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Abstract

The rapid advancement of Generative Artificial Intelligence (Generative Al) has significantly
transformed the landscape of digital marketing and consumer behavior in the data-driven
economy. This study aims to integrate relevant theoretical frameworks and examine the role
of Generative Al in reshaping marketing strategies and consumer purchasing decision-making
processes. A multiple case study approach was employed, drawing evidence from leading
organizations, including Central Retail, KBank, Pomelo, Heinz, and Nestlé, to explain the
mechanisms underlying Al adoption in contemporary marketing contexts.

The findings reveal that Generative Al has fundamentally shifted consumer decision-
making from a traditional linear process toward a seamless consumer experience enabled
through fully integrated omnichannel communication systems. The study further identifies key
constructs within a causal relationship framework. The independent variables include: (1) Al-

generated advertising content emphasizing linguistic and cultural relevance, (2) hyper-
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individualized marketing strategies driven by consumer data, and (3) dynamic occasion
forecasting for contextual behavioral prediction. The dependent variables consist of: (1) the
efficiency of alternative evaluation and purchase decision-making processes, (2) brand trust,
and (3) customer loyalty. The study contributes new theoretical and practical insights by
demonstrating that Generative Al not only enhances the scalability and speed of creative
marketing production, but also functions as a transformative mechanism that compresses the
stages of problem recognition, alternative evaluation, and purchase decision-making into an
immediate and continuous process within the digital ecosystem. This research extends the
body of knowledge in digital marketing and consumer behavior by proposing a contemporary
explanatory framework for understanding how Generative Al reshapes consumer experiences
and strengthens long-term relationships between brands and consumers in the modern digital
economy.
Keywords: Artificial Intelligence, Advertising Content, Purchase Decision-Making Process,
Digital Era
UNANED

nsasuulamwounaluladdoguseAvgaiiuasse (Generative Al lédsnanesiidodfayso
piveinmanainfdvaussnninssuuilnalugaasusiadoys vuidelingusrasdiioysannis
ﬂia‘uLLmﬁmﬁﬁwq‘lﬂﬁLLaﬁLﬂiwﬁuwm‘vﬁuaﬂ Generative Al G\'ami‘wﬁﬂiamaE;‘I/Iﬁ‘mwmml,az
ﬂi%U’Juﬂﬂiﬁﬂaulﬁ]‘%a“U@\‘iEEU%IJ’]@ Tngldnsiinseinsdifnuiainesdnstusi Ieun Central Retail,
KBank, Pomelo, Heinz Wag Nestle tioeSurenalnnisuszgndld Al luuunasnanmasiuaste

NaNSANYINUT Generative Al fleliAnnisiasuudasddasadwesnsyuiunisinaulade
INFULUUTAEY (Linear Decision-Making Process) tuduszaunmsaiiuslaauuulisesse (Seamless
Consumer Experience) K1UN1580a15UUU Omnichannel ﬁv?ilazﬂwﬁayja NOANTTU LATUTUNVDY

¥

AuslnauuuSealng uananil nsfinudsssyfulsddnylunuusiaesnuduiusiBeanivg Tnes
wUsdaszUsenaudae (1) nsadrailovilavanlag Al fif1dedeus unneniwuasTausssy
(Al-Generated Content) (2) ﬂaqmﬁﬂﬁmaﬂﬂLLUULQWWQ@@@%UQQ (Hyper-Individualization) way
(3) N1SNEINTANANTINTIUTUN (Dynamic Occasion Forecasting) Vs T Fauusann beun
(1) Usvansanwesnszuiumsusudiumadenuaznissadulede (2) arulinsdelususud (Brand

Trust) wae (3) Auassnadnivesduslam (Customer Loyalty) asdmauiailaannnisdinu @l

Year 9 Issue 2 (2026): May-August: PAGE 173




Pacific Institute of Management Science
(Humanities and Social Sciences)

,. Nimitmai Review

Generative Al llilgainU e8NS ANAILANTINS IUALVUINVDINUFS 1IFTIANIINTAANAYINHY

widaihudhndunalndrdglunisausinduneunssuilam nsussdunaden uaznmsdndulade

1

a Y a

AIvauangAnTsURUTInA TnelauenseueSurelvidifedfiuunuinues Generative Al Tlun1seenuuy

