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• All respondents know either “lots”
or “a bit” about artificial intelligence
(AI).

We screened out people who knew less than this.

• All respondents think that AI either
“already” has or “eventually” will
have an impact on the way we live
as humans.

We screened out people who selected that AI 
will “never” have an impact.

1. A note on the research

This report is based upon insights 
unearthed from a global consumer survey. 
The research was conducted by Northstar 
Research Partners Ltd on behalf of ARM. 
Northstar are an independent research 
agency working out of London.
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How many people were spoken to?

Globally, 3,938 consumers were 
interviewed through an online survey. 
These interviews fall out across regions 
and markets as above.

The survey group

All respondents who took part in the 
survey were screened to make sure they 
had at least a basic understanding of 
artificial intelligence (AI).



By Simon Segars, CEO, ARM

ARM designs silicon chip technologies 
touching most of the world’s population 
so it shouldn’t be too surprising that we 
want to know how people feel about 
artificial intelligence. It is a technology that 
has been talked about for decades and it 
is now entering our lives through digital 
home assistants, prototype autonomous 
cars and friendly-looking robots. In my 
opinion AI represents one of the most 
interesting and potentially influential 
technologies ever developed but how 
many other people share my opinion? 
That is something we set out to discover 
when we asked Northstar Research 
Partners to carry out the independent 
global survey you’re about to read.

The report is a little surprising, even to 
me as an avid fan of new technology. I 
thought there would be more concern 
that machines might take over the world 
but it appears that people who know 
anything about AI seem to park the 
dystopian view in the realms of fiction. 
That may be because AI is fast becoming 
mainstream and already running (safely) 
on devices such as smartphones.   

It’s not all positive though and you’ll 
note people’s concerns over privacy and 
security. It reinforced to me why security 
must always be front of mind as we’re 
designing AI-enabling technologies.  
The other concern that came through 
was how intelligent machines might 
take people’s jobs. This is inevitable as 
workplace transformation has been a 
feature of all major technology shifts 
since the first machines entered 18th 
century textile mills. Our attitude 
cannot be to shrug and say change is 
inevitable but neither should it be a 
fruitless attempt to hold back progress. 

2. Foreword

Instead we should think about the 
implications on workers in the short 
term and prioritize technologies that 
enhance people’s abilities and capacity.

That dialogue must start now.

Planning for the exact nature and speed 
of change is likely to depend on the 
local economy. To help us assess that 
we wanted to find out how perceptions 
of AI differed between cultures. As a 
native Brit, I read with interest how 
Europeans were more skeptical than 
anyone else. It is clear however that no 
matter where people lived, there was a 
consensus that AI would have a positive 
impact on society in areas such as health 
care, transportation, and the workplace 
– all leading to a better quality of life.
The survey also provides insight into what
we think intelligent machines will look
like. Also, how we’ll communicate with
them and whether we might one day even
love them in the way we might love a pet.
The bottom line is no matter where you
look in the world, people understand and
appreciate the value that AI technology is
delivering and what it might deliver in the
future. As a result, they want it stitched
much more deeply into their digital lives.
This tells me the killer-robot scenario is
fast being relegated to the cutting-room
floor and the outlook for AI is good.

I think you’ll appreciate the insights you’ll 
get in the following pages and start to 
think more deeply about what advanced 
intelligent machines can offer society and 
the debates we must have to manage 
the transformation we can expect.

Simon Segars, CEO, ARM

ARM technologies provide the compute 
intelligence in more than 100 billion 
ARM-based chips in digital products sold 
in the world, including goods ranging 
from smartphones to space satellites, 
and its architecture plays a leading 
role in the development of connected 
devices using artificial intelligence.



Will society become better or worse 
from increased automation and AI?61% 22%

Medical apps that will diagnose 
illnesses earlier

Traffic controls that alter lights in 
real-time to cut congestion

Personal companions or assistants /
Fully autonomous vehicles 

How long do you think it will be before AI has a noticeable impact on your daily life?

AI TODAY, AI TOMORROW

Heavy construction Package delivery Piloting public transportation

Now 2027

Top three jobs AI machines can do better than humans

Would you trust an autonomous car to drive your family if accident rates were better than human drivers?

