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Marketing Managers

Al profoundly augmenting marketing strategy, content creation, and campaign opti-
mization.

EXPOSURE W NDOW ADOPTI ON TODAY READI NG
55 3 7 yr S H gh Theroleis being reshaped.
Elevated exposure until change lands Exposure is the share of today's work Al

can plausibly take on within the window.

§ 01 WHAT | S HAPPENI NG
What is happening to marketing managers

I mpact Al is automating routine tasks like data analysis, segmentation, content generation,
and ad optimization. This shifts the Marketing Manager's focus towards high-level
strategy, creative oversight, validating Al outputs, understanding complex consumer
behavior, and building authentic brand relationships.

Risk Significant augmentation; emphasis on strategic thinking, creative direc-
tion, and Al tool mastery.

The Marketing Manager role will be heavily augmented by Al. Al will handle much
of the data crunching, campaign execution, and content drafting, demanding that
managers pivot to leveraging these tools for deeper insights, overseeing Al-gener-
ated content, focusing on strategic vision, brand narrative, and the human elements
of marketing.

Sector readiness Rapid & Experimental Adoption

The marketing industry is aggressively integrating Al for personalization, campaign
optimization, content creation, and data analysis. Many marketers are actively
experimenting with and adopting Al tools.
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§ 02 POSI TI ON

Where you stand

The Marketing Manager roleis rapidly transforming from manual execution to strategic
oversight and intelligent guidance of Al tools.

i Al will take over many data-intensive, repetitive, and optimization tasks, freeing up managers
to focus on creative strategy, brand building, and deep customer understanding.

i Successwill depend on amarketer's ability to master Al tools, critically interpret their outputs,
and blend technological efficiency with human creativity, ethical judgment, and compelling
storytelling.

§ 03 ACTI ONS 15 POI NTS

What this means for you

Concrete changes to how the work gets done, in the order you are likely to meet them.

01 Al-Powered Market Research & Consumer Insights. Marketing Managers will increasingly leverage Al
platforms capable of analyzing vast and dynamic datasets (social media, search trends, consumer reviews,
transactional data) to uncover immediate consumer preferences, predict emerging trends, and understand
purchasing intent with greater precision.

02  Dynamic Audience Segmentation & Hyper-Personalization. The Marketing Manager's role will involve
overseeing Al systems that create highly dynamic customer segments based on real-time behavior,
purchase history, and inferred intent. This will enable hyper-personalization of marketing messages and
customer journeys at a scale previously unattainable.

03 Al-Assisted Content Ideation & Creation. Marketing Managers will find generative Al to be a powerful
co-creator for brainstorming, drafting, and iterating on various marketing content. This includes initial
versions of headlines, ad copy, blog posts, social media updates, and email campaigns, freeing creative
energy for refinement and strategic direction.

04  Autonomous Campaign Optimization & Management. Al-driven platforms will increasingly manage
the real-time optimization of marketing campaigns. Marketing Managers will define high-level goals and
parameters, then oversee Al that dynamically adjusts ad bids, allocates budget across channels, and
identifies the most effective creative assets for maximum ROI.

05  Predictive Analytics for Performance & Forecasting. Marketing Managers will rely on Al models to
forecast campaign outcomes, predict customer lifetime value, and identify potential bottlenecks or opportu-
nities before they fully materialize. These predictive insights will inform strategic adjustments and resource
allocation for improved performance.
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Al-Driven Customer Journey Optimization. The Marketing Manager's insights into the customer journey
will be amplified by Al that analyzes interactions across all touchpoints. This will facilitate the identification
of friction points, prediction of churn, and optimization of pathways for higher engagement and conversion.

Elevated Role in Strategic Oversight & Creative Direction. As Al streamlines operational and content
generation tasks, the Marketing Manager's core value will increasingly derive from setting the overarching
strategic vision, ensuring brand consistency, and providing critical human oversight and creative guidance
to Al-generated outputs.

Advanced Performance Measurement & Attribution. Al will solve complex multi-touch attribution chal-
lenges, providing Marketing Managers with more precise insights into which channels and touchpoints
truly drive conversions. This will enable more accurate budget allocation and clearer demonstration of
marketing's impact.

