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Abstract

The objectives of this research were: 1) To study the level of Al
technology utilization in promoting digital marketing among café entrepreneurs
in Mueang District, Tak Province; 2) To analyze the factors influencing the use of
Al technology in implementing digital marketing strategies; and 3) To examine

the outcomes of Al technology utilization on the marketing performance of

cafés in Mueang District, Tak Province. This study employed an exploratory
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research design. The population and sample consisted of 30 café entrepreneurs
in Mueang District, Tak Province, This study was conducted using the entire
population (census). The research instrument was a questionnaire, and data
were analyzed using a statistical software package. The statistical methods
employed included logical analysis, frequency, percentage, mean, standard
deviation Pearson’s correlation coefficient, t-test and F-test (ANOVA).

The research results found that 1) the level of Al technology use to
promote digital marketing among cafe operators is at a high level. The first level
is using Al to create content for posts and captions, followed by using Al to
create graphics, videos, and analyze customer data with Al, respectively. 2) The
factors affecting the use of Al technology in implementing digital marketing
strategies are attitude towards technology use and perception of its benefits,
followed by customer needs and competition, resources and costs, knowledge
and skills, and organizational support, respectively. 3) The results of using Al
technology are helping to increase store sales, followed by enhancing brand
image and recognition, and increasing customer satisfaction, respectively. These
findings can be used to improve the marketing strategies of cafe operators by
using Al technology to develop marketing content that targets the target
audience, analyzing customer data and market trends to plan effective data-
driven marketing, as well as creating competitive differentiation through
personalized menu recommendations and automatic point collection systems,
which help increase customer satisfaction and loyalty, as well as strengthening
the competitiveness of cafes in the digital age.

Keywords: Artificial Intelligence (A)l, Digital Marketing, Café Entrepreneurs
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