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Being charismatic, being able to influence 
and persuade through articulation and 
extroversion were till recently considered 
as critical attributes of a marketer’s 
personality, especially in sales. The ‘gift of 
the gab’ worked well for the traditional 
marketer to clinch sales and capture 
customer’s attention. Will this work for the 
future marketer?   With the world of 
marketing world undergoing a paradigm 
shift and transformation with the advent of 
the Digital Marketing and where Artificial 
Intelligence (AI) portends taking over 
human processes of marketing through 
machine learning, would soft and 
behavioural skills have to be redefined for 
the marketing professional?   
Research has established good 
communication skills- verbal and non-
verbal, team working and etiquette, 
personality and leadership as broad areas 
of a person’s soft skills quotient with the 
assumption that generic soft skills work 
for all workforce. 
As we reimagine the future world of 
marketing, marketers and advertisers face 
the threat of extinction because algorithms 
will take over human functions and soon, 
all humanity (Yuval Noah Harari 21 
Lessons For The 21st Century (2018). With 

data reigning supreme, advertisements will 
manifest themselves directly to the 
customer. In due course, even advertisers 
will be powerless, because algorithms will 
know every online users habits, wishes and 
deep secrets enough to give them solutions 
for every purchase dilemma.  While most 
marketing will happen online, the 
customer will not meet the salesperson in 
person, does personal charisma still hold 
well as a skill?  What soft skills then, 
would a person wishing to make a career 
in marketing and sales in a virtual world 
need? Will the current framework of soft 
skills work for the new age marketing 
professional or make way for a new model 
of soft skills?  
This paper is an attempt to redefine soft 
skills competencies to identify key 
attributes of personality, communication 
behaviour and leadership for the new 
world marketing professional.  
 
Objectives of the Study 
To take a deep and serious look at 
personality attributes of   new age 
marketing professionals To re-examine 
currently established notions of soft skills 
and their workability in the new world of 
marketing. 
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Research Methodology 
The study adopts a meta-analysis of 
existing literature and contemporary books 
that adopt a futuristic and imaginative 
view of the future world of work. 
 
Theoretical Constructs  
The theoretical concepts for this study 
have been obtained from existing literature 
as per the connotations relevant for study)  

Soft Skills 

As defined by Purdue University, soft 
skills are defined by the “cluster of 
personality traits, social graces, 
communication skills, language skills, 
personal habits, friendliness, and optimism 
that mark people and make then distinct 
and distinguished.” 

Soft skills is a sociological term, and is 
commonly defined and understood as the 
“set of behavioural and personality traits, 
social graces, communication skills and 
styles, linguistic competence , personal 
habits, amicability and optimism that mark 
us. Soft skills complement hard skills 
which are the technical requirements of a 
job.” 

Examples of soft skills are interpersonal 
skills, verbal and non-verbal 
communication skills, participation in a 
team, conflict management, and ability to 
teach, service orientation, leading a team, 
negotiation, decision-making skills, 
problem-solving skills, time management, 
and presentation skills. Emotional maturity 
and etiquette.  

While there is a record of the coinage of 
terminologies such as EQ (Emotional 
Quotient) (Mayor and Salovey), 
Workforce Development (Robert 
Greenleaf) ‘Strategic leadership'(John 
Adair), the origin of the phrase is traced to 
the US, there is no record of who coined 
the term ‘soft skills’.  

Charisma 

An HBR Article Learning Charisma(HBR, 
June2012) 
https://hbr.org/2012/06/learning-charisma-
2 by John Antonakis,  Marika Fenley, Sue 
Liechti  mentions  that charisma is born 
out of values and feelings laid down nine 
attributes and that its influence germinated 
out of an alchemy of logos, ethos, and 
pathos, which is the ability to persuade 
others through rhetoric, personal and moral 
credibility and the ability to rouse 
powerful emotions in followers. As per the 
study, charismatic speakers use metaphors, 
stories and anecdotes and listen to others. 
Showing Integrity, authority and passion 
are also stated as key attributes of 
charisma.  On the personal and 
communication front, expressions of voice, 
body and face have also been stated as 
keys to charisma. Friedman, Howard. Et.al 
(1988) in Non-Verbal Communication, 
Personal Charisma and Initial Attraction 
also mention that overall attractiveness 
moves beyond physical qualities to use 
dynamic, emotional aspects.  The personal 
handshake, smile and first few words may 
make an impact but what matters is 
emotionalintegrity. 
https://www.researchgate.net/publication/2
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47746166_Nonverbal_Skill_Personal_Cha
risma_and_Initial_Attraction/download  

Self-Awareness  

Self-awareness is the awareness of one’s 
emotions, feelings, private thoughts and 
individual rights. It also involves 
understanding of other’s emotions and 
thoughts. It helps people to be sensitive 
their own behaviour and how it affects 
others.  The concept of self-awareness is 
derived as a part of framework of 
competencies defined in Emotional 
Intelligence.  

