
 

Global Journal of Economic and 
Finance Research 

  
Vol. 02(07): 586-594, July 2025  

Home Page: https://gjefr.com 

e-ISSN: 3050-5348 
p-ISSN: 3050-533X 

 

DOI URL:https://doi.org/10.55677/GJEFR/13-2025-Vol02E7                                                                               pg. 586 

Artificial Intelligence Strategies for Brand Building Excellence 
 

Oyenuga Michael Oyedele 

School of Business, Woxsen University, Telangana, India, 502345 

 

KEYWORDS: Artificial Intelligence, Brand, 

Brand Loyalty, Content creation, Storytelling, 

Trust  

 

Corresponding Author: 

Oyenuga Michael Oyedele 

 

Publication Date: 26 July-2025 

DOI: 10.55677/GJEFR/13-2025-Vol02E7 

 

License: 

This is an open access article under the CC  

BY 4.0 license:  

https://creativecommons.org/licenses/by/4.0/ 

ABSTRACT 

With Artificial Intelligence (AI) advancing at a light-speed pace, traditional 

brand-building approaches in modern marketing are primed for a radical 

overhaul. This manuscript delves into the different AI-powered approaches that 

can elevate brand excellence, including personalization, customer engagement, 

and data-backed decision-making. AI technologies enable organizations to 

drive their operating efficiencies while building stronger emotional 

relationships with consumers. The author presents some insights on how AI is 

helping personalize the brand experiences, optimize the marketing strategy, and 

consider actual insights on consumer behaviour. Marketing practitioners need 

to act fast and employ an AI-powered approach to enable them to build robust, 

resilient brands that can adapt to changing consumer demands in a competitive 

landscape.  

 

INTRODUCTION  

As technology continues to evolve and consumer demands shift, brands are challenged to keep pace with new consumer purchasing 

behaviors, higher expectations and increasing competition (Marcus et al., 2020). Consequently, the importance of seeking new 

avenues to create and sustain brand excellence has reached an all-time high (Oyenuga et al., 2021). However, as a revolutionary 

technology, Artificial Intelligence (AI) is making a paradigm shift in how brands connect, converse or resonate with their target 

audiences, thereby possibly developing effective brand-building strategies while recognizing its ability to improve brand 

performance across the spectrum. Furthermore, the use of data analysis and machine learning algorithms to personalize 

engagements and marketing communications messages for customers in enterprises is the most obvious way AI can help transform 

marketing and relationships with customers, delivering messages that are more in sync with the likes and dislikes of individual 

customers and potentially contributing positively to customer relationships (Oyenuga et al., 2019). AI-powered marketing 

campaigns are highly effective, as are online advertisements, brand placements in media, and highlights in news( Ho-Chow,2023). 

Suggesting that AI is not merely an operative tool but can be a key player in the formulation of brand identity and loyalty. In addition, 

advancements in AI technologies provide marketers with valuable insights about consumer behavior, enabling them to better 

optimize brand strategy and messaging.  Zhang (2022) states that alignment four types of organizational brand-building strategies 

and brand-oriented leadership is essential to elevating employee trust and brand equity. When brands correctly utilize AI integration, 

they tend to establish credibility (Deryl, 2024). But as AI becomes more integrated into brand-building strategies, businesses will 

also have to contend with the ethics of using it. Though the tools of artificial intelligence (AI) need to complement strategies that 

are based on transparency, accountability and inclusiveness to prevent potential biases so that customers feel confident responding 

to the brand. Furthermore, the importance of storytelling in branding cannot be overlooked. When AI gets in the mix, businesses 

can create engaging stories and immersive experiences that connect with their audience on more emotional levels. For example, 

they can use the data collected and create human-level stories, driving engagement and loyalty. Demonstrating just how critical it 

will be to embed AI capability within real brand narratives that form hard-to-unwind connections with consumers, this marks a total 

revision of the marketing template. 

Understanding AI-Powered Branding  

The evolution of Artificial Intelligence (AI) in branding presents a paradigm shift in how businesses connect with their consumers, 

grow their brand equity, and compete in ever more crowded markets. AI tools feature provides choices through technology and 
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optimizing marketing budgets, thus providing wide opportunities to brands for helping them in marketing automation at scale, along 

with widening the scope of personalization and improving customer engagement. AI-driven branding offers brands the ability to 

capture, analyze and utilize consumer data in a very precise manner,  based on advanced data analysis. AI assists in personalizing 

analytics, which clicks with consumers,  therefore enhancing the engagement and relationship between marketers and consumers 

(Mahi et al, 2024). 