£
LY

avuegduNTuLardailadlussuulnARIa MuITetdldiuti eve1uIRAINIAILUNITRAIN

e
)}

b

LY ¥ CY 1 £

Uszaunsaluilnauazasanuduiusseesensenihausuanuguslaalugaiasugiandviasiuad

o

Addey: Uuanusedvg, Wemlavan, nszuiunisindulade, ya

v

N
Y
AV

unin

Jagtumalulagladnundiunumdagluyniifvesdiavinunaninisdsuwlasesnalulad

a s o A

Januszavg (A) 150157 wazidinanaduladvdrdgyfidmasonisanidudin suwdanisinu wag

o o

a a

g3favaegsna lnelanizaiagsnandnisuradusunsilaedygiussivgaseasse tanaiedu
wialulagndnluniagsnanndnlauuaznatelunszua waluwladdyauseivg (A) awnsadasisi
Toyadiuiuumenasgelivsz@ninmnieuisnauausiaudenisvesuiinaldeganinsuas
wiugh Fadugadsuddguesnisnaingalumiiiisend Al-Driven Marketing (Chatterjee, Rana,
Tamilmani & Sharma, 2021) ludiuvasnagnsnislavanuwaznisnatn JagtunaigesdAnsinis
4 d' a v M 2o w ! £ § aa v " ! = a L3
Juirdaugsianie Al lagldladdauwanisldunanvlesuadnalunmslavanving wisiudnisiene

drungAnssuvesiuilan n1sldtennudnludf nsussuiadeyangfnssuuilaalunisldiivled

nsas1allonuuudnlud® swufensiasigiiulluuvesnisindulatelagld Machine Learning

A I !

FapsedawarliianudiAguiniinnisnainlutagiu deslsudiiuardousinfangfinssuves

)}

€

AustnreARIvia (Jarek & Mazurek, 2019) wagldasnenssuasgaunsegsnaieanunsaseassa

&

Faluna Generative Al TutlagUudiuiuuin awnsavihauldvainnaty wWisuaiiouduuyud

)}

Qe

a

ManwMaiTousniadonn mMaudsunnas waznsaisassraufals fedamansenulvigsiatidiu
drudedunnilugnaimnssunisadiaassd i dufals duausiuaznineuns duudu
funTonuUY Aumslewan uagdu varegsnaldairauamdglavantunlimenisnain wy
Uit Ranaudnemsnelug Heinz uay Nestlé deuszauanudifauazidindadaumnnielsinnisly
Generative Al a¥ailavlawanidvinadensyuiumsndavesssfannfedussansamdidegua
(Torkington, 2023) UagdunangduAmaigesdnsiail Generative Al uldlunagnsnianisnain
Tnsianenisadsassdidonlanan Fanagndnismaailigiiufituindoude Al Swmsdivsadulaine

WJuisen3esssu nszuiunisdndulafievesiuslan wazsaudsanulinndaluwusud dadunisld

(/\ 5\ Year 9 Issue 2 (2026): May-August: PAGE 174




Pacific Institute of Management Science
(Humanities and Social Sciences)

,. Nimitmai Review

= a

Jagrusshvglunmsvinain Jaduimbaulalunisfinudninavesnsladeyguszavglunisadeeassa

Y

Wevnlawansienssuiunsinduladevesuilnngaidvia
a = [ a v 3 491 N . e
wunAaeiudygusehvglunisasreassAilanlawan (Al in Advertising Content)

Jyayseing (Artificial Intelligence: Al) winefiamaluladayauseividadumaluladaly
A a v P ¢ A o a = = s = P ! o
Wednszvideyaiaudlalavi amn1sal vsediiunig Faingunaeisinfsguuuui vieenananls

Idumealuladuunalwgfignimudulee JsiiingUszasiiiailunissivnudeyalunisiiludiowdly

a s

Jgynmsodunisindula (Campbell et al., 2020) Jyaruszivg (Al) @150LUIUTEANAINTZAY
AMUENTD Lidatl 1) Weak Al %39 Narrow Al i Yeyeyusehvgneanuuuiiteyinauanizniaig

Frngluaugs Inevhauldngliteuly uaziitednin fegaliua maiuuseansamluau nisan

a [

aunu Yrededaulalaedinsiziainteya W Chatbots, seuuiildansiluniin, sruunisuuzthausn
TufaszuunsUsEanana 2) Strong Al 3o General Al (AG) Al AnwasnvestiyyIuseRugid
NILUIUNTANTIATIEN NTEUIUMTWAT YT UagnTeuIumsiiouslunateauiguwiniuuy vl
lagaun0viny Nog19mil oun g aIu5avild SIU89ANNANASIETIA NTTUIUNITINUNY Las
nszUIuMIMIEsuifenues uilubegiududildissuy AGl fauysal wiinivinsazneteii
n53BuagnIzUIuTaLT agrarailasfinnu 3) Superintelligence Al (ASI) fla AINAINITATDS

a saa =~

oy seAvgniianumtoninuyudluynaau MeeuaNuaaIn ANANES19EsIA ATUNTEUIUNIT

3

'
a

wAUnI wagdue G?fﬂumﬁﬂizmawammsaﬂismamm’fayjaié’mmL%f’m’j'lmﬂﬂ'jmuws‘fﬁ?uwawé’m
win waBsanunsavinednaiuyudvinle