Emotional Intelligence  

Emotional Intelligence as defined by 
experts in the field “as a form of 
intelligence relating to the emotional side 
of life, such as the ability to recognize and 
manage one's own and others' emotions, to 
motivate oneself and restrain impulses, and 
to handle interpersonal relationships 
effectively.” The concept was originated 
by Mayer And Salovey and validated by 
Daniel Goleman, psychologist to denoting 
the cluster of traits/abilities relating to the 
emotional side of life.  

Daniel Goleman defines emotional 
competence as a “learned capability based 
on emotional Intelligence that results in 
outstanding performance at work”. Based 
on the five elements of emotional 
intelligence: self-awareness, motivation, 
self-regulation, empathy, and adeptness in 
relationships.  Our emotional competence 
shows how much of that potential can be 
translated into on-the-job capabilities."  

Major components of emotional 
intelligence include knowing our own 
emotions, managing our own emotions, 
motivating ourselves, recognizing the 
emotions of others and handling 
relationships, which can be referred under 
the single term of self-awareness 
(emotional self-awareness, accurate self-
assessment and self-confidence). 

Communication is a process of sending 
information is an encode form and sent by 
a sender to a receiver through a 
channel/medium. The receiver then 
decodes the message and gives the sender 
his feedback.  Communication functions 
through different channels  such as 
speaking, tone of voice, nonverbal signals, 
body language, signs , paralanguage, 
touch, eye contact, by using writing. 
Verbal Communication is the process of 
verbally sending verbal information and 
ideas from one individual or group to 
another. It is also known as Oral 
Communication. In recent times, verbal 
communication has increased to include 
video-conferencing, and conversation 
made through high- tech gadgets and 
applications.   
Review of Related Literature  
A review of related literature on the 
subject is presented below 
Grant, Adam (2016) in his book Originals 
speaks of handing over the power of 
purchase to the buyer.   He says that most 
of us think that we can be persuasive by 
building showcasing our strengths and 
minimising weaknesses.  Our assumption 
of powerful communication, the author 
says is useful only if our audience is 
supportive. However, when putting across 
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a novel idea to the customer, it is most 
advisable to put adopt ‘powerless 
communication’ by showing that your idea 
can have flaws.   Quoting Marketing 
Professors Marian Friestad and Peter 
Wright, he says when the customer is 
aware that he is being persuaded, he will 
naturally raise his mental shields that Post-
sales interactions would require the skills 
of reassurance lest the customer gets the 
feeling of being inveigled into a purchase 
(Adam Grant, Originals, 2016) Self-
criticism and ‘powerless communication’ 
on the marketers part makes the customer 
feel empowered, says Grant (2016). Overt 
optimism on the part of the marketer 
makes the customer feel that the marketer 
is dishonest, making the customer 
sceptical and suspicious. On the other 
hand, showing the downside of the product 
can make the marketer look sincere. 
While speaking of creativity, the author 
speaks of two lifecycles of creativity; 
Young Geniuses & Old Masters. He speaks 
of conceptual innovators, who are sprinters 
and experimental innovators, who are 
marathoners.  The author mentions that in-
order to sustain originality and gain 
expertise, it is best to adopt an 
experimental approach, sometimes to the 
extent of waiting and watching instead of 
rushing to make the first move.   
 
Harari, Yuval Noah (2018) in his book 21 
Lessons For The 21st Century mentions 
that during the last century, technology has 
alienated human from their bodies. More 
than our using ability to taste and smell, 
we are focussed on smartphones and 
computers. While Zuckerberg is focussed 
on improving the tools for better 

