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In the AI era…

…do we really need brands?



Briefly about Contexto
● 360 marketing strategies

● core team of 15 specialists with international experience 

● performance marketing,  on- and offline data-driven strategies

● ai implementation, lead generation



Traditional roles
Identification and differentiation

Emotional bond

Quality guarantee

Tone of voice and visual consistency 

Omnichannel experience 

Long-term reputation 

Premium price



Brands and AI 

Identification and differentiation Trust anchor

Emotional bond Co-creation, segment of one

Quality guarantee Algorithmic signals for AI assistants and search engines

Tone of voice and visual consistency „Brand language model“

Omnichannel experience Voice identities, AI brand ambassadors 

Long-term reputation Ethical AI governance

Premium price Brand as a data asset 



Identification Anchor trust
Brand = differentiation in overwhelming times

What changes: AI produces content/deepfake ⇒ people look for 
verified brands

Automation can not replace human touch 



Identification Anchor trust
60 % of consumers prefer trustworthy AI solutions.

Implications: brand safety tags, transparent AI‑labeling.

Double-check all outputs. 





Emo bond Co-creation 
Originally: storytelling campaigns

What changes: Generative AI + fans + postmodernism → 
co-creation.



Emo bond Co-creation 
Coca‑Cola Create Real Magic – 120 000 images / 11 days

Framework „Guardrails vs Playground“



Emo bond Co-creation 



Emo bond Co-creation 



Emo bond Co-creation 



Guarantee Algo signal
Brand = quality

BUT what if the quality is not judge by your customers? 

What changes: AI  asistenti recommend machine‑readable 
content



Guarantee Algo signal
AEO (Answer Engine Optim.)

Practicalities: structured data, semantic, elaborate content… 

Checklist: audit brand machine‑readability



Guarantee Algo signal



Consistency BLM (machine readability)

CVI and tone of voice manual

What changes: Custom LLM works as a style guard for all content



Consistency BLM (machine readability)

Forrester: tailor-made BLM (“meta-prompt”) 

Case: LLM for Mondelez

Watch for localisations and cultural mishaps

In the future - “brand agents”? 



Experience  Brand Avatar

Omnichannel experience

What changes: Chat/voice assistants = new brand “face”



Experience  Brand Avatar

Case: ČSOB AI assistant Kate

Checklist: personality, vocabulary, ethics



Zážitek Brand Avatar 



Reputation AI governance

Reputation → years of build-up

What changes: Hallucination, bias, deepfakes → governance



Reputation AI governance

72% young internet users expect to be bamboozled by deep 
fakes

Recommendation: controlling team, processes and audits 



Premium price Data asset
Brand equity = premium ($)

What changes: AI delivers ROI and monetizes data



Premium price Data asset
Case: Nike AI‑sneakers Air Max (+25 % price, sold out in <10 dní)

Matrix „Brand × Data“



3 main takeaways
Brands and their importance - higher than before? 

What steps need to be taken? 

What do you need to watch? 



Next steps - checklist
Internal audit of brand definition

Custom-made / Brand agent - unified digital identity 

Brand avatar persona workshop - definition

AI governance codex



Q&A



Thanks for your 
attention! 


