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Abstract

This research investigated: 1) the exposure of consumers in Thailand to brand presentation by Al influencers
and 2) their opinions on these presentations. A quantitative approach was used, with a self-administered online
questionnaire distributed to 400 Thai consumers aged 18 or older who had seen brands using Al influencers. Data
analysis employed descriptive statistics, including frequency, percentage, mean, and standard deviation. Inferential
statistics included One-Way ANOVA, multiple comparisons, and correlation analysis. The findings revealed that:
1) most respondents were female, aged 18-25, with a bachelor’s degree, students, earning less than 10,000 baht
per month, and living in Bangkok. While they did not follow Al influencers, they frequently saw them on billboards,
particularly AIS 5G lifestyle presentations featuring photos and text. 2) Respondents held positive opinions about
Al influencers’ personality, credibility, and presentation. The hypothesis testing found that consumers of different
ages had varying exposure to brand presentations by Al influencers. Consumers with different genders, education
levels, and residential areas also had different opinions. Exposure to Al influencers’ brand presentations was
significantly correlated with opinions at the 0.05 level. This research contributes to the development of modern

marketing communication knowledge and provides insights to enhance a brand’s competitive capabilities.
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