experience sharing, there is a need to 
connect people with their own experiences. 
He suggests that the best solutions for 
improving discourse and connect would 
come in through connecting with whole 
beings.  
Immense amount of data will be collected 
and processed through artificial 
intelligence mechanisms. Data-giants will 
know every habit of every individual and 
deepest secrets of people. This will be a 
blessing for marketers but also a way of AI 
taking away decision-making authority 
from the customer.  Soon advertising 
agencies will not be required because 
algorithms will make decisions and help 
them (probably) to make the right choices. 
Lessening the struggle in decision making. 
The marketer’s expertise then would come 
in handling post-buying stress of the 
‘human’ and ‘connecting with ‘whole 
people’. Decision making authority being 
taken away from the customer will make 
the customer even more vulnerable.  The 
marketer then may have re-connect with 
the customer and go back to the days of 
personal, physical interactions and not 
online interactions  
McDonald (2019) In The Age Of AI, Its 
Marketers ‘Soft Skills’ That Count Most   
LinkedIn https://business.linkedin.com/en-
uk/marketing-solutions/blog/posts/content-
marketing/2019/The_value_of_being_hum
an_in_an_Age_of_AI found that more than 
ever it is now important for marketers to 
be human and to develop the quality of 
creativity, adaptability, being human, 
empathy and emotional intelligence.   
Raghuraman, Anita (2017) in Entry Level 
Employees ’Views of the Skills Gap in 
Digital Marketing studied entry level 
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digital marketers on skills they felt were 
important to do well in their field.  75% 
respondents gave priority to soft skills 
over technical skills, emphasising the need 
to send the right message to the customer 
on the digital platform, stressing the 
importance of very good communication 
skills, as also the skill of developing 
deeper, long-term relationships with the 
customers. The study shows digital 
marketers also need interpersonal skills 
and verbal ability to interact with internal 
engineers and designers.  Creativity, 
Design Thinking, zeal for perfection and 
an eye for detail to pick up the right 
information.   
Segal, et.al (2009) in Rethinking 
Assessment of Marketing Research Skills 
and Knowledge: A New Approach found 
that along with quantitative and analytics 
skills, interpersonal skills were most 
important. However this paper does not 
mention the type of interpersonal skills 
that a digital or online market research 
requires.  
Caputo, et.al (2019) in their study 
Innovating through digital revolution: The 
role of soft skills and Big Data in 
increasing firm performance” 
https://doi.org/10.1108/MD-07-2018-0833, 
conducted research to build a conceptual 
framework to link the soft skills of people 
in an organisation with a digital framework 
with technology based innovations.  The 
research found that when organisations set 
up information and communication 
technologies (ICT), Big Data supports 
information processing and Artificial 
Intelligence (AI) helps in efficient work 
processes.  People get more time for social 
interaction. They therefore need to build 

their social competencies. The paper drew 
hypotheses on the relationship of 
organisational revenue with motivation, 
social competencies, human emotions and 
motivation of digital marketers with the 
research specifies as non-tangible 
resources.  
Dubey Rameshwar and Angappa 
Gunasekaran (2014) Education and 
training for successful career in Big Data 
and Business Analytics prepared a model 
for development of soft skills of individual 
who are trained in Big Data and Business 
Analytics through formal and inform 
channels during their education period as 
their research showed that though soft 
skills was an important component in 
BDBA educations, it was often ignored. 
The paper lists out leadership ability, team 
skills, listening skills, patience, learning, 
positive attitude, communication skills, 
interpersonal skills and finally, passion as 
the most required soft skills for BDBA 
professionals.  
A Harvard Business Review (March-April 
2019) study titled   A Novel Way to Boost 
Client Satisfaction –Analyse email 
behaviours and share best practices 
identifies speed, proactive behaviour in 
responding to clients, consistency and 
most important, simple and plain language 
as the key skill requirement in email 
communication to clients as against smart 
language that the client finds difficult to 
decipher.  This was a result of a study of 
4.5 million email messages of employees 
to determine Net Promoter Score that 
indicates how happy each client was with 
the service provided to him.  In post-sales 
service, more than stability worked better 
than creativity.  
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Sasser, Sheila L. (2008) Creating Passion 
To Engage Versus Enrage Consumer Co-
Creators With Agency Co-Conspirators: 
Unleashing Creativity state the importance 
of natural motivation in the harnessing of 
creativity in marketing.  Saying that 
marketers and advertisers have begun to 
manipulate consumer audiences by 
becoming overtly imaginative and creative 
to join the bandwagon of online and 
technical marketing strategies, which is an 
unwelcome trend, the author mentions that 
creativity should engage the customer and 
not be demonstrated in a vacuum. 
Creativity that is backed by passion is 
always welcome.  
Jakubik Maria & Berazhny Ivan (2017) in 
the paper Rethinking Leadership and Its 
Practices in the Digital Era studied 
leadership patterns and their basic tenets in 
the digital era and found that ego-centric 
models do not work in what they call a 
creative economy. Instead, connecting and 
communicating with each other, 
collaborating, and co-creating are the new 
leadership qualities. In a survey of 35 
students of students of a business 
management programme of Haaga-Helia 
University on desirable leadership qualities 
in the digital world, respondents were 
worried that digitalisation may take the 
human element in leadership and were 
concerned about face to face 
communication and the human touch. The 
study showed that people are concerned 
about a possibility of 24/7 leadership 
demands with lots of agility, data-oriented 
approach and round the clock fitness to be 
available 24/7. This article unearths a new 
set of soft skills that was hitherto not 
stressed much, that is, speed, tenacity and 