Proactive Competitive & Brand Monitoring. Marketing Managers will utilize Al tools for real-time com-
petitive intelligence, monitoring competitor campaign shifts, messaging, and sentiment analysis. This also
extends to immediate brand reputation management, with Al flagging negative mentions or emerging crises
for swift, proactive responses.

Prompt Engineering as a Core Skill. A crucial emerging skill for Marketing Managers will be prompt
engineering—the art of crafting precise and effective textual inputs to guide generative Al tools to produce
desired marketing copy, images, and campaign ideas that align with strategic objectives.

Navigating Ethical Al & Data Privacy. Marketing Managers will assume increased responsibility for
ensuring ethical Al use and data privacy. This includes auditing Al models for bias, ensuring transparent
data usage, and making ethically sound decisions about personalization and targeting strategies to build
and maintain consumer trust.

Enhanced Cross-Functional Collaboration. Marketing Managers will increasingly collaborate with data
scientists, Al engineers, and IT teams. This involves translating marketing needs into data problems for
Al development and interpreting complex Al-driven analytical results for business stakeholders, bridging
technical and business domains.

Exploiting Hyper-Niche Market Opportunities. Al will make it economically feasible to identify and target
extremely specific customer segments with highly tailored content and offers. Marketing Managers will
leverage this capability for new product launches, personalized upsell/cross-sell campaigns, and exploring
previously underserved micro-markets.

Continuous A/B Testing & Multivariate Optimization. Al will transform experimentation from simple
A/B tests to continuous, multivariate optimization. Marketing Managers will supervise Al that rapidly tests
endless variations of creatives, messaging, and calls-to-action, continuously learning and applying insights
for improved campaign performance.

Re-emphasizing Human Storytelling & Brand Narrative. As Al handles data and execution, the unique
human ability of Marketing Managers to craft compelling brand stories, evoke emotion, and build authentic
connections will become the paramount differentiator, shaping the brand's soul in an increasingly automated
landscape.
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What is pushing this change

01 Explosion of Consumer Data & Digital Touchpoints. Al is essential to process, analyze, and extract
insights from the immense volume of data generated by online interactions, CRM systems, and market
research.

02 Advancements in Generative Al (LLMs, Image Gen). Tools that can generate novel visual designs,
patterns, and 3D models from text or image prompts are transforming ideation and prototyping.

03  Demand for Hyper-Personalization at Scale. Consumers increasingly expect tailored experiences; Al
enables personalization across various stages of the customer journey, from ads to emails.

04  Need for Faster Campaign Cycles & Real-Time Optimization. Businesses require rapid iteration and
deployment of new features and products; Al accelerates parts of the development process.

05  Pressure for Higher Marketing ROI & Attribution. Companies demand clear evidence of marketing's
impact; Al provides more granular attribution and predictive performance insights.

06  Competitive Landscape & Need for Differentiation. Al offers tools for advanced competitive analysis,
helping brands identify gaps and differentiate their strategies.

07 Rise of Al-Powered Marketing Platforms. A growing ecosystem of marketing automation platforms and
MarTech solutions are embedding Al at their core.

08 Complexity of Multi-Channel Marketing. Al can unify data and optimize strategies across diverse
channels like social media, email, search, and display ads.

09  Shortage of Highly Skilled Data Marketers. Al tools can democratize advanced analytical capabilities,
helping marketers without deep data science backgrounds.

10  Automation of Repetitive Marketing Tasks. Tasks such as email segmentation, ad targeting adjustments,
basic copy generation, and data reporting can be significantly sped up by Al.

§ 05 VARI ATI ON 5 SECTORS

mpact by sector

The headline figure is an average. Where you work changes the picture.

Digital Marketing Man- High impact on ad optimization, personalization, SEO, and analytics. Al frees time
ager for channel strategy and new ad format exploration.

Brand Manager Al for brand sentiment analysis, competitive positioning, and consumer insights.
Focus remains on brand narrative, identity, and creative direction.
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Product Marketing Man- Al for market research, competitive analysis, messaging development, and GTM

ager

strategy. Focus remains on product-market fit and value proposition.