Frumslawannisld Al lunmsadrailenlavaniy ansenuwesmsdisalag McKinsey
sy Al luduadiassdlavan grlfifiutuedisioiios lnedungldanuanisdisn 569% dmsld A
Tuilsdtuuaisassdlavansgrsfoslunszuiunmsnileodns wasievassumuesgmeuuuud1sin
Tnonuinmsasmuluuivndiu Al inmsidfisduegsseides neludn 3 Ydremdinsiivn Al undae
funiseonuuvlunisdoarsnismatndulinssiunguidivaneuesdudn (Personalized Content)
finnudfy wazifiendnidsenislddeyaiiuiniiuniudniu vesuslaa wazaanisaineniny
Usgsiula Tududuazuusudme Tnensihdeyaludseneuiiioadreanisdeansiimnganiaznsaiy
nauidmane idal 1. maadeteyalaesradanniaussaudssimaiug Insanis fausssuriesiu
adsUszing uaznwildlusiosdu Wusiy (Charoensuk & Decharin, 2023; Lertyongphati, 2023)

2. Mmyaiateyalagdinsgiannginssuwazdanguilaalianuaulaluginailanaimis lag Al

glddanesnulumsienedeyalagUseuiaainnginssuanyaznsidaunilussuuesulatiiie

(/\ 5\ Year 9 Issue 2 (2026): May-August: PAGE 175
= 7



Pacific Institute of Management Science
(Humanities and Social Sciences)

,. Nimitmai Review

anldlunisudangugusiaalaguianudnuaznginssy wazanuaulavesuilna (Haleem et al,,
2022)

Yaguululszwelvevaragsianaziusud laun wunsasma In1sdiszuu Al a$elusunsulu
mMsdaasumsvg sudsmslawan elvinsstuanudeanisveanguidmneiifesnisdoas lagain
NMsiATIERINTeYan1e 9 lungAnssugnan wu %’agaw%ﬂszi’ﬁmi%@ nauivledvesgnd

= v ¥

Tudsdeyan1snie (engagement) vuunannesuladeaiiine Nelvindnsiiteyauiuinig

ASEUA wazn1siY Chatbot Welvineudnulvisiuseavsawlun1susnisgnan (Central Thel Credit

Card, 2024) Tagsunasnanstnedi Al inldiuuseansninnisyinau tnednisununlgas1awandae

=Y

vl q Tiflausnzaunssiuanudeanisvesgnisuisnmsaiisszaunsaliifilegnadnmnly
U3M5 (Today.line.me, 2025 $n9islu N1siEunssuIens, 2025) ludireausus Pomelo Jaduny
suuntuanindnvosineduldld Customer Data Platform (CDP) wos Segment 37UAU Amazon
Personalize Tunsad1eszuunuzthduduuy Personalization fidanuuwiugn Tnednisanainudlu
mssuinlumalsuuuidianuuusalniludunassduaidediaudlva (New Product) Fsdana
Tussmiisnalfifintu 15% wernnsuaniduduuy Personalized Content waglaanunsaiiiaseld
e 8% wddldszuusnan uenanigdamariily Product Engagement L 50% anilaes
Just for You uag Shop this Style Afinsuuzthdudilsnsslagndn dsgUnuuuinisdandnyae
widymlumsdansafendufuasdadfin Customer Loyalty Idegnsiusy@nSamuindu (Msnann

U agnoY, 2022)
nufingafiunginssuguslaa (Consumer Behavior Theory)

AN anlawe (2560) Na1771 WeANssuRUlnA wuneds weRnssulunsiudne saudanisie
wson1suslaasisyana lnslunisdeuaznisuslaaiinainnisitaseinaznisdndulanindeyadn

¥

KUSINALASU LN DROUAUDIAIULABINTTUBIAULDITTlUA1uEUA LAz US T WY Tnelunssuiunis

Y

v a

dadulaudazads erainduainaudesmsusazyana wiooraiinanduiifiognisuenlunis
atuayunsindulateniouilng nunws ygetunyas (2560) énanii ngdnssuduilnalutuneu
vosyAnaLiiauas uioleduduazuinisrne Tasnufenisssiunadndifolldaudnsetu
ANNABINTTVBINULEY Uazdanunsaussaauiianelavesnuedls lnen1siinsginginssuduslan
(Analyzing consumer behavior) {unslinszinsensfinwmgfnssuvesduilag Tunsidendente
Haud swdadenlinsuinasieg lustuuunssuaunsmsdaduladiuyearanionisdadunuy

nay ielidnnseaiansuianginssuniuieiy denisvesduilaa Inglun1siiesgvinging su

(/\ 5\ Year 9 Issue 2 (2026): May-August: PAGE 176




Nimitmai Review

Pacific Institute of Management Science
(Humanities and Social Sciences)

.

