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Abstract 

Digitalisation is no longer simply a shift from manual to digital processes; it is changing how organisations make 

decisions, interact with customers, organise work and develop talent. The rapid spread of artificial intelligence (AI), 

particularly generative AI, has accelerated this transition in marketing. Marketing teams can now use AI for customer 

segmentation, content ideation, campaign optimisation, conversational engagement, predictive analysis and routine 

reporting. At the same time, these capabilities are changing the nature of marketing jobs. Tasks that once required 

substantial time for drafting, searching, analysing or reporting can increasingly be supported by intelligent systems, 

while human judgement remains essential for strategy, creativity, empathy, ethics and accountability. This topic 

revisits the relationship between digitalisation, AI and the future of work from a contemporary marketing perspective. 

It discusses emerging work practices, changing skill requirements, opportunities for productivity and job creation, and 

concerns relating to displacement, privacy, bias, misinformation, surveillance and unequal access to technology. 

Recent evidence suggests that the dominant effect of generative AI is likely to be transformation and augmentation of 

many occupations rather than simple replacement. The chapter therefore argues for a human-centred approach in 

which AI is treated as a collaborator that extends professional capability rather than as a substitute for human 

responsibility. For marketing professionals, the future is likely to favour individuals who combine digital and AI 

literacy with analytical thinking, communication, creativity, ethical judgement and continuous learning. 
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1. Introduction 

The meaning of work is changing alongside the technologies used to perform it. Earlier phases of digitalisation 

focused largely on moving information online, automating repetitive processes and improving communication. The 

present phase is broader. Artificial intelligence can interpret large volumes of information, generate text and visual 

material, identify patterns, support predictions and interact with customers in conversational formats. As a result, 

digitalisation is increasingly influencing not only what organisations do but also how people perform their jobs and 

how work itself is structured. 

Marketing provides a clear illustration of this shift. Digital platforms have already transformed the traditional 

marketing cycle from a largely campaign-based activity into a continuous process of listening, analysing, creating, 

testing and adapting. AI is now extending this process. A marketer may use an AI system to identify customer 

segments, generate alternative messages, summarise campaign performance, recommend products, personalise 

communication or support customer service. Current evidence shows that marketing and sales are among the business 

functions where generative AI is being used most widely, although adoption does not automatically translate into 

successful organisational transformation.  

The central question, therefore, is not simply whether AI will take away marketing jobs. A more useful question is: 

which marketing tasks will change, which new tasks will emerge, and what capabilities will professionals need to 

remain valuable? The International Labour Organization's 2025 assessment indicates that one in four workers globally 

is in an occupation with some exposure to generative AI, while the more likely outcome for most occupations is 

transformation rather than complete redundancy.  
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2. Digitalisation, AI and the Changing Nature of Work 

Digitalisation can be understood as the integration of digital technologies into organisational processes, products, 

services and decision-making. AI adds a further layer by enabling systems to perform activities associated with human 

cognitive work, such as classification, prediction, language generation and pattern recognition. Generative AI has 

made this shift particularly visible because employees can interact with AI through natural language rather than 

specialised technical interfaces. 

This development is changing work in three connected ways. First, some routine tasks are becoming automated or 

partially automated. Second, many existing tasks are being augmented, allowing employees to complete them faster or 

with broader analytical support. Third, new responsibilities are emerging around AI supervision, prompt design, data 

quality, model evaluation, governance and human oversight. The result is a gradual movement from task execution 

towards task orchestration and judgement. 

The 2025 World Economic Forum Future of Jobs analysis reinforces this broader picture. It projects 170 million jobs 

to be created and 92 million displaced by 2030 across major global labour-market trends, producing a net increase of 

78 million jobs. It also estimates that about 39% of workers' key skills are expected to change by 2030.  