Content Marketing Man- Al for content ideation, drafting (blogs, social, scripts), SEO optimization, and

ager distribution. Focus shifts to content strategy, editorial oversight, and quality.
Marketing Operations Al for automating workflows, data integration, platform optimization, and perfor-
Manager mance reporting. Focus on system architecture and efficiency.

§ PREPARATI ON 8 SKILLS

Skillsto build

The skills that keep the human part of this work valuable as the routine part is automated.

01

02

03

04

05

06

07

08

Strategic Marketing & Brand Management. Ability to develop high-level marketing strategies, define
brand messaging, and position products/services effectively, leveraging Al insights.

Al/ML Literacy & Prompt Engineering. Skill in using Al tools for content, analytics, and campaign
management, and effectively communicating with generative Al to achieve desired outputs.

Data Interpretation & Analytical Thinking. Critically evaluating Al-generated insights, identifying trends,
understanding model limitations, and making data-driven decisions.

Creative Direction & Content Oversight. Guiding Al-generated creative assets, ensuring brand voice
consistency, and maintaining high-quality content standards.

Communication & Storytelling. Articulating complex marketing strategies, conveying brand stories, and
presenting Al-driven insights clearly to diverse audiences.

Ethical Marketing & Data Privacy Awareness. Understanding and navigating the ethical implications of
Al in marketing, including data privacy, algorithmic bias, and responsible targeting.

Customer Empathy & Behavioral Psychology. Deep understanding of consumer needs, motivations,
and decision-making processes, which Al can illuminate but not fully replicate.

Adaptability & Continuous Learning. Staying updated on emerging Al tools, marketing technologies, and
evolving consumer behaviors in a rapidly changing landscape.
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§ 07 I NSTRUMENTS 11 ENTRI ES

Toolsin use

KI'NDS OF TOOL WORTH KNOW NG

01 Al-Powered Marketing Automation Platforms. Platforms that use Al for lead scoring, email personaliza-
tion, campaign optimization, and automated customer journeys.

02  Generative Al for Content & Copywriting. Large Language Models (LLMs) and image generation tools
used to draft ad copy, headlines, blog posts, social media updates, and email campaigns.

03 Al for SEO & Keyword Research. Tools that leverage Al to identify high-value keywords, analyze
competitor SEO strategies, and optimize content for search engines.

04  Predictive Analytics & Customer Segmentation Tools. Software that uses machine learning to forecast
campaign performance, segment audiences based on behavior, and predict customer lifetime value.

05 Al for Social Media Listening & Sentiment Analysis. Al platforms that monitor social media conversa-
tions, news, and reviews to gauge public sentiment about a brand or topic.

06  Al-Enhanced CRM Systems. Customer Relationship Management systems incorporating Al for sales
forecasting, personalized recommendations, and automated customer service.

NAMED TOOLS ALREADY | N USE

HubSpot (Al features) / Salesforce Marketing Cloud (Einstein Al) VESIT
A leading marketing automation and CRM platform with integrated Al features for personalization, analytics, and
campaign management.

ChatGPT / Google Gemini / Jasper / Copy.ai vEsET
Leading generative Al models and specialized copywriting tools that assist in creating various forms of marketing
content and ad copy.

Semrush (Al Writing Assistant, Topic Research) / Surfer SEO VESIT
SEO platforms that use Al to help marketers with content creation, keyword research, and on-page optimization.

Google Ads (Smart Bidding) / Meta Ads (Advantage+ campaigns) vEsET
Advertising platforms that extensively use Al and machine learning to automate bidding strategies and optimize
campaign performance across digital channels.

Brandwatch / Sprout Social (with Al insights) VESIT
Social listening tools that leverage Al to analyze vast amounts of social media data for sentiment, trends, and
brand mentions.
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§ 08 EXAMPLES

In practice

5 EXAMPLES

Ways people in this role are already using Al, and what they get from it.

