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#a9ail 1 Al & Data-Driven Marketing Landscape
wualify Al Marketing & Digital Transformation

®  Al-Driven Digital Transformation Al fdsGeundassmsgsiauasmmmaegnils uazeudndu

Wenagmslunisii Al inld

> ®  AlasYour Copilot & The Future of Work in Marketing — unumuad Al dﬁmiuaumw‘ummuﬁm

[erizGulg!

®  Key Al Trends in Marketing (2024 & Beyond) — SUimuwaliiuanan 1 Al Personalisation;
Predictive Analytics, Generative Al

® Al for Competitive Advantage - Al fagafsrnuldivieulunsudsiuvesgshaléipgils

®  Al-Powered Customer Journey Mapping — nMsiiasieiidunnmsandulavesgndeng Al

Al flunsiasunlamginssuduilon
® Al & Consumer Behavior Shifts ~ msiUGsuuUameinssuguilananmsld Al
®  Hyper-Personalisation with Al - Al flun1sadeuseaumsalgnfawsyana

®  Alin Social Listening & Sentiment Analysis - n314 Al Tias1zinnufiniiuuesgnansu Social
Media V

® Predictive Analytics & Consumer Trends — Al fumsiwsuwaltungAnTsuTeIgne

® Al & Voice/Search Behavior = kansgnuues Al siewgAnssunisfumvesiuslng

Case Study - USEnfidszauanududann Al

®  AlDriven Marketing Success Stories — nsifnunangshafild Al lunspanmegnsUszaumnudisa

®  Alin E-Commerce: Amazon & Al Recommendation Systems — Amazon 14 Al arsszuuuusin
Judhosndls

®  Alin Social Media Marketing: TikTok & Algorithm-Driven Content — TikTok 19 Al Ufuuss#inaau
wiudiAaLfin Engagement

®  Alin Advertising: Google & Facebook Ads Automation - 1314 Al lulaiweunuuy Programmatic
Advertising '

®  Al-Powered Customer Service: Chatbots & Al-Driven CRM - Chatbots uaz Al Tumsuivmsgnén
s

®  AlPowered Personalisation - f18819ms1H Al iflennsnagnsmasansiluwuy The Segment of One

fiangsa: ‘
®  Workshop: Inuddugmud Al LU LU Generative Al, Predictive Analytics, Al Chatbots fiu Usyw/

Tonna Tugsfia
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®  Workshop: 14 CustomGPT dwdu Al-based Market Gap Analysis Tiaszvigutsuazlon1aniens

v

aan laetlou Keyword/doyngaanvinssuvenu Wio W Al ilAseit Market Gap (15U doainenududn, -

Hoviu positioning) tefumh aaathiyiuliesls-inuisesls-maaiumeezls

adaft 2. mslH Al Tu Customer Insights & Segmentation
o mwdfiyuestoyagndn (Customer Data) Tunsmaingelys

e Al fiu Customer Insights: iAsudeyaldunagnsmanisaans

o aluled Al MiAeadesiunsinsevigndn 1y Machine Learning, Predictive Analytics, Natural

Language Processing (NLP)

Case Studies: kusudiuszauanuduislumsld Al diesizsignén

n19insvidayagnfn (First-Party Data & CDPs)

o Uszavwesdeyagne: First-Party, Second-Party, Third-Party Data

o wanszvuvasmsendnlinuanilunsfuieya

o irdodllouazunasmasuildlumssiunuuazuimsinmsdeyagnén (Customer Data Platforms -
CDPs)
mﬁﬁau‘lwﬂagamnLma'whd 9 1 CRM, Social Media, Website, Mobile App

Al Tums9i Data Cleaning & Data Integration

acn - ¢ a v o 3 2 M v
L4 ’J‘E'L“U Al ?Lﬂiqxwwqﬁﬂﬁﬁﬂqﬂﬂ’]LLaxWWuqﬂﬁqﬂﬁﬁqﬂJ‘UﬁlﬂJ‘lamﬂ

msld Al udsngugnéia (Predictive Analytics & Customer Lifetime Value - CLV)
e NMsUUINgugNATdaY Al Rule-Based vs. Al-Powered Segmentation
o msld Al uaz Machine Leaning Tumsiinneingfinssuuaseusiesmsyesgnen
e Predictive Analytics: mspanseiwgAnssugnuasiultuluewen
e Customer Lifetime Value (CLV) 14 Al fhunuasyseiliuyasivesgnaiudasngy

