will be invaluable to the organization, especially because adaptability and lifelong learning have become indispensable features. As companies and markets become more and more complex, and technology makes marketing processes more automated, the areas of expertise required for marketing will expand year by year. Some jobs will no longer exist, but there will be more and more new jobs. The data age provides many new job opportunities for marketers: digital marketing, social media marketing, social listening, influencer marketing, SEO, marketing automation, brand content, cloud marketing, big data analysis, data mining, programming, user experience, and so much more. (Charles Doyle, 2019) At the same time, some roles in marketing, communications and sales have seen their influence decrease. Some professions are looking for new development opportunities, others are under threat of extinction: press officers working with print media, direct salesmen, telemarketers, offline market researchers and staff who prepare physical marketing collateral or pitch documents (Charles Doyle, 2019). However, the core skills of marketing (creativity, message development and management, market segmentation, intelligence gathering) need more than ever before. They are simply exploitation alternative ways to get information, and everything is becoming more intelligent. As an example, several corporations will use social media monitoring tools to analyze customers' attitudes towards them and purchase desires. It is generally believed that simple and repetitive occupations will be performed automatically by software, whereas marketers can concentrate on the human skills that robots haven't however down such as visual creation, building relationships, generating insight from separate data sources and storing with emotional impact.

Businesses need marketers who understand consumer behavior and how to reach them through these digital channels. These new jobs are not only accessible to new graduates or young marketers who grew up using digital technology. Any marketing skilled will maintain with the long run of promoting by learning the way to apply their marketing fundamentals to jobs within the areas of digital marketing, multichannel promoting, and e-commerce.

[bookmark: _Toc18245]2.2 Skills for future marketing professionals
[bookmark: _Toc21648]2.2.1 Emotional intelligence skills
Marketers sell products and services to people. Marketers have certain feelings and experience that Robot or any other AI can't do. People like to talk to people, so it's important for professionals to understand the emotional needs of certain customers.

[bookmark: _Toc18024]2.2.2 Creativity
Although robots can provide valuable insights and predictions for customers' behaviors based on historical data, the nuances involved in developing correct creative activities for different audience groups of enterprises can only be grasped by human beings, because human beings are social animals.

In the future, with more and more channels to obtain information and higher expectations of consumers, enough creativity is needed to attract consumers' attention. This means that editors, filmmakers, broadcasters journalists, and even playwrights can be members of the marketing team of the future. These content must be personalized and personal . 

[bookmark: _Toc15656]2.2.3 Human Skills
Human skills are the skills needed to establish and maintain human connections. Some people may think that everyone is human, so everyone should have these skills. However, for some people, due to personality traits and other environmental factors, the skills needed to establish a connection are insufficient and need to be shaped and cultivated. These skills are very important for improving the career of marketers, because building relationships with colleagues, customers, and customers can increase the possibility of an enterprise in the era of AI economy.

[bookmark: _Toc26556]2.2.4 Presentation skills
As AI completes more daily data work in the future, marketers will need to master presentation skills. This is essentially a public relations skill. The ability to manage ideas internally and externally to give a good impression.

It's no longer enough to have only the technical knowledge of the field in which the professionals work - in the AI economy, they will need to have and develop skills to help them demonstrate technical knowledge. 

[bookmark: _Toc8308]2.2.5 Learning Skills
Today, marketers have to be compelled to adopt an eternal learning attitude in their skilled and private lives. this may be necessary within the future once there are new strategies and technologies that require coaching. Employers will now not deem the commodity exchange for talent. Firms want folks with intelligence, that is, want and talent to develop the abilities required for long-run employment.

[bookmark: _Toc24100]2.2.6 Digital skills
According to an EU study on digital skills, 15% of workplaces surveyed in the EU indicated the existence of a digital skills gap in their workforce. (Francesca McDavid,  2019). With technology increasing with rapid force, all marketing professionals need to have mastery over intermediate digital skills. These intermediate skills include the ability to:
· Use a word processor
· Create a spreadsheet
· Search for, collect, and process information using ICT
· Communicate through ICT using an email
· Communicate through ICT using social media and video calls
· Use software for design, calculation, or simulation
· The study also suggests that in the future, 90% of jobs will require some digital skills.

[bookmark: _Toc31226]2.2.7 Analytical skills
Learning in artificial intelligence, especially the advanced system based on deep learning and neural network, needs a lot of data. So it's important to collect a lot of data, but the quality of the data needs to be taken into account. In fact, data quality is crucial. There is no magic in the algorithm behind the artificial intelligence system. It only processes data in a complex way. Moreover, if the data is high noise or improper measurement, it is difficult for the system to identify meaningful patterns, so that it can make correct prediction, so that it can inform the decision-making of the enterprise. (Andrew Stephen, 2019) Therefore, marketers ought to pay a lot of attention to knowledge quality than ever before. Collect as several knowledge points as attainable (after all, storage prices are low now), however check that that every captured variable is correctly measured, totally documented, and really used for business choices.

[bookmark: _Toc17012]3.0 Conclusion
AI can integrate different data, platforms and technologies to achieve growing customer expectations. Therefore, marketers must continue to adapt. In fact, they will need to adjust their work, because AI will affect all roles, from creative director to chief marketing officer to advertising director. In order to thrive and survive in the AI revolution, marketers should interact with AI, not avoid it. AI will not change the way of marketing overnight. It's already part of marketing. (Expert commentator, 2018) Mastering artificial intelligence and applying it to work, combining their emotional experience and empathy, creating new and different ideas for customers and improving customer experience are the most critical roles of future marketing professionals.
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