Generate Ad Copy &
Headlines with Al

EXAMPLE 1

Optimize Ad Spend
Across Channels Using
Al

EXAMPLE 2

Personalize Email Cam-
paigns at Scale

EXAMPLE 3

Uncover Niche Audience
Insights Faster

EXAMPLE 4

Automate Performance
Report Generation

EXAMPLE 5

Report No. 181 -

HOW

HOW

GAI' N

HOW

HOW

HOW

revi sed 4 Cctober 2026 -

Input campaign objectives and target audience into a generative Al
tool to receive multiple variations of compelling ad copy and headlines,
which the Marketing Manager then refines.

Increases content output speed, provides diverse creative options, and
helps overcome writer's block.

Connect an Al-powered ad platform to various ad accounts (e.g.,
Google, Meta). The Al will dynamically reallocate budget and adjust
bids for maximum ROI based on real-time performance.

Maximizes campaign efficiency, reduces wasted spend, and frees up
time from manual bid adjustments.

Utilize an Al-enabled marketing automation platform to segment email
lists based on behavioral data, then personalize email content, subject
lines, and send times for each user.

Drives higher engagement rates, improves customer satisfaction, and
increases conversion rates through tailored messaging.

Employ Al market research tools to analyze social media conver-
sations, online reviews, and search queries, identifying underserved
market segments or emerging consumer needs.

Enables quicker identification of new market opportunities, informs
product development, and refines targeting strategies.

Configure an Al-powered analytics tool to pull data from various mar-
keting channels. The Al will automatically compile weekly or monthly
performance reports, flagging key trends and anomalies for the Mar-
keting Manager's review.

Saves significant time on data aggregation and reporting, allowing
marketers to focus on interpreting insights and strategic decision-mak-

ing.
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§ 09 CONTEXT

How this role compares

Three neighbouring roles chosen to show the direction of travel.

Marketing Data Entry Al 1weAcT  Very High (Al can automate data input, basic report compilation, and
Clerks/ Basic Copywrit- initial drafts of routine content like ad copy or social media updates)
ers (Routine tasks)

MORE EXPOSED

WOoRK MOVES TORole contraction or significant redefinition towards managing Al con-
tent tools, data quality assurance, or handling complex content excep-

tions.
Marketing Data Scien- Al 1wACT  Foundational (They build and maintain the Al models and algorithms
tists/ Al ML Engineers that power marketing platforms and analytics)

DI FFERENT SKI LLS, GROW NG . . .. . . .
WORK MOVES ToDeep expertise in statistics, programming, machine learning, and data

modeling specific to marketing challenges.

Creative Directors/ Al 1WPACT - Moderate Augmentation (Al for brainstorming, generating initial design
Brand Strategists (Con- ideas, mood boards), but core creative vision, high-level strategy, and
ceptual aspects) emotional connection remain human-centric.

COMPLEMENTARY, LESS EXPOSED . . . . .
worK MoveEs ToDeveloping overarching creative concepts, ensuring brand authentic-

ity, and leading the artistic direction and narrative of campaigns.

Closing judgement

For Marketing Managers, Al isapowerful collaborator and enabler, not a
replacement. It automates mundanetasks, amplifies creativity, and unlocks
deeper insights, allowing marketers to elevate their role from execution to
strategic leadership. The future of marketing is a dynamic collaboration
between human ingenuity and artificial intelligence, where managers who
master Al toolswill lead the way in crafting impactful campaigns and
building authentic brand connections.
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§ 11 BASI S REVI SED 4 OCTOBER 2026

Evidence and revisons

What the exposure figure rests on, what changed when it was last revised, and the published
work cited for this role.

SCORE The 4 October 2026 review moved the score up by 5 points.

50 to 55 Microsoft's Al applicability score for the matching occupation is 0.19, in the upper
W NDOW half of 785 US occupations; Anthropic's observed exposure (the share of the

3-7 years (unchanged) occupation's tasks already being done with Claude) is 0.32, which is heavy by the

standards of the 756 occupations measured; the US Bureau of Labor Statistics
places it in the 'very high' Al-exposure tier; BLS projects employment to grow 6.9%
over 2025-35. Blending our 2025 editorial figure (60%) with the 2026 evidence
composite (40%) moves the score from 50 to 55.