Austaaaglinandinin 6Ws 1H Tun1siansan Weniudnuaiedngg aunann deldfney 7 Ysenis

(70s) FlumsiasgringAnssuguslaatduasnsaiieseilusainfelas wasinginssaulunisyedum
wazlduinsusensly MelieanusnuRUNI IR LA B LMINZAABNG ANTINTINTIAINABING
vasmaradminne Inenan 6Ws 1H uagAnau 7 Usenns (70s) A3ns galawe (2560) 91909A37550

ESSPULATAMY (2552) Usenausie

M13199 1 A0 6Ws 1H mAmau 70s Wgafiunginssuguilag

AN 6Ws 1H

AMBYU 70s

¢ a v
naqwsmmmﬂmnﬂ’mm

1. TasAemaiaivung (Who is

the target market?)

wudldudnymzuaag nen
(Occupant) nienauidivuney

(Target group)

NAYNSNIINAIN 4Ps

2. uilandeen1s¥onsely
Usn150¢ls (What does the

customer buy?)

ANUABINITNEUTLNAADINTS

AMNEARAUA (Objects)

nagNsnN13na1n lumu
Handnua Nelunuresguuuy
LAYANYUY UDINAMA MUY LU

&a 2 <3 [ s
SUAAUAT AU W ULNA Nl

ANATIN UINT WazdU"

3. vl uslanded e (Why

does the customer buy?)

wena (Objective) n3dndula
& Y a -
Fovo ulan i onauauDs

AMUNITHDTINIELAZ IR

NAENSNIIAAIN 4Ps

T
=

4. §nddusulunisds (Who

participates in the buying?)

T
= a a

na un Tansnalunisae

(Organization)

a 1

NAYNSAUEINNITAAIN L WUNT

o

U1

epe L2

Aad o | o
WN%@L&UQNWI‘ZJUNWNWU&@

FIN99)

5. guslangenaulnu (When

does the consumer buy?)

¥yaa1kazlanialuniside
(Occasion) Wy Tug29991nu17
=

dnnsvredanununy sulugas

fgR

NAYNSNTAUETUNITNATA

6. Qjﬁiﬂﬂ%mm (Where does

the customer buy?)

Yo uslnaagainfiagly

6'?g'ila(Outlets)

NAYNSNIIAGIN AIUYBINITA

MUY

Year 9 Issue 2 (2026): May-August:

PAGE 177




Pacific Institute of Management Science
(Humanities and Social Sciences)

Nimitmai Review

AD1Y 6Ws 1H AIMBU 70s nagnsn1snaInneItas

7. §uilaag oo 19ls (How | T umeunisdndulad oves | nagnsduaiunisnain

does the customer buy?) ﬂU%Inﬂ (Operations)

wuaRARgIRuNsEUUNsindaulatavasuilaa (Consumer Buying Process)

ngufnseuiunisinduladeresduslaa (Consumer Decision-making Process) uneguf il

a5u1eIsnsnuTlnedndulagedudmiousnis laedl Msfnwannszuiumsvesuilnalilunis

Y
v v

andulaliendeduda1miauinis lnelisiuazidennadl 1) n135U3Uanniendufeenis (Problem
Recognition) TuﬂizmuﬂﬁﬁﬂﬁﬂﬁaazL‘%'m’fuLﬁa@U‘%Imiﬁﬂlﬁﬁqﬂzwm‘%amﬂmmﬁaqmsﬁ'ﬁmmi
azuiily w3eiii3endn “need recognition” (Schiffman & Kanuk, 2010) dellaymilenaiintuainaany
Fosnsludinuszdriuld Wy anuiia vesiliuszdmun mshineledudvieuimsifuingldam
Faffuslaronasusludigmianiateniglu vie andadenieuen 2) madumdoya (Information
Search) vdsnfuilnaldsusinuesniuds luiuneudludunisdumdeyaiiionsuaussn

Aoin1suue laensyurunistanunsauusesndu msdumdeyanielu (Internal search) lnaruslng

Y Y

wlideyanseandszaunisallunount wu 3nnsgedudmsennmsldusnisiauin nsAum

foyaniouen (External search) Tneguslanazvdeyariiunduldann undssineg Wy annnsasuniy
ieunioaulunseunia mﬂﬂﬁ@?ﬁﬂu%mm N3991NN15ANYT AYUIHIUT0IN190189 (Kotler &
Keller, 2012) 3) n1sUsziiiuaataan (Evaluation of Alternatives) %umauﬁ@uﬁm%ﬁmiﬁmim
fudondnan anmsdumdeya tneduslaaldinusinsdadulasnaqiieysuifiudauden Wy fusian

