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Abstract

The advancement of communication technology and the emergence of Artificial
Intelligence (Al) have significantly driven transformational changes in the branding and digital
marketing landscape in Thailand. This article presents an analytical study on the integration
of Al'in branding and digital marketing within the Thai context, utilizing data from The Global
Al Index 2024 report and field studies from leading organizations.

The findings reveal that Thailand has an Al adoption rate of 71.8% in organizations,
with strengths in government strategy and infrastructure, but limitations in talent
development, research, and innovation. Al applications in Thai businesses can be
categorized into three main forms: analyzing consumer data from Big Data, designing
marketing communications tailored to specific target groups, and real-time communication
strategies through chatbots and automated systems. However, Thai brands face three critical
challenges: Al ethics and PDPA compliance issues, digital divide between urban and rural
areas, and over-reliance on technology that neglects emotional intelligence. Creating a
balance between Al efficiency and preserving human values, understanding local cultural
contexts, and maintaining emotional connections with customers will be the key to helping

Thai brands achieve competitive advantages and sustainable success in the digital era.
Keywords: Artificial Intelligsence, Digital Marketing, Branding, Thailand, Al Ethics
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