Organizations can leverage AI to gain the ability to segment their audiences through behavioral data and customize communications 

and offerings accordingly. This AI use case not only enhances interaction quality but also enables any data-driven decision-making 

to allow brands to adjust in response to the shifting dynamics of the market and customer behaviour. This reliance on AI has 

implications both on customer experiences and brand equity. Fawal et al. (2024) find that this effect of AI marketing activities on 

consumer-based brand equity is transmitted through consumers' experience. Brands can build on positive customer experiences 

(Oyedele & Frederick, 2023), improving brand perception and loyalty through personalized interaction (Oyedele et al., 2020). This 

calls for organisations using AI technologies to bring better business processes, to automate business processes in services, and to 

ensure a safe and secure shopping experience. Through AI integration, brands can leverage technology to create authentic 

experiences that build loyalty and drive the long-term relationship the consumer is looking for. Deryl et al. (2024) accentuate the 

importance of ethical considerations in developing branding strategies through the 8-T Framework for AI-based branding practices, 

thus aligning AI applications with consumer interests while driving more inclusive branding efforts. For businesses, vigilance is key 

when implementing AI technologies to maintain consumer trust and prevent inadvertent consequences that might damage brand 

reputation. Thus, brands are significantly improving these interactions through conversational AI, which has transformed the brand 

conversation from uninspired, one-way interactions to dynamic, personalized exchanges. Generative AI makes personalized and 

contextualized consumer needs, provokes meaningful interactions with the consumer and therefore, deepens the customer 

engagement and satisfaction (Israfilzade & Sadili, 2024). The use of AI technology also creates immersive experiences that resonate 

with consumers when it comes to brand marketing communication. For instance, Loureiro et al.(2023) highlight that uniqueness 

and self-identity for consumers become significantly important when interacting with brands implementing any form of AI tools; 

thus, brands should create a platform for their individuality through their output via AI. Taking these psychological factors into 

account allows brands to create AI solutions that not only enhance the user experience but also reflect and support consumer values. 

AI-Driven Brand Identity and Positioning  

In a world where the marketplace is only getting more competitive, developing and preserving a strong brand identity is an essential 

part of success. Amidst organizations working through this landscape, a transformative tool in the form of Artificial Intelligence 

(AI) has appeared, revolutionizing the way businesses position their brands and bolster brand identity. By leveraging AI 

technologies, organizations can drive engagement, personalize customer experiences, and refine their marketing strategies, 

ultimately fostering deeper connections with their audiences. 

At the heart of AI-driven branding is the ability to personalize every customer interaction. As emphasized by Deryl et al. (2024), 

there are also AI-powered brand avatars and media personalities that help brands create anthropomorphic identities, which can lead 

to hyper-realistic, engaging brand experiences. This will allow the use of AI to enable a parasocial relationship, in which consumers 

form emotional attachments to AI-low birbs, affecting consumers' perceptions and establishing brand loyalty. Building relatable 

brand identities enables organizations to create authentic experiences that resonate with consumers, which can lead to improved 

brand positioning in the market (Oyenuga & Opeyemi,2024). The good associated with AI-powered voice assistants affects the 

brand, demonstrating how appropriately applied technology is vital to the voice assistant and the associated brand. Huh et al. (2023) 

discovered that AI voice assistants specifically intended to encourage user control and familiarity with a brand voice could positively 

improve customer experience and self-development, which in turn could help in customer loyalty. This implies that companies 

adopting AI for brand communications should ensure alignment between their AI tools and brand values to help them maintain their 

identity in consumers’ minds. With visibility and analysis in hand, AI is also revolutionizing brand identity by guiding businesses 

to create effective content that speaks through the noise. Given the strong impact their interaction has on brand image, aligning the 

technology with the organization and cultivating an appropriate image is essential (Liu et al., 2023). 

Meanwhile, with the help of data analytics, AI provides marketers with real-time data regarding consumer preferences, enabling 

them to adjust branding according to what works best for a specific target segment and to improve brand positioning accordingly. 