ATUANAIN ATUNITUTAITNGINITUY S0 1UAMaNTANAYYRIdUAImSouTATS Tudiulinig

& A

a = . Y a = = = a ¥ = a U o
W3iguliiey (Comparison) #uslanzdnisiuTeuliisuiunmisuinisaneg laeliinguseasdiiom

¥ U ¥

midenlinseiuaufsINsvesmiewnige lun1sdnduduresdiden guilnaagiinisdnasuli

1% v v A

muddgdudadenaiuiadenneg wu Yssiiuauduen, Ussinuannuiidede, wasUseiaudiu

o

a

nauselewinlansu 4) n1sanaulade (Purchase Decision) MadannduUiaIun1suseLiudLaongtan

¥ ¥

Austamzinsdnduladedurvsouinisiineulanduaznsaiuanudeinisvesuilaauiniian

Y

ungeasdl Uadedug Metaddnsnasenisdandulaludunouilla wu Jadenisduaiunisuie

a a M

(Promotions) A d@auan, wininafivey, 1553994, Auuzihaniieunsedddnsnadus wie

Y

(% '
[ v A

Jadunreuen tawn lavan 5) waRnssunain1s¥e (Post-Purchase Behavior) 83910 uidns

andulade Juslamaziinisusziliuanuiianelannisldduavieuinig Famginssunislddunvise

UInsenvdanaliilin mnufianela (Satisfaction) Fannguslaaiimuneladuavieuinis lueuran

ﬁ j\ Year 9 Issue 2 (2026): May-August: PAGE 178



Pacific Institute of Management Science
(Humanities and Social Sciences)

.. Nimitmai Review

oananeLdugnAsesuazuuzihdudsie wiedndrumnulsinela (Dissatisfaction) Femnguilaa
Sanlinelaifeafuauiviouing eradndulefududmieliuendedui wazenauansauAniiuids
aulnguansevsentudamsoaulalls (Kotler & Armstrong, 2014)
Fsludunszurunmsnisdnduladovesguslan (Consumer Decision-making Process) tiuil
Jadeiidmansenusenszuiunisindulede 3 Jade teun Jaduaelu (Internal Factors) 1y
AUANSAN, FUANLLT D, susTAuAR war dulsvaunisaldiuia drutlasenieuen (External
Factors) 1y 8v3waandeny, 3vsnaanasounsa, Svswasniiiou, vanasindonisnain, snswa

Yyaa a

nlavuinardninaanaugimief 18nina uazdadeaaiegaetadenieduinine

Y

€

(Psychological Factors) WU A1uN13058AUNI981500], ATUAMLUABINITATUEIAY, kaEAIUNITTUS

Y

Ananwal N15ANYIVEY Wang, Chen and Kuang (2025) U731 NMSWUEUILUULRNITYAAS

s o w =

Inedyeuseivg (A) dnawazdaaiunnuinisveegnsdltdvdidngda Al ladndunuimlunng dunay
a9lanad wu N5ty Al unlglussuunishugin (Recommendation) Tudunaunisusetiiugnaan
(Evaluation of Alternatives) kazn1skt Chatbot Tudumnaunisanaulads (Purchase Decision) wag

TUNBUNGANTIUNSIN3TR (Post-Purchase Behavior) Liesnwanuiianelavasuslan
N1SYIUINIINTBUAINAN

nmsTuTadoya assoagdulinaeudiiudideanvgld e lavaniaialag
Al (Al-Generated Content)" lutlaguulaildvimihidiosudiduasediolunsdoansdoya widuimini
‘U’%J‘UL‘UgEJ‘Iﬂ‘L!‘I/!ﬂ“US‘NWeJWUENﬂ’i%U’Jumiﬁ@ausLﬁ]‘%’a 31NNTIATILNNTAUANYY (Central Retail, KBank,
Pomelo) wagngud 6Ws 1H nudeasuiiiussdanudlu (nsight) 3 Useiiuvdn fail
1. Tuefiminnsnaneld 70s ieutsnguilmune (Occupant) Wungalug) us Al viliAn
mananfiuesfuilnadussyanaosnauiiaia tne Al llldudnautn leside’ (Who) ust Al nennsalld
1 "wgdedielnideersualuuulu’ (Dynamic Occasion) AN IATIZVNGRNTTULUY Realtime
Feluofingnindes "mere1n" \denduain Segment Ausuddalils wu unduvinu ud Al viwehi
Jualedadiduiiidnassauiulilasians vlftureunsussdiuiadonmely mszdudoniign
\auosRedsiinfiandmiuduilnaautuguds enananldiinisld Al asudsunnmsiiasesina
vheziduveangy iunmsiinsgianuusiugivesyana dedsnaliiin Brand Trust uay Customer
Loyalty qq?’fuadmﬁﬁ'ﬂﬁw Aty
2. UNUIMYaY Generative Al TunisasisassAnislavan ndeyanansliiiudanisly Al