®  Case Studies: n15th Al WlfifeuFunagminmsamalinsiunsasngudmne

n1sth Al-Powered Customer Insights lUl#lunagusnisaann
® mi'[f&'ﬁagaqnﬁuﬁaaanl,t.w Personalised Marketing Campaigns
e msth Al anl#lu Customer Retention & Loyalty Programs
o Al fumyadie Predictive Customer Journey Mapping

ar (7 < 2
L4 ﬂ’ﬁ’.]ﬂNﬁLLﬂS‘Ui‘UUEQﬂﬁEﬂlﬁﬂ’ﬁ(ﬂﬂ’]ﬂﬂ’lﬂ Al

fianssu:
e  Workshop: @313 Customer Persona e Al
o o 4 o & .
e ‘Workshop: amvi1 RFM Model (Recency, Frequency, and Monetary value) [aaiuid CLV Luainu

 uazszauauestmusnagnsdmivgnduaasngy

windafl 3. Al-Powered Personalisation & Content Marketing

Al Tumsa31s Personalised Ads & Dynamic Pricing

o wdnmevhouees Al Tunnsadulawauuuieweyana (Al-Powered Personalised Ads)
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o nsld Al lumsuSunaidufuuulaundin (Dynamic Pricing)
o aghaunanwesu Al 714y Personatised Ads Lag Dynamic Pricing 191 Google Al, Facebook A,

Adobe Sensei

n1519 Generative Al Tu Content Marketing
. - = )
®  Generative Al Apagls uazliunvwednslslunsnana
o msld Al easeraumudlugUiuusing 4 Wy unanu Inadledeaiiide dle uasBua
(3 . . ow & %
e udnnnsues Al Copywriting — Msilguderulavanuasiiiomiagly Al

o Al flumsadednlanazninuuusaludd

fAanssu:

®  Workshop: nsaadly Al Tinsesiteyagniuazadrunuglavaniiuiuuimiumginssugne

®  Workshop: naaadld Al a5enaulnud

14:45 — 16:00 4. - #ated 4: Al-Driven Advertising & Budsget Optirﬁisation
Al fiu Programmatic Ads & Media Buying
e Programmatic Advertising fioexls uag Al fiunuwiegals
®  Real-Time Bidding (RTB) uaz Al-Optimised Bidding Process
e .m3vh Audience Targeting uag Retargeting fiaer Al

o Case Study: freagnensld Al lunisPelawanuuudnlul®

| msld Al Bwesaesi ROI vesuamiUgyTarsan
e M3AAwH Key Performance Indicators (KPls) YaupuUglawan
& 3% Al ims1edk Conversion Rates, Click-Through Rates (CTR) wag Cost per Acquisition (CPA)
o Al Attribution Models: Ms3iasgvidamneiiiasio Conversion ‘
o sty Al vhuneuwnldinsydvisnmilawen (Predictive Analytics)
*  Case Study: A1slE Al Atasei ROI wazasAildanglawon
Al Bidding Strategies & Budget Optimisation
e  AlBidding Strategies (Smart Bidding, Target CPA, Maximize Conversions)
o M3l Al deusuaulavanlimnsaunuusalusii
® Al Budget Allocation: msdnasseutssunalavarifunazunannasy

o msld Al USunaniggmamgAnssuduilaauuuBealn

Aanssu:

Workshop: Aiasevideyalanan & USunagns Al Bidding
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09:00 — 10:30 1. | ¥¥s¥ 5: Al & Predictive Analytics for Marketing Strategy
msl¥ Al aamsaiuusTfiunann (Al-Powered Market Forecasting)
e Market Trends Prediction with Al — 3314 Al Sinsizviuilduuasneginssuvenma
e Real-Time Market Intelligence — n15th Al ufiinsiesifeyaiGeall WerrmmsainsiAeuuasmes
Aam '
e A-Driven Competitor Analysis — n1sldf Al Tiesgsimsudeiummansnaneuazuwaliosguds

Al uazn153asesi Customer Churn & Retention
‘ e Understanding Customer Churn & Retention - anamuneuas i fguessrmsinugnd
e A-Driven Customer Segmentation - 3314 Al utsngugnéufieranisaing@nssu
e Predicting Churn with Al - asld Al uae Machine Learning aamsalignéniienadnldunis

®  Retention Strategies Powered by Al - sl Al aaﬂLL'U'Uﬂaqwﬁ‘%'nﬁﬁqnﬁmazl,ﬁu Lifetime Value

' Case Study - Predictive Analytics Tugsfiaass
e Case Study 1: Al-Driven E-commerce Strategy — #ae19msld Al AipswvimgRnssugnanuay
AANSaiLanYNE
e Case Study.2: Al in Subscription-based Business — n1314 Al aan1sed Churn wagianagns
Retention
e Case Study'3: Al-Powered Customer Experience — fptinsmsld Al as1euszaunisaigndnshunms
AIAMTEINGANTSN
flangx:
o Workshop: 14 Al Siaesiuuiliumanslugpamnssuitauls

e Workshop: Aiasgvifeya Churn uazeanuuunagns Retention Ineld Al

10:45 - 12:00 1. ﬁ"m’faf"i 6: Al-Driven Customer Engagement & Automation

Al Chatbots & Voice Assistants Tu Customer Experience
e anudnfinges Al Chatbots Wag Voice Assistants lumsensesiu Customer Engagement
e Usamuad Al Chatbots: Rule-based, NLP-driven, Generative Al

*  ANULANAITENINS Chatbots, Voice Assistants Wag Conversational Al

Al Chatbots Tu Omni-Channel Experience: msidanulu Website, Social Media, Lz Messaging