One of the keys to AI-driven branding is creating immersive customer experiences, and the high-quality of AI technologies leads to 

brand attractiveness by strengthening identification between the customer and the brand (Nguyen et al., 2021). As a result, brands 

can create more and more social connections between clients by providing better experiences and making the user feel part of it, 

justifying their lifestyle and not product, which can be positioned (Oyenuga et al., 2023). Consumer perspectives toward technology 

tend to vary greatly however, as evidenced by the strong dependency on brand imagery for AI-enabled voice assistants to form 

positive perceptions (Cai et al., 2022), there are areas such as hospitality where we already see the effectiveness of AI in branding 

across guest experiences (Alam et al., 2024). In the same context, AI-powered applications need to align with the established brand 

image so that they can build brand loyalty and customer satisfaction. However, the use of AI technologies for branding brings with 
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it a need to engage with the ethical implications of this approach, especially for consumers who seek confidence in the decisions 

brands make and transparency in how this benefits customers (Baratelli & Colleoni, 2022). 

AI and Customer-Centric Branding 

 The intersection of Artificial Intelligence (AI) and customer-centric branding has been a topic of interest among organizations in 

the domain of modern marketing to improve market presence and consumer engagement. The identification of consumer 

preferences, routines and even behavior patterns is significant in personalisation, and the use of AI technologies allows businesses 

to introduce customer behaviour analysis, which is also a great benefit for such businesses. This enables businesses to develop 

emotionally resonant brand identities, allowing them to build loyalty and advocacy among their target audiences. 

One of the most significant impacts of AI on branding is its ability to personalize marketing behaviors and dramatically enhance 

brand preference, which in turn impacts customer repurchase intentions (Ho & Chow, 2023). Brands can achieve segmentation 

based on their audiences from the data analytics and the machine learning algorithms, allowing them to customize their marketing 

strategies tailored to the individual interests of customers. Activities like automation of advertising campaigns, personalized product 

recommendations, and content delivery can be carried out with the help of artificial intelligence in a better way, as they will form 

dynamic and engaging interaction that brings the offering in line with the desires and expectations of the consumer. Moreover, 

personalised services enabled through AI also contribute towards the overall enhancement of brand experiences, which in turn can 

strengthen the consumer-based brand equity (Fawal et al., 2024). Utilizing AI technology to simplify branding initiatives enables a 

solid emotional bond with consumers, which influences brand equity through successful touchpoints significantly. As consumers 

increasingly demand personalized experiences, implementing AI technologies in branding strategies has become a key differentiator 

for businesses. 

In addition to this, AI tech allows brands to be more engaging to consumers due to ‘live’ responses across all channels. According 

to Huh et al. (2023), AI-powered voice assistants can build up consumer brand loyalty through a consumer control proposition and 

alignment with brand voice. Brands have the power to create personal connections that matter through this feature. Because 

conversations are tremendously dynamic and conversational language, consumers are encouraged to talk to brands more often, and 

that, over time, builds brand loyalty. It also delivers high customer satisfaction when being on AI-powered platforms. Robust 

analytics help brands track feedback and optimise strategies to manage customer sentiments. Companies, for instance, have used AI 

to monitor social media interactions or analyze customer queries to reinvent their branding and respond to consumer trends and 

preferences more quickly. 

AI in Content Creation and Storytelling  

As content creation dynamics shift, we see that Artificial Intelligence is becoming a game-changer in allowing marketers,  

educators, and creators to create more engaging stories while producing high-end content with significantly more efficiency. AI 

integrated with storytelling and content development has changed the way stories are conceived, told, and experienced in different 

kinds of media. AI has drastically boosted content creation productivity, including systems that can generate written, visual and 

interactive media. Generative AI technologies enable even those without a creative background to create rich and compelling content 

with relative ease. AI-driven solutions allow different types of content to be generated, including virtual settings and interactive 

elements, which expand the creative palette of users (Borocki et al. 2023). This supports custom content creation, not just the news, 

which allows new voices to shape storylines with a perspective that broadens the richest story tapestry. In addition, given that AI 

models are trained on massive datasets, they can identify and replicate what has previously worked and what the target audience is 

engaging with. AI can also make suggestions for the narrative structure of the story and plot developments, along with character 

arcs based on the preferred narrative techniques for an audience, so that you are much more statistically likely to market your 

premises at optimal impact to each target demographic. 

