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Most people are already using Al \j E@‘ k
regularly, and one out of five is seeing = f
their lives transformed |

REGULAR USAGE

of gen pop uses Al at least a few times a week.

LIFE TRANSFORMATION

of gen pop say, “Al tools play a central role across most
aspects of how | work, learn, or create.”
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Almost four in five younger people use Al at least a few times a week

FREQUENCY OF Al TOOL USE

42%

24%

37%

27%

Every day

17%

8%

4%

m18-35
Gen pop
11%
9%
A few times a week A few times

a month

Rarely

18%

2% 2%
N N
I've tried them but I've never
don't use them now used any
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And it's beginning to be integrated into people's personal lives

AUTHENTICITY

UNDERSTANDING

SUPPORT

9%

0%

8%

of GenAl users agree the
conversations | have had with
a generative Al feel as real
as the ones | have with
other people.

of GenAl users agree | feel that
generative Al understands me
and my needs just as well as
my friends and family do.

of GenAl users agree |
have turned to generative
Al for comfort, advice or
emotional support.
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Al is changing every
aspect of how people
manage their lives.

ICANTAR

41%

“I can pursue this
better using Al
than by myself.”
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Across use cases, younger consumers
say they can do things better with Al

i — 0

57%

I —————
51%

I ———— T
41%

T ——
43%

I ———
48%

I —————
52%

I ————
47%

T ——
59%

| Can Be More Creative Using Al Than Without Using Al

| Can Entertain Myself Better Using Al Than Without Using Al

| Can Improve My Social Life Or Relationships Better Using Al Than Without Using Al

| Can Improve My Mental Or Emotional Wellbeing Better Using Al Than Without Using Al

| Can Manage Household Or Daily Logistics Better Using Al Than Without Using Al

| Can Be More Productive At Work Using Al Than Without Using Al

| Can Achieve Long-term Life Goals Better Using Al Than Without Using Al

| Can Learn New Things Better Using Al Than Without Using Al

m 18-35 = Gen Pop
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When thinking about personal
impact of Al, sentiment is
overwhelmingly positive

HOW DO YOU FEEL Al WILL IMPACT YOU
PERSONALLY OVER THE NEXT FEW YEARS?

m18-35m36-49 W50 - 70
85%
69%
46%
36%

o)
21% 18%

9%
3%

12%

Positively Neutral / Not sure Negatively
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Consumers want businesses to use Al to
improve their products and services...

WHERE WOULD YOU MOST LIKE TO SEE COMPANIES
USE Al TO IMPROVE YOUR EXPERIENCE?

34% 35%
31%
27%
25% 26%
23%
19%

| don’t see a More personalized More intuitive More transparency Help making Proactive Lower costs Faster,
meaningful benefit experiences or easier-to-use and control better decisions problem solving or better deals smarter customer
from Al in company interfaces service

products or services
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...but they also want companies to move cautiously

WHAT DO YOU EXPECT FROM BRANDS OR COMPANIES WHEN
THEY USE Al IN THE PRODUCTS OR SERVICES YOU USE?

43%

37% 38%
33%
12%
7%
| don't have specific I'd prefer they Avoid using Al in Ensure Al doesn't Be transparent Protect my
expectations don't use Al at all ways that feel replace human about when and data and privacy
manipulative interaction where how Al is above all else
or deceptive it matters being used
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Opinion is evenly divided, with most people remaining cautious

HOW DO YOU FEEL ABOUT COMPANIES USING _
Al TO INTERACT WITH YOU (E.G., THROUGH 48 0/ Bl cautious,
CUSTOMER SERVICE, RECOMMENDATIONS, O with some hesitations.
OR CONTENT)?

26%

are negative
to companies
using Al.

25%

are comfortable
with companies
using Al if it works.
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Marketers are excited about the potential of GenAl in
marketing to consumers, but most are not ready

;

910

THE FUTURE IMPACT OF
GENAI IN MARKETING

90

INTERNAL READINESS

(—\
< FOR GENAI IN MARKETING
s

GenAl is going to be a
game-changer—not just
about automation, it's about
supercharging human skills.