MEASURES BEHI ND THE SCORE

US Bureau of Labor Statistics - Employment Projections 2025-35 and Al Exposure Categories (27 August 2026)
Al-exposure tier: Very high. Projected employment change 2025-35: +6.9%. Matched to Marketing managers.

PUBLI SHER PDF  ARCHI VED COPY

Microsoft Research - Working with Al: Measuring the Applicability of Generative Al to Occupations (10 July 2025)
Al applicability score 0.19 (percentile 66 of 785 occupations) for SOC 11-2021.

PUBLI SHER PDF  ARCHI VED COPY

Anthropic - Anthropic Economic Index report: Cadences (26 June 2026)
Observed exposure 0.32 for SOC 11-2021 (percentile 93 of 756 occupations).

PUBLI SHER PDF

UK Department for Science, Innovation and Technology - Assessment of Al capabilities and the impact on the UK
labour market (28 January 2026)

UK context: around 70% of UK workers are in occupations with tasks Al could perform or enhance, above the US
average; a one-standard-deviation rise in exposure was associated with a 3.9% fall in UK job postings.

PUBLI SHER  ARCHI VED COPY

ALSO CI TED FOR THI' S ROLE

Microsoft - 2026 Work Trend Index Annual Report: Agents, human agency and the opportunity for every organization (5
May 2026)

Microsoft's 2026 Work Trend Index documents the shift toward managing agents alongside people; leadership
roles change in content more than in headcount.

PUBLI SHER  PDF
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PwC - 2026 Global Al Jobs Barometer (May 2026)

PwC finds Al-exposed sectors recording 34% productivity growth since 2018 against 24% for the least exposed;
managerial roles capture the gains where they redesign work.

PUBLI SHER  PDF

Archived copies are served only where the licence permits; otherwise the link goes to the publisher. Full research library:
https://www.careerguard.ai/sources

§ 12 APPENDI X

M ethod and sources

Each report was written from a large body of published research and then, in October 2026, re-scored against
occupation-level evidence: the US Bureau of Labor Statistics Al-exposure classification and 2025-35 projections,
Microsoft Research’s Al applicability scores and Anthropic’s observed-exposure data, cross-checked against the
reports listed in the Evidence section above. The organisations and publications below are the standing literature
behind the narrative sections. Every source, with dates, licences and archived copies where we are permitted to
hold them, is catalogued in the research library.

Scores are revised by blending the previous editorial figure (60%) with a composite of the three occupation-level
measures (40%), capped at fifteen points per revision and rounded to the nearest five. The window shifts one
notch when a score moves ten points or more. Hand adjustments are recorded with their reason in the revision

log.

I GLOBAL AND MACROECONOM C | MPACT OF Al ON WORK

World Economic Forum

The Future of Jobs Report series — Employer survey of expected job growth and decline, skill shifts and technology adoption (2020,
2023 and 2025 editions); Artificial Intelligence and the Future of Entry-Level Work (2026).

Al governance and transformation reports — Frameworks on ethical Al, talent strategy and industry transformation.

McKinsey Global Institute

Al, Automation and the Future of Work series— Research quantifying automation potential by task, sector and demographic, from "Jobs
Lost, Jobs Gained" to "Agents, robots, and us" (2025).

Industry-specific reports — Financial services, healthcare, manufacturing and others.

PwC
Global Al Jobs Barometer — Annual analysis of job postings and productivity by Al exposure (2024-2026 editions).
Upskilling Hopes and Fears survey — Employee perceptions and readiness.

Microsoft Research and Anthropic
Working with Al (2025); Anthropic Economic Index (2025-2026) — Occupation-level usage data from Copilot and Claude conversations,
the two observed-usage measures behind the 2026 revision.

Stanford Digital Economy Lab and Stanford HAI
Canariesin the Coal Mine? (2025-2026); Al Index Report (annual) — Payroll evidence on early-career employment in exposed
occupations; annual measurement of Al capability, investment and adoption.