Top 3 most appealing applications of AI

Now 2022 2027

36%

71%

92%

#1 #2 #3

#1 #2

55% 70%

#3

The prospect of an AI future both excites and concerns consumers around the globe. But fears around the 
drawbacks of AI are offset by the benefits, and the net result is positive. AI will change society for the better.

Global: n=3,938 (UK, US, SW, DE, CN, TW, KR, JP)



4. Awareness and understanding

Tipping Point 

Despite being around since the 1950s, 
consumers’ exposure to artificial 
intelligence (AI) has until recently been 
largely limited to Hollywood movies. But 
that is changing fast, thanks to the rise 
of autonomous vehicles and personal 
assistants such as Siri and Google Now. 
This rise of the robots is leading to a boom 
in investment to bring AI to the mass 
market. Indeed,  Forrester Research has 
predicted a “greater than 300% increase 
in investment in artificial intelligence in 
2017”, compared with 2016, a testament 
to the sector’s rapid global growth.1 

Sundar Pichai, CEO of Google, wrote last 
year   that “the last 10 years have 
been about building a world that is 
mobile-first. In the next 10 years, we will 
shift to a world that is AI-first.” Experts 
tend to agree that AI technology is at 
a tipping point and could have a 
profound impact on the world in the 
near and long-term future. So, the 
technology is racing ahead but what do 
consumers really think of AI?

According to Northstar’s 
independent global survey, just over a 
third of people now think AI is already 
having a notable impact on their daily 
lives. This peaks in the US (44%), 
though not surprisingly most people 
globally still seem to believe the AI 
evolution is only just gathering pace. 
Ask people about how the world will 
look in five years’ time and the story 
changes: three quarters of 
consumers expect AI to feature heavily 
in their lives by 2022. The perception of 
a seismic shift towards AI, as expected 
by most experts, is also widely 
understood by consumers.

Ok Google… What’s AI?

Consumers recognize that AI is coming, 
but do they know what it is? Only a third 
claim to know “lots” about AI, leaving 
the majority with a slightly vaguer 
understanding. Younger consumers who 
have grown up as digital citizens are the 
most knowledgeable, particularly tech-
savvy consumers in the Asia region. 

Reinforcing our findings that most people 
tend to have a limited understanding of AI, 
although many digital platforms already 
use AI tech, our study suggests users are 
often not aware. For example, a quarter 
of Siri users didn’t know that AI powered 
the personal assistant, and awareness 
of AI-style tech driving other popular 
apps  is even 
lower. This tells us that the public’s grasp 
of what AI can deliver is still building.

42% 58%

44% 56%

46% 54%

47% 53%

55% 45%

58% 42%

77% 23%

Figure 3: Were you aware that some/all of the following applications use AI-style 
technologies? (Choose all that you are aware of)

Aware of AI tech Not aware of AI tech

“The future is only just 
beginning; it’s going to 

create a whole new way of 
life for all of us.”

UK Consumer   

Figure 1: How long do you think it will be 
before AI has a noticeable impact on your 
daily life?

36
71

100

It already does 
currently

In the next 
5 years 

More than
 5 years 

Yes, 
I know a 
bit about it

Yes, 
I know lots 
about it

33%67%

Figure 2: Do you know what the following 
things are? (Artificial intelligence)

Global

%
%

%



Mixed Emotions

Reflecting these benefits, the prospect 
of an AI-powered future makes many 
consumers feel “optimistic”, “excited” or 
“enthusiastic”. However, the somewhat 
polarizing nature of AI means a 
significant minority of consumers feel  
“concerned” or “unsure” about what 
the future may entail. Seismic change 
is scary and hard to comprehend, as is 
the idea of robots influencing our lives, 
resulting in mixed emotions. 

The question remains whether the feelings 
of concern and uncertainty will subside as 
AI applications become used more 
widely. But one thing seems clear: s AI 
technology is applied in ways that help 
preserve human health and enhance 
people’s quality of life, we can expect 
to see public opinion swinging even 
more forcefully in favor.  However, this 
is predicated on AI developers ensuring 
the technology is safe and secure.

For better or for worse?

