
06 What is the impact  
on jobs?

04 What are the 
main benefits?

ARTIFICIAL INTELLIGENCE

05 What do people see as the 
benefits within media?

What do 
people think?01

H O W  D O  P E O P L E  T H I N K  A I  W I L L  I M P A C T  T H E I R  J O B ?

Improve

Threat

No impact

Not sure

Gen Z Millennial Gen X Baby Boomers

26

28

25

21

33

19

31

16

25

18

34

23

9

13

51

28

P R E F E R  P E R S O N A L I S E D 
A D V E R T I S I N G  A N D  O F F E R S 

L I K E  P R O D U C T  S U G G E S T I O N S 
B A S E D  O N  I N T E R E S T S

Gen Z

Millennial

Gen X

Baby Boomers

62
62

53
44

78
80
74
70

47
PREDICTIVE

making lives 
easier

Find out how Rocket Fuel’s AI-powered Predictive Marketing platform 
can help you discover new customers and anticipate their preferences 
in real time by emailing EMEAResearch@rocketfuelinc.com

Source: Data collected from Rocket Fuel consumer survey (conducted by a Qualtrics) 
of 1895 people across UK, US, DE, FR, IT, ES, SW, AU. Survey conducted in March 2017
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PRODUCTIVE

doing tasks  
for us
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EFFICIENT

completing  
tasks faster
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Already used 
occasionally  

in everyday life

Already used 
widely in 

everyday life

It’s just 
Sci-Fi

Only exists in 
science labs
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Military Media, 
Advertising 
& Marketing

03 What industries  
do people think 
it’s used in?

02 Where do 
people think 
it’s used?

MILLENNIAL - 25-34GEN Z - 18-24 GEN X - 35-54 BABY BOOMERS - 55+

As the Artificial Intelligence revolution continues,  
Rocket Fuel looks at global consumers’ attitudes towards AI. 
Equipped with these findings, we show how perception changes 
across different generations.