AI’s reach is far further than content generation alone, it also stimulates the story format itself. Lai (2023) and Apata et al. (2024) 

examine the progression of AI-driven narrative generation systems, from simple rule-based methods to advanced generative 

frameworks such as ChatGPT. Given how AI can recognize and imitate different forms of storytelling, it can assist writers in 

breaking out of writer's block by recommending plots, characters and more and igniting inspiration. For example, authors can use 

AI to generate dialogues, descriptions and subplots for a more fluid writing experience. In addition, the increasing nature of AI also 

adds to the implementation of interactive storytelling, where the tale can change based on user input, thereby enhancing storytelling 

experiences and gaining knowledge through interactive stories and stories that bring characters to life (Zhang, 2022). As users 

interact with these AI-assisted storytelling tools, stories can be tailored to include their own life experiences or particular 

likes/dislikes, reframing what users see in ways to enhance engagement and emotional resonance. 

AI can also adapt its storytelling for multiple sectors, including but not limited to, education, entertainment and marketing. In 

education, AI tools facilitate the language learning process for non-native speakers, as evidenced by the creation of personalized 

EFL(English as a Foreign Language) environments that expose students to distinct experiences while enhancing their creative skills 

(Belda-Medina & Goddard, 2024). AI enables more efficient storytelling in film and media industries by streamlining production 

processes and helping filmmakers understand viewer preferences (Totlani, 2023). Gatti et al. (2024) further highlight this use of 
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immersive storytelling by using virtual reality (VR) to allow users to interact with vivid narratives across different media. Such a 

development allows for a more immersive and interactive narrative experience,  where the audience can participate in the story. 

AI-Enabled Brand Loyalty and Trust  

AI technologies enable us to create a customer journey, imitating the consumer's preferences and behavior, through data analytics. 

For instance, Ding et al. (2022) indicate that AI provides a more pleasant customer experience  and, in turn, minimizes perceived 

brand risk. This level of personalisation leads to high customer satisfaction and inspires loyalty, as customers feel like the brand is 

invested in them. Also, Josimovski et al. (2023) demonstrate, consumers are more likely to trust those AI algorithms and consider 

them helpful, rather than intrusive technologies, when it is evident to them how their data is being used. Transparency builds the 

foundation, which we know as trust, an important element in building sustainable relationships with customers. Taking 

personalization beyond simple interaction, AI is allowing brands to create experiences that emotionally engage. The consumer 

acceptance and trust in artificial intelligence recommendations are highlighted as the main factors affecting consumer purchases in 

interactive marketing (Yazdani & Darbani,2023). Such dynamics show how powerful AI can be to develop a constant, emotional 

connection with consumers that will increase the likelihood of brand loyalty. Hence, implementing AI technologies successfully 

will enable brands to resonate their messages towards their target audiences according to their entity values and expectations and 

further boost their market standing. 

Based on Heim & Chan‐Olmsted (2023), we also learn that AI-generated news is driving consumer preferences, thus, consumers' 

trust in technology plays an important role in their acceptance of AI products while trust emerges as a key driver in AI in the context 

of consumer acceptance of AI capabilities to improve customer experience with brands. Brands focusing on essential trust-building 

intentional efforts about ethical data use, together with transparently utilising AI, will have better consumer loyalty. Minton et al. 

(2022) maintain that the trust associated with both cognitive and affective remains significantly influential within consumers' 

perceptions of brands that utilize AI technology. For example, cognitive trust emerges from the functionality and reliability of AI 

tools, but emotional trust develops from the general ease consumers feel in dealing with AI. The ability to explain the difference 

between these approaches will be an important part of building consumer trust in both, which will go a long way in informing how 

they feel about AI-powered brand touchpoints.  

Frank et al. (2023) show that when consumers evaluate AI business autonomy, they do so with consideration of whether their 

expectations about a brand would be trusted, personalized, or relational; hence, organizations match the degree of AI autonomy 

present in those businesses. Meanwhile, consumers are most resistant to AI services perceived to be high on AI autonomy, but low 

on the expected/anticipated care that is typically present in trusted organizations, for example helping with private health and 

financial investment recommendations thus, how aligned consumers feel that AI business autonomy is with their expectations for 

high levels of service from trusted organizations drives their willingness to make use of high-autonomy AI-enabled services. As a 

result, businesses will enjoy increased consumer confidence and a stronger bond between the brand and its consumers as AI 

applications will be adapted to the brand’s values and ethics. 