GenAl’s current role in
marketing is in the early
stages—most admit they're
not Al-ready.

\/
v
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The Al-assisted customer journey is complex, but we already

have tools in place to track performance at its core steps

Al agent result tracking iz
With custom built scrapers and
dashboards,.we can retrieve the AI agent — Social media
output of major Al Agents for i
topics we want to target with our — _ Nz
online content, to understand (| #)) (—
share of voice against , ' U=
competitors.
Personalised Brand Forums and other
recommendations website digital media
® |

GEO strategy and activation

Strategy and actionable guidance on how to be
present and drive brand salience across Al Complete Action
engines

.COM traffic and
revenue tracking

From Google Analytics, we can see
traffic and commercial metrics
generated by users visiting .COM
after clicking on a source

linked by main Al agents.
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The starting point is the CATEGORY

The output helps brands to have a holistic view of brand performance along with the tools needed

to take action

1.

Role of Al answers in digital
journeys

How many searches and which
ones result in Generative Engine
answers, SO you can prepare more
precisely for an Al-driven

customer journey.

Popularity, Taste are the most common themes across ice cream queries

Consumer questions to LLMs in the past 12 months focus on identifying the best and most
consumed ice cream brands/flavours, though specific dietary features see short term growth

2.

Brand presence

How often your brand appears in
LLM answers vs competitors and
in which contexts, helping you to
build greater brand presence.

Ben & Jerry’s ranks within the top 3 in most LLM mentions apart from
ChatGPT, where it scores 4" due to competitor’s higher focus on Health

G) R o o B

3.

Brand positioning

How generative engines position
you to consumers.

Tracking of your brand against key
themes.

Across Ben & Jerry’s mentions Taste, Popularity themes are more prevalent
but the brand lags behind in Health, Flavours

/A Flavours - Important theme for Ben &
Jorry's. However, as the brand offors
niche/own flavours it does not come up for

/A Hoalth - specializod low-calorlo
brands like Halo Top and

Enlightened and brands promoting _ Jospas rosearches on generic flavours.
their natural ingredients like /
Haagen-Dazs dominate the theme A S
! [ || N o
\ @ Diotary/low sugar - Bon &
. ’ Jorry's is often mentioned within lists
@ Popularity - Ben & Jerry's 4 o bask no-daky fow creame
s often montioned in answors

to “popular/famous Ice croam
brands”

‘@ Taste/quality - Ben & Jerry's is often
ientioned in answers to “best ice cream brands”

ICANTAR
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4.

Citations

Where LLMs draw their answers
from, allowing you to know where
you need to build visibility and with
what type of content.

To increase citations in the Flavours space, Ben & Jerry’s should expand their
long form content and continue collaborating with lifestyle publishers

LLMs favour citations to lifestyleirecipe blogs. To increase
visibility in this space, Ben & Jerry's should collaborate
more with these publishers to increase mentions of and
links to the brand website.

highest SOV among brands for Flavours,
that clearly answers a popular
improve in this theme, Ben & Jerry's

tent on flavours, optimizing its
glossary and product descriptions

IKANTAR © X 208120
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Thank you
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We identify the most relevant queries by leveraging on our team’s
industry expertise supported by third party Clickstream data

Dataset of queries Dashboard with
Theme <: prompt trends and
eme Third party
Clickstream data N brand performance
Theme 2 —. g ENWZN
000000 &\
Consumer/ ® —-—---
Google é' | 000000 KO\ KO\ KO\
Prompts freme? | | 04 )
I Jan N M
® : ! . ENVENVEN
—————————— SN ZANZAN
Theme 4 —@
Themes...
We assign a theme to all We collect clickstream data for We either specify a list of
queries by either aligning with each prompt to make sure we competitors to track or use Al
client’s strategic objectives only include the ones most to identify main players based
or use Al to identify underlying relevant to consumers on the response text itself

themes in the dataset.
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