299 wususszaulan 1wy Heinz waz Nestlé f9azviauliiiiuin Generative Al W1311%Na189931170

Year 9 Issue 2 (2026): May-August: PAGE 179




Pacific Institute of Management Science
(Humanities and Social Sciences)

,. Nimitmai Review

AUTWIN LATAUTIATIVONUATIETIA IneUseavaninvedavanldlavuediusuuszunanisnds
=~ ' ! ' o o & Y Y v v ¥ a = [ Y < =
dnsaly useginisusuillemidiuTausssuviesiulazniwf Al anunsavhaulaegnesings didu
aAnnsTALUglavanseaulanuilstuadltnaiiasnoulazIUU IS U AN ENRIAAINOE519
lawanfimunrauliiuudasUssma uansdlves Heinz uag Nestle lanaauliiiudgauioudfny
fatl nsdlfinwn Heinz 19 Al iilefigauanudus Al 83331 "Ketchup' diaaliu Heinz Inan1sli Al 1agu
Yeauziiomaeeni nadnsAen1sasenmlavaduiessuuuulunadudu Fanldauianie
f18NINAS901R B9 naMaNeFUA nSaAnY) Nestlé 19 Al Aasnznilawannin 15,000 Ju 1o
N uenNAnas1eassAnlang (Creative Rules) Prglviiiunumlanadnnuiuiugidu deo ROI laglyl
AOUALIANDINARBIYNWUULAY
3. wansenudalaseasen1sdndulade ay Al W lUWdsulassasanisdnduladeain
a & % ¢y i ' Y o Y & A a
nsrvumskuuiy Wunsadsdszaunsalilisesse lagluganauguilaaasziiduninsdenidy
=~ ) = i i Y & v oa =t P WA A "
suigunavilutuneu deluusazsegsioseninstunauty guilaaiilenia "Wasula' v3e "dnaula
l9d1e W mdeyauaimiles viaTeumsuudiduawaulide suufidldnau fuslaadediaiy
weengdlunistuimdeusiiesaindunislugdntunis ludw uwaslle Al dunguslaaidniinneg
Andulagdnludfuaziulnaauunuldidnimdgnuievesed Iny Al aunsainling "Susdaym”
waz "madndulate” edwieunseuduls wu nswiulawani Al Jnsgiuiudiinsiiasesinta
v oS WA 1% | v 1% & - ¢ A Ao b Y a
Wiy "welay" Mnsendeyanneg1eliliiseuies uenantuunuiinusuavseusEnIzselignALin
Ty Al aglddoyanennsalarmiuazaiunsatiaueniseanlignAlaviufl wu ssuuiugdndun
283 Pomelo #14#1a03 "Just for You" tiiavdntunaunisaumiuiiesenil ludiuwes Chatbot
lsdngnA1aeAgiu Chatbot nieglawanuy Facebook w3aLAuiT1uAT Toyavziesleaiunanun

biguslaalasuuszaunsainiduiledsaiu vseienit Omnichannel

a Y o v a &
M19190 2 mi’maiqﬂmi‘gimﬂmi Al LSU']ﬂ‘Uﬂig‘U'JUﬂfﬁmﬂﬁu1Q‘ﬁ@

v & Aa a
g . WA ANILYINEANTITU
VYUNDUNIT UNuUImNVd9 Al (Al-Driven fl

¥

dulado Strategies)

92

(Consumer Outcome)

v, Predictive Analytics (3A513WAli | 1AAAINABINISWUUAUNEY (Instant
1. Ju3dagymn P
N13%9) Need)

2. Aumdaya | Generative Content / Targeted Ads | anatiaranAunglgalun1sAum

(/\ 5\ Year 9 Issue 2 (2026): May-August: PAGE 180




Pacific Institute of Management Science
(Humanities and Social Sciences)

.. Nimitmai Review

[ g a a
‘ﬁuﬁa‘Nﬂqi UNuInvag Al (Al-Driven HARWDLIINaANTIA
saaulede Strategies
gies) (Consumer Outcome)
3. Uszidiu Recommendation Systems (1w Just | tinAUewdsslUdsuTus (Brand
fialaean for You) Preference)
. ¥ ansnI1N1sarAssadu (Conversion
4. anaulado Chatbots / Dynamic Pricing
Boost)
o & Automated Support / Loyalty LARAIUAITNANA (Customer
5. #a4n159%99
Personalization Loyalty)

