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AI ICP & Persona Lab

Using AI to define the right
customers for Thai brands in 2026

If we don’t know who the “right customer” really is,
even the best AI will only help us post faster — not
sell better.

AI ICP & Persona Lab combines real customer
voices, data and Al to design ICPs and Personas that
power your Social & Content OS for the whole year,
not just a pretty slide.
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4 Reasons Why Thai brands
need an Al ICP & Persona Lab
before boosting AI content

Many brands already have beautiful Persona decks sitting on a server, but Social
/ Content / Ads teams don’t know how to use them for daily posts. In the end,
content calendars are still built from gut feeling.

In a world of A, data, social insights and CRM, leaving Persona work as a “brand
housekeeping task” is a huge waste. AL ICP & Persona Lab turns Personas into
working tools for Social, Content and Media — not just documentation.
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From slide Personas — to Personas
the team actually uses

This Lab starts from a simple question:
“Will this Persona change the way we
post tomorrow?” If not, we redesign it.
The goal is a Persona that fits directly
into briefs and content calendars.
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One place for real customer voices +
A

Al ICP & Persona Lab pulls in Line
chats, inbox messages, comments,
sales notes and surveys, then uses Al
to cluster, summarise and expand
insights. You see patterns in real
customers instead of inventing
characters in a meeting room.
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Align Social, Content and Ads on the
same people

When every post and campaign is
tagged with “which Persona this is for,’
teams can finally talk about which
content resonates with which group —
and where to focus budget — instead of
spraying messages at everyone.

04

Turn Personas into a 6—12 month
content roadmap

H

Clear ICPs & Personas let you plan
quarterly themes, series and lead
magnets for each group. Your Social
Content OS becomes a year-long
conversation with the right customers,
instead of random ideas to fill the
calendar.



Clarifying ICP vs Persona
for your AI Marketing OS

ICP defines what type of customer
or company you should focus on -
for example Thai fashion SMEs
selling online, or young families in
Bangkok with small children. ICP
connects to Strategy & Brand and
Demand & Traffic: which markets
you choose and which channels you
invest in first.

If we don’t know who
we’re talking to,

AI only helps us talk
faster — not talk to the
right people.

Persona zooms into a single
representative person inside that
ICP - like a Busy Mom or Young
Founder — with clear goals, fears,
objections and online behaviour.
Personas are heavily used in Al-

Social, AI-Paid and AI-Lead & Sales

to shape messages, hooks and
offers that truly land.
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Gather real voices from Line OA,
inbox, DMs, call centre and sales

Collect 3-5 best-fit and 3—-5 bad-fit

customers

List common objections from
frontline teams

Group customers into 2—4 rough

segments

From slide
Personas - to
usable Personas

AI ICP & Persona Lab helps
your team design content
SO every post answers two
questions: who it’s for, and
what action we want them
to take next — instead of
posting just to fill the
calendar.




In a Persona Lab, Al
should organise and
expand real signals -
not invent fictional
customers from
scratch.

At this stage, Al’s job
isn’t to write the entire
SOP - it’s to help you
see the big picture and
highlight where to
focus first.

Collect real voices before using AI

Start Human-first: pull Line OA
chats, inbox messages, comments,
sales notes and survey responses
into one place. Ask simple
questions: who buys and is happy,
who asks a lot but never buys, and
which customers drain the team for
little profit. Keep everything raw for
now.

Let AI “organise and expand” —
not “make things up”

Use Al to cluster customers by pain
points, motivations and budget, and
to summarise raw insight into
bullets. Let it propose simple
nicknames like Busy Mom or Budget
Hunter that the team can remember,
but never let Al invent Personas
without real data.

Turn Personas into Social &
Content OS inputs

Each Persona should show who they
are, what they want and fear, where
they spend time, and what content
works. Then map each Persona to
series, formats and offers in your
Social Content Calendar.

Connect Personas to funnels and
all 6 Layers

Don’t stop at Social. Connect each
Persona to AI-Search, AI-Paid, AI-
Lead & Sales, and AI-CX &
Retention. Decide which messages,
angles and experiences they see at
each stage. When Personas are
wired into the 6 Layers / 12 Clusters,
you see clearly how much time and
budget really go to your “right
customers”.




From Persona Lab = to a
Social Content OS that
speaks to the right
customers

Once your ICPs & Personas are built from
real customer signals and organised with
Al, the next step is to let them drive your
Social Content OS — quarterly themes,
series and lead magnets by Persona,
instead of random daily ideas.
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In a Persona Lab session, the
Vault Mark team will help you:
— Pull insights from frontline
teams, sales, page admins and
analytics into one customer
view,

— Use Al to cluster, label and
summarise ICPs & Personas
that Social and Content can plug
into their work.

— Link Personas to your Social
Content OS and funnel (Search
- Social = Lead - CRM) with
clear 90-day actions.

Use the ICP & Persona Lab
worksheet and this asset as a
shared language between
Owner, Social, Content and Data
so your content stays focused
on the right customers all year.