Deloitte
Human Capital Trends series — Workforce, talent and HR technology trends.
Tech Trends series — Emerging technologies and their business implications.
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Accenture
Technology Vision series — Forward-looking analysis of emerging technology, with emphasis on Al.
Fjord Trends — Design, innovation and human experience in a digital world.

Boston Consulting Group
AlI/ML insights and industry solutions — "The Al Revolution in the Workplace" and related research.

EY
Al and workforce reports — Adoption, talent strategy and ethics.

IBM Institute for Business Value
Al and automation studies — Business models, workforce evolution and leadership.

OECD
Al Policy Observatory — International data and policy on Al, labour markets and skills.
Employment Outlook — Labour-market trends including technological impact (2023-2026 editions).

International Labour Organization
Generative Al and Jobs. A Refined Global Index of Occupational Exposure (2025) — Task-level exposure gradients for every ISCO
occupation; successor to the 2023 global index.

International Monetary Fund
Saff Discussion Notes on Al and work (2024, 2026) — Complementarity framing: where Al augments and where it substitutes.

UK Department for Science, Innovation and Technology
Assessment of Al capabilities and the impact on the UK labour market (2026) — UK occupational exposure and job-posting evidence.

Brookings Institution
Al and automation research — Economic and social implications, displacement and skills.

Yale Budget Lab and Goldman Sachs Research
Tracking the Impact of Al on the Labor Market; Al and the USIabour market (2026) — Aggregate labour-market monitoring; macro
displacement estimates.

Oxford University (Oxford Martin School)
The Future of Employment — Frey & Osborne and subsequent research on susceptibility to automation.

MIT Technology Review
Al & Work — Reporting on Al research and its implications for industries and jobs.

Gartner

Hype Cycle for Artificial Intelligence — Maturity and adoption of Al technologies.
Future of Work reports — Workplace models and talent strategy.

U.S. Bureau of Labor Statistics
Employment Projections 2025-35; Al Exposure Categories; Occupational Outlook Handbook — Ten-year employment projections and, from
the 2025 cycle, an Al-exposure tier for every detailed occupation.

Indeed Hiring Lab
Al at Work Report (2025) and posting-market updates — Skill-level transformation estimates and job-posting trends by occupation.

Il CORE Al AND MACHI NE- LEARNI NG RESEARCH

OpenAl
Research papers, blog and API documentation — Large language models, generative Al, safety and societal impact.

Google DeepMind
Research papers and blog — Reinforcement learning, Al for science, AGI and ethics.

Meta Al
Research papers and blog — Large language models, computer vision, Al for social good.
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Hugging Face
Transformers library and model hub — Open-source state-of-the-art NLP models.

TensorFlow and PyTorch
Documentation and community forums — Core frameworks illustrating practical capability.

arXiv
csAl, cs.LG, cs.CV, cs.CL — Pre-print research.

NeurlIPS and ICML
Conference proceedings — Top-tier academic research.

ACM and |IEEE
Journals and proceedings — ACM Computing Surveys; IEEE Transactions on Al.

Kaggle
Datasets and competition solutions — Applied machine learning on real-world problems.

The Alan Turing Institute
Research and reports — Responsible and applied Al.

CAREERGUARD. Al

11 ETHI CAL AND RESPONSI BLE Al DEPLOYMENT

NIST
Al Risk Management Framework — Voluntary framework for managing Al risk.

European Commission
Al Act — Risk-tiered legal framework for Al.
Ethics Guidelines for Trustworthy Al — Principles for responsible development.

Partnership on Al
Research and best practice — Responsible Al development.

Al Now Institute
Annual reports — Social implications: power, inequality, rights.

ACM FAccT
Proceedings — Fairness, accountability and transparency.

Data & Society
Publications — Social implications of data-centric technology.

WIPO
Conversation on IP and Al — Intellectual-property implications of Al.

IEEE Global Initiative on Ethics of A/IS
Ethically Aligned Design — Recommendations for ethical Al design.

Center for Al and Digital Policy
Policy briefs — Accountable Al policy.
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