Much is made of the positive and 
potential negative impacts AI can exert. It 
may have the potential to truly transform 
society for the better. For example, 

enabl  advanced scientific and 
more complex medical research, 
where the ability to assess vast 
quantities of data in superfast time and 
use a computer brain to ake instant 
decisions can bring benefit. There is 
also the doomsday scenario: AI 
technology being used for criminal 
activity or robots attacking people as 
they come to view us as inferior or 
dangerous. 

From a consumer perspective 
however, there is a clear consensus 
that AI technology and increased 
automation will help rather than hurt 

. Well over half of consumers 
predict a better societal future, versus a 
fifth who expect things to get worse. 
Asian consumers see the 
brightest prospects, with around three 
quarter  predicting positive change. 
The picture is more balanced in 
Europe, with greater skepticism 
towards the likely impact of AI.

Altruistic AI

Consumers recognize the profound 
impact AI may have on human society, 
with the biggest potential benefit seen 
as medical and scientific advancements. 
This comes at a time when the uptake 
of medical AI applications is 
growing rapidly. Take Babylon  for 
example, a digital healthcare app 
aiming to provide basic medical 
advice such as a doctor or nurse 
would now, or Triggr, which is using AI 
to help tackle opioid addiction. Other 
benefits are recognized, including the 
replacement of tedious and dangerous 
tasks by robots or intelligent machines, 
reducing business costs and increasing 
capability. But of all possible upsides, 
our findings indicate that the altruistic 
application of AI resonates with 
consumers most strongly.

5. Prospects of an AI future

Advancements in areas that help 
humans, e.g. medicine and science

Lower business cost or increased 
capability leading to better 
service and lower prices for 
consumers

Tedious or dangerous tasks 
being done by robots

Less chance of human accidents/
mistakes

More free time for humans

37%

29%

19%

11%

5%
Figure 5: Which of the following do you think 
would be the biggest benefit of a future in 
which AI significantly impacts human life?

27%

25%

9%

20%

20%

30%

33%

Enthusiastic

Excited

Optimistic

Neutral

Concerned

Unsure

Confused

Figure 6: How does the prospect of an AI future make you feel? (Select all that apply)

Figure 4: Do you think that society will 
become better or worse from increased
automation and AI?

22%17%

61%

Global

Won’t change Worse/ 
Much worse

Better/Much better

“It will help us with technology 
and living life to our fullest.  It 
will make life easier once we 
accept that it is good for us.”

US consumer



6. Concerns and security

Cloud Concerns

85% 57% 63%

AI machines being unreliable

AI machines becoming more intelligent 
than humans

AI machines being hacked and you losing 
large amounts of personal infomation

Figure 7: Do the following scenarios concern you?

Too clever, or not clever enough?

Device hacking and the loss of personal 
data concerns consumers across 
the globe. However, there are some 
interesting regional differences relating 
to the performance of AI devices. US 
and European consumers are more 
likely to worry about the “reliability” 
of AI machines, reflecting a lower 
positivity generally. In Asia, reliability is 
less of a concern, but there is genuine 
apprehension about AI machines 
becoming more intelligent than humans. 
It is a fear propagated by individuals 
including Professor Stephen Hawking, 
arguably the world’s most famous 
living scientist. He has said   humans are 
limited by “slow biological evolution […] 
couldn’t compete and would be 
superseded”. 

Consumers’ security concerns appear 
genuine and widespread, and AI 
companies should take heed.  Currently, 
only 58% of consumers believe companies 
involved in creating AI machines are 
doing enough to ensure hacking won’t 
happen. 

Ironically, despite the potential to be 
hacked, AI is already playing a major 
role in combatting global cybercrime 
- including real-time identification of
threats and shielding companies from
attacks, but perhaps consumers are
unaware of this? Could the benefits AI
brings to combating cybercrime offset the
security concerns consumers have around
hacking and the loss of personal data?

CloudLocally within the device

Figure 8: Which of the following ways would you want your AI devices to process and store 
information/If we were to tell you that the performance of the AI machine was significantly better 
when linked to a cloud, which would you choose?