continuous availability and that too, with 
the human touch. Trust was another factor 
that was found desirable. The paper brings 
across the need for ‘quiet leadership’ and 
stresses social intelligence, passion, 
creativity, co-creations, critical thinking, 
communication skills, virtual teamwork, 
passion and empathy as critical soft skills 
for the digital leader.  
 
Justin Doran and Geraldine Ryan (2016) 
The  Role Of Stimulating Employees’ 
Creativity And Idea Generation In 
Encouraging Innovation Behaviour In 
Irish Firms show the results of a survey of 
3245 enterprises to study the impact of six 
creativity  generating stimuli on marketing 
innovation, along with product, process, 
organisation innovation.  The six criteria 
were (1) brainstorming sessions; (2) 
multidisciplinary/cross functional work 
teams; (3) job rotation; (4) financial 
incentives; (5)non-financial incentives 
such as public recognition, etc.; & (6) 
creativity and ideation training .The study 
found brainstorming and 
multidisciplinary/cross functional work 
teams to be the most effective techniques 
to boost innovation and creativity whereas 
extrinsic motivation techniques such as 
financial and non-financial techniques 
were the least effective.  
 
Heffernan Troy, Travaglione Tony, 
O’Neill, Grant Droulers Marcelle (2008 ) 
in a study on Relationship Marketing:  The 
Impact Of Emotional Intelligence And 
Trust On Bank Performance, look at key 
components that make for a foundation of 
relationship marketing, which is about 
building long term relationships with 
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customers. The paper refers to earlier 
research by Mayer.et.al, 1995, and 
mentions three common components of 
trust – ‘credibility, integrity and 
benevolence’ while engaging in customer 
relationships. The paper also refers to 
Mayer and Salovey’s (1990) three-part 
model of Emotional Intelligence. This 
model has been adopted by bankers in 
personal selling through the concept of the 
Relationship Manager, wherein it is 
required for the banker to have 
interpersonal skills and the right verbal and 
non-verbal communication skills. The 
paper proves the significance and positive 
effect of emotional intelligence and trust in 
the relationship marketing/selling arena, 
whereas all components mentioned in the 
paper are integral components of Daniel 
Goleman’s emotional intelligence 
framework.  
Kernbach and Schutte(2005)  in a paper on 
The Impact Of Service Provider Emotional 
Intelligence On Customer Satisfaction  
conducted a study of 150 sample size in 
Queensland to support their hypotheses 
that higher emotional intelligence of 
service providers results in greater 
customer satisfaction. The study also 
showed that where EI of the service-
provider in difficult transactions was low it 
led to low customer satisfaction and vice-
versa. What was significantly proved was 
the requirement of ‘connect’ between the 
service provider/relationship marketing 
and the customer.  
N. Gladson Nwokah & Augustine I. 
Ahiauzu(2009 ) in Emotional Intelligence 
And  Marketing Effectiveness found a 
strong correlation with the four domains of 
Daniel Goleman’s Emotional Intelligence, 

which are ‘self-awareness, self-
management, social awareness & 
relationship management’ with marketing 
effectiveness domains .i.e., Customer 
philosophy, ,Integration and control of the 
major marketing functions, Gathering 
adequate marketing information, Existence 
of strategic orientation & Operational 
efficiency. The findings were a result of a 
study of 108 corporate organisations in 
Nigeria, wherein employees of the 
organisation were surveyed. The study 
established that high emotional 
intelligence leads to high marketing 
effectiveness. 
 
