The Role of The Professional in the future of Marketing with the introduction of Artificial Intelligence
Will there be a need for professionals in the future workplace? (Susskind & Susskind, 2015) stated we “will neither need nor want professionals to work in the way they did in the twentieth century and before.” With this in mind the role of the professional is ever changing, even more so with the rapid growth of technology and the rise of Artificial Intelligence (A.I.) This essay will answer the question the role A.I. will take in the future workplace and how the role of the professional will change with this. This will also look at the skills a professional in that climate may want to consider remaining relevant in an ever-growing competitive job market. The essay will look specifically at the marketing industry and how the above will affect the careers in the marketing industry. 
(BBC, 2019) in this article it is explained that A.I. won’t be just used as machines like it currently is on the production line or driverless car that will be developed in the next few years. It will start to take over entry level jobs using programs and algorithms to work more efficiently than professionals. This begs the question, what role will A.I. have in the future of marketing? The current A.I. used in marketing is used to market specific products to specific people, algorithms used to monitor search history and previous sales will help advertisers be more effective in what they are trying to sell, matching it to a specific demographic and target audience. In an article by (Brenner, 2017) it is further explained what A.I. can currently do in marketing, such as using the language and tone of a customer to determine what the customers intentions are or applications that can alert those in customer services how best to help the customer by sending an alert directly to their phones or tablets. The article also goes on to give real life examples for A.I. helping companies such as Sprite achieve 50% higher customer retention. 
This is technology that is already available, and a lot of firms are now using this to improve the businesses, however, this technology is used to aid the professional not replace. It is wildly thought that the future of A.I. in the workplace will replace some professionals. It is the same as when Ford made the production line to replace the factory workers with machines. These machines could complete the tasks quicker than the workers would have to and would cost less money for the company resulting in higher out puts of products and a higher profit for the company. Could this be applied to marketing, where a marketing team could be replaced by A.I. putting campaigns together to market to a certain demographic and be more cost effective for the company, resulting in better results and more profit for the company. There are reports by academics that look at the probability of a job being replaced by A.I. (Frey & Osborne, 2017) there only two jobs relating to marketing on the list, with marketing managers being unlikely to be replaced by A.I. however, Market researchers and market specialists are lot more likely to be replaced by A.I. This could be down to the fact that these are lower skilled professions where the skills needed to complete the tasks in these careers could be done with a program and not much need for some humanity. Whereas with a management role a certain level of humanity is needed also someone needs to be responsible for the machines that are working for them. 
There are many benefits for having A.I. in the workplace specifically in marketing , (Bawden-Davis, 2018) goes into detail on how A.I. will improve the work place. One of these will be they will cost less money than a profession. There won’t be need to pay A.I. and the machine could work continually without a break. An example of this is chatbots which can talk to a consumer whenever the consumer wishes and the consumer would get an instant reply, normally they would have to wait for a professional to get back to them. (Marria, 2019) also looks at the way A.I. might affect the future professional, it states that the roles that A.I. will take over will be the repetitive and basic problem solving which would leave professionals to enjoy perhaps a more fulfilling and exciting careers where they would have more time to work on projects they are more passionate about creating better campaigns. This could also result in eliminating human error, such as a spelling mistake on a billboard, with A.I. possibly doing the underwriting it is unlikely this would happen.
There are some negatives to using A.I. to replace the professional, many academics believe that these are false negatives. The biggest one is that with A.I. taking all the professionals’ jobs, there will be no jobs for people thus creating a lot of unemployment. A journal by (Bughin, 2019) it is thought that although A.I. will replace some jobs such as the lower level ones already mentioned. The upside to this is that there will be news jobs made that professionals would then be able to fill; these jobs haven’t been thought of yet and could range a wide service. It was the same when Ford replaced the human production line with the machine one, Ford then invested the careers of the professional, upskilling them to make them more beneficial for the company. It is the same with this 4th industrial revolution, if companies invest in the professionals, they will become better workers with a higher skill set more invested in the company thus wanting to work harder.
Without the creation of new jobs there will still be a need for a professional in the world of marketing, one of these is because professionals have the human touch or emotional intelligence. (Hall, 2019) states that A.I. is missing that one thing which is emotional intelligence. This can be seen through the John Lewis Christmas advert (Marketing Weekly, 2019) looks at what many different marketers make of this advert, with an emotional story of a dragon who ruins Christmas which many believe is made for the product sales associated with the advert. This is a great example of a professional using emotional intelligence to promote a product. The advert will be seen by many people and with Edible Edgar with lovable dragon also a product that can be bought from John Lewis, it could be argued that a machine would not have the capacity to ‘think’ of campaign that would make consumers feel emotion as the machine is unable to feel emotion. 
Another way that professionals would remain relevant in the future work place is to upskill, (Dutta, 2009) looks at how professionals can stay relevant in future work place with the best way to do so is by upskilling and adapting with the times. If a professional is constantly moving with the times and willing to learn new skills in order to remain relevant, then there would still be a need for them. If a professional who is currently in a career that deals with the analytic side of marketing then instead of changing professions or changing companies that professional could look at some extra learning and stay with the company and move to the creative side of the marketing team. 
In conclusion, the role of the professional in marketing will almost definitely change with the introduction of A.I. in the industry. With A.I, being more cost affective and being able to work longer periods of time without the needs of a break. There will still be jobs for the professional, however, with new jobs being created to work alongside A.I. There will also be a need for a professional for emotional intelligence. A.I. however will assist with this, directing the campaigns created to the demographic that will benefit the most from it. Also, If the professional is happy to move with the times, adapt and upskill then they will still be needed and wanted in the marketing workplace. 
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