57%67%

33% 43%

Without 
prompt

With prompt 
of increased 
performance

Greater reassurance around security will 
be vital for consumers to fully embrace 
the rapid rise of AI and allow machines to 
play an even greater role in their lives. The 
survey suggests concerns are genuine and 
widespread, with hacking and the loss of 
personal information highlighted as a 
concern by the majority of respondents. 
In total, 85% of global consumers are 
concerned about securing AI technology 
and the tech industry should take note. 

The May 2017 Wannacry global cyber-
attack that held the world to ransom is 
just another reminder of the cyber threats 
being faced today – with up  to 150 
countries thought to have been 
affected . Major attacks like this only 
compound consumer concerns around 
cybersecurity.

Our survey suggests that on-device AI 
could help to appease consumer fears. 
Two-thirds of people think AI 
devices should process and store 
the most personal data locally and only 
send non-sensitive information to the 
Cloud. Even when told that an AI 
device’s performance could be 
improved when linked to the Cloud, 
the number of people in favor of 
sending sensitive data to the Cloud 
only increases by 10 percentage 
points. This relatively small increase 
indicates consumers remain concerned 
about their privacy and favor 
protecting personal data over a 
potentially more powerful computing 
experience.

The privacy issue appears to have been 
noted by the technology industry and 
more is now being done to enable a 
full AI experience on device. Google 
has developed a program called 
Federated Learning   where a light 
version of its TensorFlow software 
enables AI learning on a smartphone. 
The beauty of this is that sensitive 
information never leaves a user’s 
device and app updates are applied 
in real-time. Later, the information is 
collected by Google anonymously and 
used to make general app refinements.

“The perception that big 
brother is watching... privacy 

concerns... and how much 
control in our life we are 

giving up.”

US consumer



Fourth Industrial Revolution

It’s hard to predict accurately the impact AI 
will have on jobs, but expectations are for 
both large-scale job losses and many new 
job opportunities. While some traditional 
jobs may significantly change or even 
be replaced by automation, new jobs 
and sectors will arise to take their place. 
The recent rise of the “gig economy” 
and other internet-based service models 
points to the positive impact large scale 
transformation can have on employment. 
However, with AI and automation 
driving a “Fourth Industrial 
Revolution”,  people, businesses and 
nations must react to this period of 
transformation if they are to win in a 
smart global economy. 

Our survey findings suggest consumers 
think that manufacturing and banking 
jobs are most under threat, while jobs 
in science and healthcare are the safest. 

Interestingly, across all 
industries discussed, consumers tend 
to believe humans will still be better 
placed than robots to do all the jobs we 
asked about. The more repetitive the 
work, such as heavy construction and 
package delivery, the more a workforce 
of robots is thought suitable; but in 
general a human workforce is 
consistently considered a superior 
choice. The reality is that a mixed 
workforce of AI machines and humans 
may be the most likely outcome in most 
industries.

Although humans may be replaced by 
robots in some areas of 
employment, increased automation 
also presents great opportunity. 
Perhaps hard to grasp now, the 
expectation is that new sectors and jobs 
will be created and society will 
adapt. It’s hard to comprehend that  
“65% of children entering primary / 
elementary school today will ultimately 
end up working in completely new job 
types that don’t yet exist”, as quoted by 
the World Economic F  uch is 
the unprecedented speed at 
which things can change.

When thinking more holistically about the 
impact of AI, increased data sharing and 
the risk of losing personal information are 
only secondary drawbacks. Globally, the 
biggest issue is AI’s potential impact on 
jobs.

Swings and roundabouts

AI will have an impact on jobs. The 
question is  will it be positive or 
negative  On one hand, increased 
automation means greater efficiency and 
productivity, better employee safety and 
even a higher standard of living (more 
free time, lower prices). However, AI 
may also cause job losses and 
fundamentally change traditional 
employment. This raises tough societal 
questions: With fewer human jobs, is 
there a need for a guaranteed living 
wage? Should companies pay tax on 
behalf of their robot workers as they 
are replacing human tax-payers?

The paradoxical nature of AI’s impact 
on jobs is reflected in consumers 
recognizing the benefits and 
drawbacks. Almost a third believe the 
biggest benefit of AI is that tedious and 
dangerous tasks can be done by robots, 
whilst a third also think that fewer or 
different jobs for humans is the biggest 
challenge from an AI economy. 