Meta-Analysis and Inferences  
From the review of literature, the 
competencies that come across as strongly 
required for the new age marketing 
professional are- simple language, 
creativity, toned charisma, respect, 
creativity and passion, reassurance, 
empathy, emotional authenticity and 
speed.  The new marketer should develop 
creativity, adaptability, being human, 
empathy and emotional intelligence. 
McDonald (2019. The need to send the 
right message to the customer on the 
digital platform, stressing the importance 
of communication skills, and developing 
deeper, long-term relationships with 
customers; interpersonal skills and verbal 
ability to interact with internal engineers 
and designers in addition to creativity; 
design thinking, zeal for perfection and an 
eye for detail. Along with quantitative and 
analytics skills, interpersonal skills are 
most important. When organisations set up 
information and communication 
technologies (ICT), Big Data supports 
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information processing and Artificial 
Intelligence (AI) helps in efficient work 
processes.  People get more time for social 
interaction bringing the need for social 
competencies.  The paper draw hypotheses 
on the relationship of organisational 
revenue with motivation, social 
competencies, human emotions and 
motivation of digital marketers as non-
tangible resources.   Speed, proactive 
behaviour in responding to clients, 
consistency and ‘simple and plain 
language’ as the key skill requirement in 
email communication to clients as against 
smart , undecipherable language in  client 
communication.  In post-sales service, 
stability worked better than creativity. 
HBR (March-April 2019) 
 
Implications and Insights - Future 
Scope for Chiselling Soft Skills 
It is evident that new-age marketing will 
push the marketer more and more behind 
the computer screen as against marketers 
of yesteryears who receives the customer 
face to face, While it may seem that the 
marketer does not need any soft skills, 
every marketer would have to the develop 
deeper soft skills of empathy, trust, and 
stability to connect with the long distance 
customer.  Digital Marketing can alienate 
the customers and deprive them of face-to- 
face interactions. It is therefore imperative 
for marketers to compensate for this 
through his deeper ability to connect with 
the customers, understand their feelings, 
likes and dislikes. 
Personal charisma, verbal communication 
skills, rhetoric, persuasiveness, influencing 
ability and convincing skills, which were 
traditionally considered as essential soft 

skills for marketing effectiveness may not 
work in the future marketing, unless they 
are complemented with honesty, ethics, 
authenticity and deeper understanding of 
the customer going below the iceberg. 
While algorithms and artificial intelligence 
programme will probably take away the 
influencing power of decision-making 
away from the customer and from the 
marketer,    the marketer and the sales 
professional will have to be customers’ 
saviours who may find their privacy and 
life being taken over by data and analytics. 
Though AI will replicate emotions, the 
‘human’ marketer will have to deal with 
the customers’ ‘real emotions’, connect 
with whole beings (Harari, 2019). . 
Decision making authority being taken 
away from the customer will make the 
customer even more vulnerable.  The 
marketer then may have re-connect with 
the customer and go back to the days of 
personal, physical interactions and not 
online interactions  
Marketers needs simple language that is 
easy to understand, (especially in email 
writing and on social networking websites) 
as against sweet and decorative language; 
charisma that is toned and understated; 
respect for the customer’s privacy, time 
and space.  Creativity and passion would 
be required to generate online selling ideas 
and interpersonal skills and team skills to 
deal with technical professionals within 
the organisation.  Post-sales interactions 
would require the skills of reassurance 
lest the customer gets the feeling of being 
inveigled into a purchase(Adam Grant, 
Originals, 2016)  Self-criticism and 
‘powerless communication’ on the 
marketers part makes the customer feel 
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empowered, says Grant(2016). Positive 
thinking and overt optimism will be 
replaced by reflective thinking and giving 
the customer a feeling of ‘someone being 
there’ should a problem arise.    This calls 
for marketers to develop the ability to 
boost self-esteem of customers and give 
them a feeling of development and growth 
through the buying experience. Speed in 
dealing with customer requirement would 
be of paramount importance, but at the 
same, innovation and creativity need to be 
restrained to avoid intimidating the 
customer.  
Conclusions & Recommendations 
We can forecast and envision through the 
study, a new set of soft skills for the new 
age marketer, to do selling that does not 
look like selling. Traditional concepts of 
rhetoric, garrulity and charisma may not 
work in the future world of marketing. The 
new age marketer will require to develop 
passion with the skills of execution, simple 
and toned down communication skills of 
writing and speaking, authenticity over 
persuasive skills, realistic approach as 
against overt optimism and deeper connect 
with customers through respect. While AI 
and digital marketing may take some 
buying decisions away from the marketers, 
the marketer cannot do away with human 
aspects and moderation and subtlety in 
every action was the key to marketing 
effectiveness.   
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