In fast-moving environments, such as the financial services industry, however, AI can be a double-edged sword. Artificial 

intelligence can optimize processes and improve decision-making; however, it introduces a dimension of uncertainty that affects 

consumer trust (Kolo et al., 2022). This juggling has made the challenge of how brands explain the role of AI in how they operate 

more important as they reassure consumers who may be concerned about what its implications could mean for their data privacy 

and security. Aside from transparency, legitimacy and ethical standards are other pillars of building trust. AI certification can 

improve consumer acceptance and trust in the use of AI applications (Liu et al., 2019). These certifications can be used as effective 

marketing keys as consumers become more aware of certifications and how brands spend time achieving them, helping to develop 

loyalty while protecting data. 

AI in Brand Performance Measurement and Optimization  

Brand performance metrics track brand appearance in all data points. Conventional processes are generally based on retrospective 

evaluations, while Artificial Intelligence (AI) allows a much more forward-looking approach to analyze data in real time and provide 

information for forecasting. Cheng et al. (2023) demonstrate how AI can be applied to brand value and value chain maturity 

assessment in the digital transformation process, and the results display a distinct impact on both business digital transformation 

efforts and economic orientation. With this analytical decision-making capability, organizations could effectively track KPIs like 

customer engagement (Oyedele, 2025), brand equity (Marcus, 2020) and market share (Fasanmi et al., 2025). 

On that note, the predictive analytic capabilities of the AI significantly enhance the brand's predictive capability towards consumer 

behavior and market trends (Law et al., 2023). Using AI tools, brands can tailor their communications and suggestions to meet 

projected audience needs, increasing marketing ROI and improving brand impact. For example, brands can pivot their strategies 

based on predictive insights on customer preferences in real time that help them engage their customers effectively and achieve 

better satisfaction. Moreover, it identifies micro-targets within the consumer base and helps build enhanced segmentation strategies. 

This offers them the opportunity to design personalized digital marketing strategies that speak to their most desired customers 
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(Oyedele et al., 2023), which is particularly relevant to this study, as personalization can be a key differentiator in hypercompetitive 

environments that can elevate their place in consumers' minds (Aguerrebere et al., 2024). 

Since AI plays a vital role in improving customer engagement (the cornerstone of brand loyalty), many organizations plug smart 

chatbots and virtual assistants to address customer queries and facilitate personalised recommendations, thus enhancing brand 

experiences (Varsha et al., 2021). In the health care industry, for instance, AI's capabilities allow streamlined operational workflow 

in hospitals, which leads to employee brand commitment, which increases external customer service and makes the health institution 

more reputable (Aguerrebere et al., 2023; Aguerrebere et al., 2024). This mirrors the different extent to which industries are affected 

by AI, as companies already start to see the benefits of interacting with their consumers on a human level through technology 

integrations. 

Challenges and Ethical Considerations in AI-Enabled Branding  

The emergence of Artificial Intelligence (AI) creates new opportunities for brands in terms of personalization, customer engagement, 

and performance measurement. But the use of AI in branding practices also raises a host of challenges and ethical considerations 

that companies must grapple with to preserve consumer trust and ensure lasting growth. 

AI algorithms can also be complex and opaque, which can be a significant challenge in branding. Most AI systems use algorithms 

with sophisticated mechanisms that either marketers or consumers find difficult to understand, making it hard to find responsible 

parties in the event of errors or adverse outcomes (Kumar & Suthar, 2024). Questions about the ethics of branding with AI stem 

from a few different places, including the "black box" nature of AI, where the paths by which it comes to the final decision, whether 

for a doll name or a dialogue tree in a video game, are opaque. If a consumer is not comfortable with understanding the usage of 

their data and how the decision behind their experience was made, they might always be reluctant to trust brands using AI. 

Additionally, the need for large volumes of data to implement AI effectively presents major privacy challenges, especially as brands 

gather and analyze consumer data to fuel personalized marketing efforts. With the growing dependency on data-driven decisions, 

data ownership, and surveillance of consumer habits, businesses continue to benefit. Brands, therefore, tread a fine line between 

harnessing consumer insights versus respecting privacy rights (Elhajjar, 2024). Brands need to navigate laws such as the General 

Data Protection Regulation (GDPR) in Europe and the California Consumer Privacy Act (CCPA) in such a way as to minimize risks 

associated with data breaches as well as with unauthorized use of data. 

A significant ethical concern is related to algorithmic biases, whereby AI systems are unintentionally aligned to amplify existing 

social biases or stereotypes, but not managing biases causes discriminatory outcomes and maintains inequalities through consumer 

segments (Dwivedi et al., 2021). This makes it particularly critical for brands to use various datasets when training their AIs so that 

the outputs from the AI evoke an inclusive viewpoint and do not include any bias. Not only does this instil consumer trust, but this 

is very much in line with wider ethical standards & values around fairness and equity in branding. 