3. AI in Digital Marketing: From Automation to Augmentation 

3.1 Data-driven customer understanding 

Marketing decisions increasingly depend on customer data from websites, mobile applications, social media, e-

commerce platforms and customer relationship systems. AI can help marketers identify patterns across these sources, 

group customers according to behaviour, estimate likely purchase intentions and detect changes in preferences. The 

practical value lies not in producing more data, but in converting data into timely and meaningful decisions. 

3.2 Content creation and personalisation 

Generative AI has changed the economics of content production. Marketers can create initial drafts of product 

descriptions, email campaigns, social media posts, headlines, scripts and creative concepts in a short time. The role of 

the professional consequently shifts from producing every first draft manually to defining the communication 

objective, providing appropriate context, evaluating outputs and refining the final message. Human review remains 

important because generated content can be inaccurate, repetitive, culturally inappropriate or inconsistent with brand 

identity. 

3.3 Predictive and prescriptive decision support 

AI-supported analytics can assist with demand estimation, customer churn prediction, lead scoring, campaign 

optimisation and recommendation systems. Such tools can improve the speed of decision-making, but their 

recommendations should not be treated as automatically correct. Historical data can contain bias, and models may 

reproduce or amplify those patterns. Marketing professionals therefore need the ability to question assumptions and 

interpret outputs rather than simply accept a dashboard recommendation. 

3.4 Conversational marketing 

Chatbots, voice interfaces and AI assistants are changing customer interaction. Instead of waiting for a customer-

service representative, customers can receive immediate responses to common questions. This creates efficiency and 

convenience, while more complex cases can be escalated to human employees. The future of customer service is 

therefore likely to involve a blended model in which AI handles predictable interactions and people concentrate on 

situations requiring empathy, negotiation and judgement. 

3.5 Continuous campaign optimisation 

Traditional campaigns often followed a sequence of planning, execution and post-campaign evaluation. AI-supported 

digital marketing makes the process more continuous. Campaign performance can be monitored in near real time, 

variations can be tested, and communication can be adjusted based on audience response. This requires marketers to 

become comfortable with experimentation, data interpretation and rapid learning rather than relying exclusively on 

fixed annual or quarterly plans. 
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4. How Marketing Jobs Are Changing 

AI does not affect every marketing role in the same way. The impact depends on the proportion of routine, 

information-processing and creative tasks within a role. A social media executive, for example, may spend less time 

generating basic captions and more time developing brand narratives, analysing audience response and coordinating 

creator partnerships. A market researcher may use AI to summarise large amounts of qualitative feedback but spend 

more time designing the research problem and validating insights. A sales professional may receive AI-generated lead 

priorities while focusing more strongly on relationship building and negotiation. 

This suggests a movement from job replacement towards job redesign. The important unit of change is often the task 

rather than the entire occupation. ILO research published in 2026 similarly finds that large-scale job displacement 

remains limited in the evidence available so far, while AI is reshaping tasks, work organisation and productivity in 

uneven ways.  

5. Emerging Roles in the AI-enabled Marketing Workplace 

Digitalisation is also creating demand for new or expanded responsibilities. Organisations may increasingly require 

professionals who can combine marketing knowledge with AI literacy. Emerging areas include AI-assisted content 

strategy, marketing analytics, customer experience optimisation, marketing automation, conversational experience 

design, AI governance and responsible data management. Some of these may become standalone roles, while others 

will become additional competencies within existing marketing positions. 

The important point is that future employability will not depend on technical coding ability alone. Marketing 

professionals need to understand what AI can do, where it can fail, how to evaluate its outputs and how to connect 

technology with customer and business objectives. This is consistent with the World Economic Forum's finding that 

AI and big data, networks and cybersecurity, and technological literacy are among the fastest-growing skill areas, 

while creative thinking, resilience, flexibility, analytical thinking and leadership remain important human capabilities.  

6. Skills Required for the Future Marketing Workforce 

AI and digital literacy 

Professionals should understand basic AI concepts, common use cases, limitations, data requirements and responsible 

use. The objective is informed use rather than becoming a software engineer. 

