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Abstract 

 

Today, as never before, the evolution of technology and marketing has established these two 

as parts of our daily lives. Stimulating sales of their own product or service is now accessible 

for anyone capable of using digital platforms independently.   

At first glance, this background translates into the question - of whether there is the need for 

the marketer profession at all in the future or not, when the technology fully equips us to plan 

various effective campaigns bypassing the marketer.  

Division of the topic resulted into two main issues: 1) Will the marketer disappear as a 

profession due to the development of digital technologies or will it become more universal?  

2) The future of creativity in automated marketing. 

Conduction of a qualitative survey in the form of in-depth interviews with industry experts 

and a quantitative survey in the form of a closed questionnaire with business representatives 

clarified the situation and made it possible for us to have the proper answer to the questions 

listed above.  

Research has demonstrated that notwithstanding the technological advances, the future is in 

favor of marketer as a profession to blossom into an even more notable one. Simultaneously, 

digital technologies will be the reason for small and medium businesses to be in no need for a 

marketer as this profession will only remain important for large businesses.  

The hypothesis formulated in the paper may be useful(serviceable) to those concerned with 

(interested in) the development of marketing and communications.  Belief of ours is that this 

paper has practical value for future researchers. 

Keywords: marketing, marketer, technology, development, future. 

 

 

 