Gl

nsysannsmalulagdygussiugasneassd (Generative Al) WgNagnsn15dea13IN130A10

o o

TutgduldneliAnnisldsuuvandedasailunssuiumsdniuladoveduilnaegraitedfny
niuiidunszurunisuuuadudu (Linear Process) lugusyaunisaliilisesss (Seamless
Experience) lnga1fgninuanansaves Al lumsinsgideyanginssuuuuisealndioideuniuain
N1SLUEIURAIALUUNA Y (Mass Segmentation) lUgn1saainsieyanalusedy Hyper-
Individualization FslslilgeusnauausidomaiuiugIunIunsoy 70s 31 lasheg@e" Wil wids
€ a L4 1 U Aa dy a 1 o . . 1 4
aunsaneInsaluIunIsensualkasYaattunsAnduladefluiug (Dynamic Occasion) danala
TupaUNTUsTIIIUNINGeN (Evaluation of Alternatives) ¥a3§UslnAAAALTBIINTEUUNTANATTEIY
yAAa (Curated Content) @1unsauniauedafinsaiuaudean sulslaag1eiuse@nsnin unumves
Al lugnue "aR1aieassd” (Creative Partner) Asusnglunsdlfiny1ves Heinz wag Nestle galgvinang
Togras1unswens visludAvosauinuesaiu (Scale) warausiasalunisudn (Speed)
TngUFudgugaiuanmsusudssananisianseavas lgnisaienudenaqeanainusssuwas
A1 (Cultural Relevance) iflaugiangunuiui wenainil Al arsgurindunaunissuidaym
wazn1sanduladelminduiiounseuiuriunalulagneinsaiaimii (Predictive Analytics) Wagnis
a v v s . ~ a & %
Woulgatayatuunanrasuuuy Omnichannel eianusudsaniulunszuiunisdauazaing

[y

AduussEIwusuaiudusiaaiiuaulindaazanuianelaluseduigeaiu delvianain

'
Y] o

Tdlunisaieanulaseuneniswistulugairsygiafdviasg19dsdy

(/\ 5\ Year 9 Issue 2 (2026): May-August: PAGE 181



Pacific Institute of Management Science
(Humanities and Social Sciences)

_ Nimitmai Review

VDLEAUDLUL
I3 ] =
29AR3IvtaINN1SAnY

NansAnwAlAELIT Generative Al Tlavimiih s duniosdoatuayunisdeaisnisnain

a s

wihidu udldmunlugnisidu “nalnienagns” (Strategic Mechanism) fianunsauiulassasng

aa v

nszvaunsanaulatevesuilaalugandvialieginduszuu esdanusnindAgannsiinui fe
MskEUaKUIAR “Compressed Consumer Decision Journey” %Qa‘ﬁma’iﬁﬂ’ligim’lmi Generative
Al fusgUU Omnichannel wagtayalangAnssunuuiiealnyl a1u1sngusIntunaun1ssusdam

n1sAunIYeya nsuszidunaden uwaznsdnduladeliiiadue greraileswardunduniely

L3 % a a

Uszaun1saifndviatie) NsANETLaNsIn AMUaINIsaued Al Tunisasiudienidanmdsaiuusun

v A

90187 TAIUSITN LazanIun1salianizyaaa (Context-Aware Personalization) Wutladeddgy

o

a

rgiiuanulindaluwusuduazanuassndnfvesruilaa FaagieudnsUGsurIuINLIAR
NsRAALUULIATY (Mass Marketing) lugnismanaleanensaluasianizyanatuas (Predictive and

Hyper-Individualized Marketing)
luau)ia

BIANTAITHALILATIAT IR U UM UTBYALAZSEUU Al Nianunsaweulestayaduslnaainvaiy

'
| A

YRIMWUUYTNINIT Wieatduayunsdearsuaznisiiausyssaunisaligennnoei vusunves

¥

AuslnauuuSealngd susaiu sswnssndudedianuddgyiuasesssy Al aanalusalalunsld

Y

€

¥

Joya waznsfuasasnuludi Weshwaudeduwazauduiusssezeniuduilan

dmsunisivelusunnn

v 6

AITANITVAFDULUUTIa0UTIUTEdnY (Empirical Model Testing) 198 usuAINUEURUS LTS

U

A9 T8N INAMYT TIRFNYINANTENUTDY Generative Al fangAnssuduilnalugnainnssuwas

Y]

USUNTAUSTTUNUANAGTY LiTBYEN8YulnBIAANIAIUNTIIaIARTTaLAz AN ST USIAAlUA

Uanvszavgedradussuunazdady

Year 9 Issue 2 (2026): May-August: PAGE 182




Pacific Institute of Management Science
(Humanities and Social Sciences)

_ Nimitmai Review

LONE1591999

AUANS Yyedunyas. (2560). N13ANYIAINT uazngdnssuvesy uilaauraiuvarluiys
ngamyIuAs. [IneilnusuSygrumdudgia, uwnine1degsnaduding].