7. Impact on jobs

Heavy construction

Delivery of packages

Piloting public transport

Life-saving surgery

Military

irefighter

Agriculture

Cooking

48%

44%

43%

37%

33%

32%

29%

15%

AI do 
better

Humans do 
better

Figure 11: Which of these jobs do you think 
AI machines would do better than humans, 
thinking specifically about safety and 
efficiency?

Fewer or different jobs 
for humans

Giving some control over our 
lives to machines

More data being shared and 
potentially stolen online

Societal issues around fewer 
opportunities for humans / 
feeling less useful / too much 
free time

Machines becoming independent 
and able to think for themselves

Tendency to build relationships with 
machines more than humans

Figure 9: Which of the following do you think would be the biggest drawback of a 
future in which AI significantly impacts human life?

9%
11%

12%

18%20%

30%

19%

18%

10%

9%

9%

8%

7%

6%

5%

4%

4%

Manufacturing workers

Banking

Construction

Public transport

Farming

Figure 10: Which of these job sectors do you 
feel are most under threat from AI machines? 
Please select the three you feel are most 
under threat.

Taxi drivers

Healthcare/hospitals

Financial analysis

Insurance companies

Science

Policing/security

52%

56%

57%

63%

67%

68%

71%

82%

“AI will liberate people from 
cumbersome and  

monotonous tasks.” 

Chinese consumer



8. Form and communication

Mixed-Machina

There is difference in the way AI is 
portrayed in science fiction movies versus 
the AI products available today. On the 
big screen, AI machines resemble humans 
– think Ex Machina or Her. But away from
the screen, AI machines take a variety of
non-human forms, such as Amazon Echo.
Despite the movies, only a minority of
consumers think AI robots will physically
resemble humans, instead thinking they’ll
take a mix of forms, depending on their
function, or be built into devices as
invisible functionality. That said, a future
with human-like robots is more probable
in the minds of US and Asian consumers –
who think they have a superior knowledge
of AI, than Europeans.

Conversing, not commanding

We are already beginning to communicate 
with AI devices in a semi human-like way 
and consumers unanimously want more 
advanced AI machines to understand and 
communicate using natural language. 
While it’s currently possible to ask Siri 
where your nearest supermarket is, it’s not 
possible to have an organic conversation 
with Siri about which supermarket may be 
best on that day. Achieving this friend-to-
friend or advisor-to-asker state is where 
devices seem to be heading. Taking steps 
towards this, New Zealand start-up Soul 
Machines recently launched
lifelike avatar called Nadia that is 
emotionally intelligent – displaying her 
own emotions and reading yours via a 
webcam.

However, despite recent advances, 
the quest for fully organic conversation 
with an AI bot seems a way off, one 
reason why two thirds of consumers 
would currently consider adapting the 
way they speak to communicate with an 
AI device.

94%
of global consumers think 

it is important that AI 
devices can understand and 
communicate using natural 

human language.

Figure 12: What do you think future AI robots will look like?

Natural onnection

Given the pace of AI development, it’s 
reasonable to expect AI devices will 
interact with humans more naturally 
soon. Perhaps some will develop unique 
personalities, especially if they are going 
to be working in consumer-facing roles 
such as shop assistants, medical advisors 
or personal companions. We put this to 
our survey group, extending the thinking 
to ask if they could see humans growing 
to love a device in 2050, possibly in the 
same way they might love a pet now.
Well over half think a form of human-
robot ‘love’ could develop. And in the 
same scenario, more than two thirds of 
consumers think that people would grow 
to trust AI devices to the point where they 
could replace a carer for sick or elderly 
people. 

This consumer future aligns more closely 
with popular science fiction narratives. The 
question is, will the AI technology develop 
far enough to the point where what we’ve 
seen in movies could become real?