Apps
Case Study: feenamsld Al-Chatbots & Voice Assistants fuszaumudusa

mM31Y Al Automation Waules Omni-Channel Marketing
(] "ﬁug'lu'um Al Marketing Automation: N59N91UT0e Al 'Luia;'u'u CRM wag Marketing Automation
e Al fiu Omni-Channel Marketing: miL*Tia:JTENgnﬁ'ﬂ.ﬁl%'sawiaiwi'm%am'maaulaﬁuasaﬁﬂlaﬁ
o Al ue Predictive Analytics: msld°Al mamseiwgfnssugnénifteuiunsistemnuuazdeiaue

o msld Allu Email Marketing, Social Media Automation, Wag Programmatic Ads
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e Case Study: Mm% Al Automation ifiu Conversion Rate wag Customer Retention

fanssa
e  Workshop: sanuuy Customer Journey fa Al

e Workshop: aanuuu Automatic Workflow #g Al

13:00 - 14:30 w.

14:45 — 16:00 w.

{ sdefi 8: Al Marketing Strategy & implementation Plan

%indafl 7: Ethical Al & Data Privacy Compliance
msujuRnungusng PDPA & Data Ethics

o wszywigyaRduasasdoyadiuunna (Personal Data Protection Act — PDPA) fisegls uaziinansznu
agslsrenmsviniseana
s v v = 1 Qs
o uvumues Al lumsdanisteyagniiuasanuiliudui
o o o @ i o o =
o +hlu PDPA Seddnmantsmanaiiduinfiousy Al
e m3y9s Consent uazn15ld Al lun1svi Personalisation aegagnses
e msld Al Transparency & Explainability Wislianmidnlanislidays
v U

e  mssanuuU Al Compliance Strategy TWaanandesiu PDPA
wiallanmslY Al egnedfiasesssunazarullssdalunumsaana

e Al Transparency & Explainability: ¥l Al Sieulusslauazidnlalase
e Fairness & Bias Mitigation: J5anarfivas Al elhiinanudussslunisinisaas
e Informed Consent & Data Minimisation: Msvaamguseuangniuazannsiifoyaiiluidniu

e Alin Targeted Advertising & Personalisation: LLuaUﬁiTﬁﬁﬂaaﬂﬁ'ﬂTunﬂiﬁﬂ Al-Powered Ads

e Workshop: Ainsgiuaugmanapannsdiinwifiazilin PDPA waziuimniauhle

A a v a A o oA W . 1Y
L4 Workshop: AN5La8NNaNIsuyNesueaNuEuesilNesulany Privacy Concerns UVaIgna

NM589AWUY Al-First Marketing Roadmap d1u¥ugshia

®  Understanding Al-First Marketing
" ATMINg uAe B3AUsYNBUNAN Y8 Al-First Marketing
= aeszneuivilvinagns Al Uszaumnudusa

® Al Tools & Platforms for Marketing Strategy
= yumueSedie Al Alilunsnusuuazsiunagns ity CRM, Chatbot, Predictive |

Analytics

o yumumsih Al inlilunsliameiiteyagnai uag Customer Journey

®  Building an AI-Driven Marketing Roadmap
O Al Marketing Maturity Model: szaueaannsld Al luesdng

O fwmuATEiU Maturity uay Whuuieesinsenu Al

O @8nwUY Al-Driven Strategy waiz Marketing Funnel figeandiasiuithuinegsfiavewinu

®  Aligning with IT




rethink

ACADEMY

. Co-Hosted By:

ssveaniiliintng

=1

kY|

[s))

NeINg

o Muusumsvhedauiu Chief Information Officer (CIO) tiananagns IT

o vannsUseliuuasidien Al Tools wag Vendors islunsdl Build or Buy

®  Building Al Capability within the Organisation

O Human Resource Development daununslininuisnu Al fudhenfeades vissiuns

. e v v v dd v ¥ oa @ A e Y o
Reskill ke Upskill AmTuldviniviassausuinng uag 18audfusinis enuseaunnusmas

nMIUszdiu

O Human Resource Management n13anlassaiisuesiinyiiamiuy Cross-functional

pods

(Marketer — Data Scientist - IT) uay dnlilyrannsfifivinuei3os Data Analysis Tuiiu

NITARIN

AInNgsu:

®  Workshop: a#¥1enagns Al Marketing dwiussinsuasnal

nAl. 5.3 Ainad

fidemnyfumstuirdeuasuamadivia nisnanaddvia uazmsdanisnisdeu)
mm’saﬂivm AEINeFansuasmalulad umawmawamiﬂﬂwa

g TudininendouarinendeuinnTsudeansdiny uwivendeasuesunsilsa
330NN ANENTINNTS Digital Ecoriomy wamiﬂ'ﬂwau,a:samﬂamimLmaﬂi.,mﬂlma
wﬂinm mum'ﬁmLﬂaaumaauuﬂaaamma TwnwmemumﬂiﬁLLaumﬂLanwwm
Fgnw Iﬂiqmi SME Big Data dinsudaaiaianvinavuiananauaevuingas (aan.)

AuZUIE 1BATININYY

Managing Director, Work360 (https.//work360.in.th)

1919084 Facebook Page Al y19l5laU79 uaz
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