Analytical thinking 

As AI produces more recommendations and summaries, marketers need stronger abilities to interpret evidence, 

compare alternatives, identify anomalies and ask the right questions. 

Creative thinking 

AI can generate alternatives, but originality, cultural relevance, storytelling and brand meaning still require human 

direction. 

Communication and empathy 

Customer relationships involve emotions, context and trust. Human communication remains essential where situations 

are sensitive or ambiguous. 

Ethical and critical Judgement 

Marketers must consider privacy, consent, fairness, transparency, intellectual property, misinformation and potential 

bias. 

Adaptability and lifelong learning 

Because AI tools and workflows change quickly, professionals need a habit of continuous learning rather than 

dependence on a single platform. 

Strategic thinking 

The strongest value comes from connecting AI capabilities with customer needs, competitive positioning, revenue 

objectives and long-term brand building. 
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7. Opportunities Created by AI and Digitalisation 

AI can create opportunities for organisations and workers when implementation is purposeful. Routine activities can 

be completed more quickly, giving employees time for higher-value work. Smaller firms may gain access to analytical 

and content capabilities that previously required larger teams. Personalisation can improve customer relevance, while 

predictive tools can support better allocation of marketing resources. 

At the workforce level, new opportunities can arise in data analysis, AI-supported marketing, digital customer 

experience, content governance, automation and technology-enabled entrepreneurship. The WEF's 2025 findings 

suggest that technological change is a major driver of both job creation and job displacement, which means that 

preparing workers for transition is as important as adopting technology. 

8. Risks and Challenges 

8.1 Employment displacement and job insecurity 

Some tasks are more susceptible to automation than others, particularly repetitive information-processing activities. 

Employees may therefore experience role changes, reduced demand for certain tasks or pressure to acquire new skills. 

The appropriate response is not to assume that every AI-exposed job will disappear, but to identify tasks that are 

changing and provide timely reskilling and redeployment opportunities. 

8.2 Privacy and data governance 

Personalised marketing depends on data, but collecting and analysing customer information creates responsibilities 

around consent, security, transparency and appropriate use. Organisations must establish clear rules for what data can 

be used, who can access it, how long it is retained and how AI systems process it. 

8.3 Bias and fairness 

AI systems learn from data and may reproduce existing patterns of inequality. A recommendation engine, customer 

scoring system or automated targeting tool can therefore produce unfair outcomes if it is poorly designed or 

insufficiently monitored. Human review and regular evaluation are essential. 

8.4 Accuracy, misinformation and brand risk 

Generative Artificial Intelligence can produce reasonable information but not a fully accurate one. 

In marketing, a small factual error can damage customer trust or create legal and reputational problems. Human 

verification should therefore be treated as a normal part of the workflow, especially for claims involving products, 

prices, health, finance, regulation or public information. 

8.5 Digital inequality 

The benefits of AI are unlikely to be distributed equally. Organisations with strong infrastructure, skilled employees 

and access to quality data may gain faster than smaller or less digitally prepared organisations. A 2026 ILO–World 

Bank study highlights the uneven nature of GenAI impacts across countries and notes that developing economies may 

experience disruption before fully capturing productivity benefits because of digital gaps and differences in work 

structures.  

9. Human-AI Collaboration: The Emerging Work Model 

The most practical way to understand the future workplace is through collaboration between people and intelligent 

systems. AI is particularly useful for speed, scale, pattern detection, drafting and repetitive processing. Humans remain 

especially important for purpose setting, contextual understanding, empathy, ethical reasoning, accountability and final 

judgement. The value of a marketing employee may therefore increasingly depend on the ability to direct AI 

effectively and evaluate its contribution. 