They will look like humans 
(human size, human face)

A mix of forms depending on 
the function they are performing 
(including avatar virtual people)

A robotic machine, that is 
completely un-human like

AI will mainly be built into 
everyday devices such as 
smartphones (this is starting to 
happen now)

Global 

13%

19%
30%

38%



9. Applications of AI

AI offers endless possibilities to 
revolutionize the way we do things. 
Consumers are already aware of some 
major areas in which AI is being applied 
successfully and we should expect 
surprises over the coming years, as AI 
infiltrates areas we don’t expect. But 
which of the vast array of AI applications 
excite  consumers most?

67%

50%

60%

36%

54%

30%

Medical apps that will 
diagnose illnesses earlier

Traffic controls that alter lights 
and ehicle ow in real ti e to 
cut congestion

Personal companions and 
assistants, e.g., with the ability 
to look after elderly people

Fully autonomous vehicles 
that are far safer

Call centre audio bots or 
avatars with natural language 
capability to deal with any 
enquiries

ouses and offices that react 
instinctively to users’ needs

Healthcare Lifestyle

AI’s potential is of course not limited 
to healthcare and automotive. With 
the success of Siri and Amazon Echo, 
AI technology has entered our homes 
and has the potential to transform our 
day-to-day lives. Over the next 5 years, 
consumers would be most comfortable 
using AI to provide home security 
and least comfortable taking fashion 
advice. AI devices are better suited to 
completing functional objective tasks, 
such as unlocking doors, and less suited 
to subjective tasks which require creativity, 
such as recommending which hat to wear.

Figure 1 : If you had the choice of going to 
an AI doctor or a human doctor, which would 
you choose?

Figure 1 : Now, thinking specifically about 
how AI could improve your daily lifestyle... 
What kind of AI device interactions would you 
be comfortable with over the next five years, 
to improve your lifestyle?

60%

52%

44%

37%

28%
Human 
doctor

AI 
doctor

Using an AI system to provide 
home security, e.g. unlocking 
doors for approved people

Using an AI device linked 
to your fitness rofile to 
suggest food menus

Providing intelligent parental 
control on all device content 
depending on who is 
accessing it

Using an AI device as a 
clothing stylist to assess what 
you’re wearing and suggest 
alternatives

AI-powered biometric 
devices that constantly 
monitor your health and 
provide improvement ideas

Figure 1 : Below are several ways AI could 
be used in the future. From the list below, 
please select the three most appealing 
applications of AI? (% ranked 1st – 3rd)

Automotive

Another industry where AI is making 
great strides is automotive. Although only 
the fourth most-appealing application, 
autonomous driving sets AI firmly in 
the consumer domain. Today, over half 
of global consumers would trust an 
autonomous car to drive their family if 
accident rates were demonstrably better, 
and jump forward a decade, this increases 
to more than two thirds. With the widespread 
rollout of autonomous vehicles, we should 
expect the proportion of consumers saying 
they wouldn’t trust autonomous cars to 
shrink, as the technology becomes more 
familiar and trusted. 

Figure 1 : Next year / In the next decade, 
would you trust an autonomous car to 
drive your family if their accident rates were 
demonstrably better than human drivers?

55% 70%

Yes,
I would trust it 

(now)

Yes,
I would trust it
(10 years time)

Medical apps that offer early diagnosis of 
illness are most appealing to consumers. 
Deepmind’s Stream app can diagnose 
kidney problems at its earliest stage. By 
analyzing blood test results in real-time 
potential risks are flagged and acted upon 
immediately. Google’s $400m acquisition 
of Deepmind1   is a clear signal of 
intent and reflects the huge 
opportunity that exists for AI within 
healthcare.

“The application of AI to 
healthcare is, we believe, an 
incredibly exciting area of 

research that can be leveraged 
to achieve a great deal of 

societal good.”

Dr. Andre Esteva, 2017
(Stanford University)

Possibilities abound when it comes to 
AI and healthcare, making it hard 
to imagine what the future has in store. 
We asked consumers to consider a 
scenario in the year 2050, where AI 
doctors have been proven to be better 
at diagnosing patients than a human 
doctor. Consumer preferences are 
largely split down the middle: half 
would prefer an AI doctor, while the 
other half would prefer a human. 
The proportion of consumers 
preferring the AI robot doctor is 
highest in Asia, unsurprisingly given 
they appear to be more willing 
adopters of AI tech (especially versus 
Europe).