As branding and AI merge, establishing consumer trust, as well, is now a key part. Brands that openly disclose how they use AI are 

trusted more than those that do not (Minton et al., 2022), so it follows logically that consumers use their trust of AI systems as a 

proxy for how they feel about brands. This emphasizes the need to address customer concerns around AI technology and show a 

commitment to ethical principles in its use. 

There is also resistance to change in organizations when it comes to adopting AI for branding. Given their apprehension over skill 

gaps, the obsolescence of roles, and skepticism over the long-term effectiveness of AI (Elhajjar, 2024) in the world of marketing, 

marketers may find it challenging, if not impossible, to integrate AI into their processes. Yet, to solve the dilemmas arising from the 

use of artificial intelligence in the field of brand identity, companies need to firmly stick to rules, which are their ethics, bounding 

ethical usage of artificial intelligence technology. As noted by Davenport et al. (2019), privacy and algorithmic bias, and 

accountability of AI are some key initiatives that will drive responsible AI deployment. This will be the fundamental of ethical AI 

practices for brand enhancing transparency, getting regulatory compliance,  gaining consumer trust, as well as the implementation 

of this model will lead to the development of brand equity, which may lead to brand loyalty. 

 

IMPLICATIONS  

In today's competitive marketplace, leveraging AI to brand strategy will have effects for organisations endeavoring to hire brand 

performance, loyalty and trust. As shown in this chapter, harnessing the power of AI technologies enables companies to personalize 

their branding strategies, improve customer engagement, and refine marketing strategies with precision. For one, AI has spurred the 

evolution of personalization, allowing brands to connect with consumers on a more emotional level. This enables companies to 

build closer relationships with their customers by generating personalised marketing messages and experiences which enhance 

customer preferences, resulting in increased brand loyalty and repeat purchases (Ho & Chow, 2023). As such, brands are urged to 

prioritize AI-led personalization in marketing to forge connections with customers for the long run.  

Besides, as brands embrace AI-driven technology, they must do so with vigilance regarding consumer privacy, algorithmic biases, 

and data usage transparency. Companies that take on the challenge to build trust through responsible AI usage will earn the trust of 

consumers and build brand equity. According to Kumar and Suthar(2024), organizations must take action to avoid the above-

mentioned issues to build trust and loyalty with consumers. Furthermore, with the rapid pace of technology development in AI, 
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brands need to put effort into continuous education and training for their teams to effectively adjust to these tools. To overcome the 

resistance to change, marketers need to be trained in using valuable AI technology, and this is where the investment comes in. The 

use of AI can be tedious; therefore, creating a tolerable culture in organizations will go a long way to impede resistance to the 

automation process. In addition, the need for analytics and performance measurement will be more real-time than ever before.  

With AI technologies, brands can analyze campaign performance, consumer engagement metrics, and market trends continuously,  

enabling agile marketing strategies that can pivot quickly in response to change. The brands leveraging AFI for measurement are 

the ones that operationalise AI to continuously improve operational profitability, which makes it the tool of choice for improvement 

and shaping real-time updates. 

 
Figure 1: Leveraging AI in Brand Strategy: Implications for Brand 

 

CONCLUSION  

The current chapter discusses how AI can be applied to increase brand identity, customer engagement, and brand performance via 

personalisation and data-driven analytics. There is, however, a need for brands to be mindful of the ethical considerations of AI 

adoption, such as transparency, privacy bias. Brands that successfully navigate the opportunities and risks associated with AI will 

earn a competitive advantage and ultimately benefit from greater consumer trust and loyalty in the marketplace. Organizations that 

will emerge as winners with this wave of transformation will be the ones that will create a meaningful brand experience for 

consumers and, at the same time, create a positive association with the brand. Hence, brands and companies need to promote the 

culture of innovation and consumer consideration, making the most of AI to be able to thrive sustainably in this dynamic 

environment. 

Lastly, the new playbook of AI-driven branding will require companies to remain agile, concerned for their customers, and minder 

of the public good. With Gen Zs at the forefront of digital consumption, brands must conduct regular check-ins on their strategies 

and practices to ensure they are meeting changing expectations at the consumer level while also building trust and authenticity into 

the process. This way, brands can create meaningful relationships with their consumers that can result in success in a fast-paced 

digital world. 
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