MsiunssUNANS. (2568). ndnslnens Al iuyssangnImnshiuinisgnar. Aufuain nsdunns
aUIMT

N15Aa AU aznew. (2565). Pomelo 19 Al 4ae Personalization s ugonvIguas Customer
Engagement. UAUANN NIRAIATU AZADU

A3ns anlnve. (2560). woanssus uFlnAauaznag nsnIs9aIn. ns U @rlnwud
N%ﬂ%ﬂﬁ’]ﬁﬂﬁiiuﬂ’]ﬁmi‘.

Campbell, C., Sands, S., Ferraro, C., Tsao, H. Y., & Mavrommatis, A. (2020). From data to action:
How marketers can leverage Al. Business Horizons, 63(2), 227-243.

Central Thel Credit Card. (2024). Al and Customer Experience Development in Retail Business.
Retrieved from Central Thel Credit Card.

Charoensuk, T., & Decharin, P. (2023). The role of Al in localized marketing communication and
advertising personalization. Journal of Digital Marketing Studies, 12(3), 45-59.

Chatterjee, S., Rana, N. P., Tamilmani, K., and Sharma, A. (2021). The adoption of artificial

intellisence in marketing: A bibliometric analysis and research agenda. Journal of Business
Research, 124, 389-411.

Fu, Y., Bin, H., Zhou, T., Wang, M., Chen, Y., Lai, Z. G. D. C., Wobbrock, J. O., & Hiniker, A. (2024).
Creativity in the age of Al: Evaluating the impact of generative Al on design outputs and
designers' creative thinking. arXiv.

Haase, J., & Hanel, P. H. P. (2023). Artificial muses: Generative artificial intelligence chatbots
have risen to human-level creativity. arXiv.

Haleem, A., Javaid, M., Qadri, M. A., & Suman, R. (2022). Understanding the role of Al in marketing
and consumer behavior analysis. International Journal of Intelligent Networks, 3, 119-132.

Jarek, K., & Mazurek, G. (2019). Marketing and artificial intelligence. Central European Business
Review, 8(2), 46-55.

Kotler, P., & Armstrong, G. (2014). Principles of marketing (15th ed.). Pearson Education.

Kotler, P., & Keller, K. L. (2012). Marketing management (14th ed.). Pearson Education.

Year 9 Issue 2 (2026): May-August: PAGE 183



https://moneyandbanking.co.th/?utm_source=chatgpt.com
https://moneyandbanking.co.th/?utm_source=chatgpt.com
https://everydaymarketing.co/?utm_source=chatgpt.com

Nimitmai Review

Pacific Institute of Management Science
(Humanities and Social Sciences)

Leon, G. S., & Kanuk, L. L. (2010). Consumer behavior (10th ed.). Pearson Education.

Lertyongphati, S. (2023). Al-driven advertising communication in Thai digital markets. Thai Journal
of Communication Arts, 41(2), 88-104.

McKinsey & Company. (2025). The state of Al: Global survey 2025. Retrieved from McKinsey &
Company

Torkington, S. (2023). Generative Al in advertising: How brands like Heinz and Nestlé are using
Al-generated content in marketing campaigns. World Economic Forum. Retrieved from
World Economic Forum

Wang, W., Chen, Z., and Kuang, J. (2025). Artificial intelligence-driven recommendations and
functional food purchases: Understanding consumer decision-making. Foods, 14(6), 976.

Wang, H., Zou, J., Mozer, M., Goyal, A., Lamb, A., Zhang, L., Su, W. J., Deng, Z., Xie, M. Q., Brown,
H., & Kawaguchi, K. (2024). Can Al be as creative as humans? arXiv.

Zhang, M., Li, Y., Peng, Y., Sun, Y., Guo, W., Hu, H., Chen, S., & Zhao, Q. (2025). Al delivers creative

output but struggles with thinking processes. arXiv.

Year 9 Issue 2 (2026): May-August: PAGE 184



https://www.mckinsey.com/?utm_source=chatgpt.com
https://www.mckinsey.com/?utm_source=chatgpt.com
https://www.weforum.org/?utm_source=chatgpt.com