53% 47%



10. A demographic perspective

Regions

While all respondents share similar views 
about the future of artificial intelligence, 
there are some notable regional 
differences. Asian respondents were the 
most bullish about the positive effect of 
AI in the future, while Europeans were the 
least optimistic. Asian consumers also 
tend to favor robotic doctors more than 
other respondents and are very positive 
about the role that autonomous vehicles 
can play in the future. U.S. respondents 
were much more likely to feel that AI 
devices need to be able to communicate 
with natural human languages.

Age

Younger survey respondents (18-44), who 
have largely grown up in a digital world, 
seem to have a deeper understanding of 
AI and tend to be more positive about 
its impact. This includes a willingness 
to use and trust AI across a range of 
applications. They also express less 
concern about potential security issues. 
Younger consumers are also marginally 
more likely to think that AI would have a 
positive impact on society, versus older 
consumers (44+). 

Not too surprisingly, vested interest 
lifestage factors appear to have an 
impact. Older consumers find medical 
apps and biometric monitors more 
appealing and younger consumers 
see more value in devices like an AI 
personal stylist. Older consumers also 
appreciate the impact AI could have 
on advancements in science, more than 
younger consumers, who skew towards 
appreciating AI’s potential impact on 
lowering business costs.

Gender

When it comes to gender, men and 
women see eye to eye on AI, with a few 
exceptions. Men are slightly more bullish 
about AI’s future impact. Women are 
more likely than men to see the biggest 
benefits as being advancements in 
medicine and science, whereas men skew 
towards autonomous vehicles. Women 
are also more likely to want their data 
stored locally, rather than in the cloud.



1 . Conclusion

Our research shows that if consumers 
aren’t already feeling the impact of AI, 
they feel they will within the next 5 years. 
And while consumers seem to recognize 
the likelihood of a societal shift from the 
looming Fourth Industrial Revolution, 
the prospect of such change is met with 
mixed emotions. The survey responses 
suggest that most consumers are excited 
and optimistic about the possibilities 
of an AI-driven world but they are also 
concerned by some potential drawbacks. 
This is to be expected as rapid change 
has always been a catalyst for uncertainty. 

Much has been made of the potential 
negative impact AI could have on 
employment and this is reflected in some 
of their concerns. Fewer or different jobs 
are seen as one of the biggest drawbacks 
despite most people believing humans 
would mostly make superior workers. 
Consumers think that some sectors 
are more at risk than others, especially 
occupations perceived as offering 

“All different forms of human expression, art, 
science, are going to become expanded, by 

expanding our intelligence.”

Ray Kurzweil

repetitive work. For this reason, jobs such 
as banking or manufacturing are chosen 
as jobs that might benefit from increased 
automation. The proliferation of AI also 
fuels new security concerns, notably 
the enhanced risk of hacking and losing 
personal information, or to a lesser extent, 
AI robots becoming more intelligent than 
humans. For manufacturers of AI devices, 
listening to and appeasing consumer 
concerns will be extremely important in 
driving widespread adoption of AI. 

Consumer uncertainty is offset by 
people’s views on the positive impact AI 
is likely to have. From autonomous cars 
to personal assistants, consumers can 
see the many ways in which AI can be 
applied to make lives better and safer. 
They also think that the current high level 
of willingness to use AI-based devices 
will increase with the proliferation of AI 
devices and greater familiarity. Consumers 
also understand that AI technology could 
transform their lives in the most profound 

ways. Altruistic applications of AI, used 
in medical and scientific research for 
example, resonate extremely strongly 
with consumers, and help sway the net 
positive impact AI could have.

Due to the rapid rise of AI and the 
boundless possibilities existing, many 
questions remain. What will an AI future 
look like? Might AI devices 
resemble humans, or  as consumers 
currently expect, will they take many 
different forms? Will AI usher in new jobs 
that don’t exist today? Could we love 
robots in the same way we currently love 
pets?

AI is here and here to stay. Despite 
the many unanswered questions, 
consumers across the globe are 
hopeful that AI's impact will be 
positive and society will progress as a 
result. Expanding our forms of human 
expression by expanding our 
intelligence  the possibilities 
are endless.
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