A simple human-AI workflow can be expressed as: Define the problem → provide context and data → generate or 

analyse with AI → verify and challenge the output → apply human judgement → implement → measure results → 

learn and improve. This approach reduces the risk of treating AI output as a final answer and turns the technology into 

a structured decision-support partner. 
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10. Implications for Organisations and Educational Institutions 

Organisations should move beyond purchasing AI tools and focus on redesigning workflows. Training should be 

linked to actual job tasks, with employees learning how AI can improve their specific responsibilities. Organisations 

also need clear policies on data use, confidential information, human review, accountability and acceptable AI 

applications. Importantly, efficiency gains should be considered alongside employee well-being, autonomy and job 

quality. 

Educational institutions have an equally important role. Management and marketing programmes should expose 

students to AI-assisted research, analytics, digital customer journeys, content evaluation, prompt design, ethics and 

responsible technology use. Students should not be trained merely to operate today's tools; they should develop the 

ability to learn new tools and critically assess their outputs. This is particularly important because the skills demanded 

by employers are changing rapidly. WEF estimates thatnearly 40% of key jobskills may change by 2030.  

11. A Practical Framework for Future-ready Marketing Professionals 

A future-ready marketing professional can be developed through five connected capabilities:  

➢ Digital foundation – understanding digital platforms, customer journeys and data; 

➢ AI literacy – knowing common AI applications, limitations and responsible-use principles;  

➢ Human strengths – creativity, empathy, communication and critical thinking;  

➢ Strategic application – connecting technology with customer and organisational goals 

➢ Continuous learning – regularly updating skills as tools, regulations and customer expectations evolve. 

This framework shifts the emphasis from 'AI versus humans' to 'AI with humans'. A professional who can combine 

technology with sound judgement is more likely to remain adaptable than someone who depends entirely on either 

manual processes or automated outputs. 

 

12. Conclusion 

Digitalisation and AI are changing the future of work not through a single dramatic event but through thousands of 

changes in everyday tasks. In marketing, these changes are already visible in customer analytics, content production, 

personalisation, conversational engagement and campaign optimisation. The evidence available by 2026 suggests that 

transformation and augmentation are more useful ways of understanding the near-term impact of GenAI than 

assuming widespread job elimination.  

The central challenge is therefore one of adaptation. Organisations must redesign work responsibly, invest in people 

and establish safeguards for data, fairness and accountability. Professionals must build AI literacy while strengthening 

the human capabilities that technology does not easily replace: creativity, empathy, critical thinking, ethical 

judgement, communication and strategic understanding. For educational institutions, the priority should be to prepare 

learners for continuous change rather than for a fixed list of occupations. 

The future of marketing work is likely to be neither fully automated nor unchanged. It will be a hybrid environment in 

which intelligent technologies handle increasing volumes of routine and analytical tasks while people define 

objectives, interpret context, build relationships and take responsibility for decisions. The organisations and 

professionals most likely to thrive will be those that view AI not simply as a cost-cutting technology, but as an 

opportunity to redesign work around stronger human capability. 

 

References 

Gmyrek, P., Berg, J., Kamiński, K., Konopczyński, F., Ładna, A., Nafrați, B., Rosłaniec, K., & Troszyński, M. (2025). 

Generative AI and jobs: A refined global index of occupational exposure. International Labour Organization. 

International Labour Organization. (2025). Generative AI and jobs: A 2025 update. ILO Research Brief. 

https://ijsrem.com/


           
         International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 10 Issue: 09 | Sep - 2026                            SJIF Rating: 8.659                                       ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM67190                                          |        Page 6 
 

International Labour Organization. (2025). Artificial intelligence adoption and its impact on jobs. 

International Labour Organization. (2026). The impact of GenAI on jobs, productivity and work organization: A 

review of the empirical evidence. 

International Labour Organization & World Bank. (2026). Disruption without dividend? How the digital divide and 

task differences split GenAI’s global impact. 

McKinsey & Company,(2025) Gen AI’s broad reach. 

 

https://ijsrem.com/

