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Behind This Study

The Intelligence Engine

iIntelligence.

QUANTONOMICS

Rigorous validation & nuanced discovery with primary research

Quantonomics uses structured primary surveys to measure consumer
behavior, attitudes, trust, concerns, and decision boundaries. Responses
are rigorously validated, segmented, and synthesized to uncover meaningful
patterns across audiences and turn survey data into clear, decision-ready

Our Intelligence model delivers insights that are:

Current

=

Contextual Actionable

Q) > Survey Intelligence }

Captures direct consumer responses to
understand usage, trust, concerns,
decision boundaries, and future
expectations.
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> Rigorous Data Validation

Applies structured quality checks to
ensure survey responses are clean,
reliable, and ready for confident
analysis.
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> Cross-Segment Analysis }

Compares responses across generation,
gender, education, and Al usage
frequency to reveal meaningful
differences between consumer groups.

@ ~ Research Simplified.

. Insights Amplified.



How Consumers Are Learning
To Navigate An Al-First World

Al is already part of everyday consumer life, but confidence depends on more than adoption alone. Across the study, concerns around privacy &
incorrect information sit alongside clear expectations for human review, transparency & verifiable Al outputs, revealing a relationship that is
iIncreasingly shaped by both utility and control.

What Weakens Al Confidence What Strengthens Al Confidence
Personal data and privacy risks } 31% Human review of important decisions 36%
Incorrect or made-up information ‘ 28% Clear disclosure when Al is being used 30%
Replacement of human jobs — 19% Ability to check sources behind Al answers 15%
Bias or unfair decisions ] 1% Strong protection of personal data 1%
Too much power with large technology companies 1 8% Independent testing or auditing | 8%
Lack of accountability when Al makes mistakes i 7% Government rules and safety standards 7%
Deepfakes, scams and misinformation 7% Ability to opt out and speak to a human 5%
Lack of human oversight 4% Clear accountability when Al makes a mistake 3%
Reduced human creativity or skills 4% Evidence Al provides a real consumer benefit 2%
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These expectations vary across consumers, with generation, gender & education revealing distinct
patterns in Al use, confidence, concerns, & decision boundaries.
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Al Finds Permission In
Utility Before Authority

Writing and summarising leads accepted Al use at 41%, followed by search at 32% and shopping recommendations at 15%, medical diagnosis at 38%
and hiring or firing at 356% emerge as the clearest areas where consumers expect human involvement.

Where Consumers Welcome Al Where Consumers Want Human Involvement

Medical diagnosis or treatment

Writing or summarising information

Searching for information Hiring or firing employees

Loans or mortgage approvals

Product or shopping recommendations

Travel planning Insurance decisions

School admissions or grading

3
3

Education or learning support

2
X

Investment or financial decisions

2
X

Financial guidance

2
X

Medical or health information Law enforcement / policing

Mental-health support Legal decisions

Job or career advice Mental-health treatment

3
X
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At the margins, career advice, news & unrestricted Al decision-making remain peripheral, suggesting

consumer permission becomes most selective where credibility and consequence converge.
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Al Trust Is Taking Different Paths

Across Generations

Complete trust declines across generations, from 43% among Gen Z to 36% among Millennials and 29% among Gen X, while enthusiasm for
using more Al stands at 47%, 41% and 32%, respectively.
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Across all three generations, enthusiasm for using more Al remains slightly ahead of complete trust
suggesting openness is developing faster than full confidence.
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Generations Use Al Freely

Until The Stakes Rise

Daily Al use is highest among Gen Z at 47%, followed by Millennials at 44% and Gen X at 28%; willingness to let Al decide independently falls to
43%, 37% & 29%, respectively.
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T Gen 7 Generation Leading Use Case Consumer Share

.5 : : Gen Z Writing Or Summarising 35%

¥ Millennials

0 : : : : o

Millennials Product / Shopping Recommendations

g Gen X PpINg 22%

l O 10 20 30 40 50 60 Gen X Searching For Information 29%
L Daily Al use S J
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Gen 7 — Generation Strongest Red Line Consumer Share
Millennials _ Gen Z Hiring Or Firing Employees 33%
Gen X _ Millennials Medical Diagnosis Or Treatment 359%
O 10 20 30 4

O 50 60 Gen X Loans Or Mortgage Approvals 13%
Permission for Al to decide S )

«—— @Generation —

Younger generations are not only using Al more frequently, they are also more open to giving it a greater role in

decision-making, while older cohorts remain comparatively more cautious on both fronts.
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Generational Divide

Different Generations,
Different Paths Back To Trust

Personal Data And Privacy Risks leads distrust among Gen Z at 39%, replacement of human jobs remains highest concern among Millennial's
while incorrect or made-up information leads reassurance for Gen X at 36%.
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Generation Leading Distrust Factor Consumer Share Generation Leading Trust Builder Consumer Share
Fop Personal Data And % o p Human Review Of "
GenZ Pri . £ /°., ,?;, GenZ . 36%
Ivacy Risks ©o 10 2 3 40 5 60 Important Decisions o 1 2 s a0 s  so
% Millennials Replacement Of 26% % Millennials Abll!ty To Check The Sources 30%
Human Jobs 0 10 20 30 40 50 60 Behind Al Answers 5 = 7 2 i = 6
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%' GenX . 36% < GenX 29%
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Different concerns push each generation away from trust, while human review, source verification, and clear
disclosure shape their respective paths back to confidence.
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Education Is Redrawing

The Al Confidence Curve

Bachelor's degree or higher shows the strongest confidence profile, with 44% saying they trust Al completely and 48% excited to use more of it;
some college & associate degree records 22% benefits and risks equally, while high school & vocational consumers lean more toward neutrality,
with 36% neither trusting nor distrusting Al.
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Active avoidance remains marginal even among the more cautious groups, peaking at just 6% among high school & vocational

consumers - suggesting hesitation is expressed more through restraint than outright disengagement.
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Education Reshapes

The Boundaries Around Al

Several-times-a-week use leads among high school & vocational consumers at 37%, while daily use becomes dominant among some college &
associate degree at 41% and bachelor’s degree or higher at 49%; use cases also shift from search toward writing and summarising as education rises.

4 ) 4 )
Educational Cohort Daily Al use Leading Use Case Educational Cohort Strongest Red Line
Bl Searching For Medical Diagnosis / Al Recommends,
=\o:}* High School & Information =\°‘}& High School & Tieatment Human Decides
m Vocational 9% 24% M  Vocational 28% J
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Product Shopping & Loans Or Mortgage Al Recommends,
E;l Some College & Recommendations % Some College & Approvals Human Decides
i Associate Degree | *
Associate Degree 29% g 299, J
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Dl Writing / Hiring / Al Recommends,
€ Bachelor's ally Summarising € Bachelor's .Firing Human Decides
™% Degree Or Higher 1% ™% Degree Or Higher 36%
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The boundary itself changes with education: medical decisions dominate concern among high school / vocational and
cohorts, while employment decisions become the sharper red line among bachelor’s degree or higher consumers.
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Al Trust Breaks Differently

Across Education Levels

Job replacement leads distrust among high school & vocational consumers at 24%, incorrect information leads some college & associate degree
at 23%, while privacy becomes the strongest concern among bachelor’s degree or higher at 30%.
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Direct consumer benefit barely emerges as a source of reassurance across these cohorts, indicating that confidence is

being earned through safeguards, visibility and control rather than utility claims alone.
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Trust May Be Similar

Future Al Appetite Is Not

Complete trust is slightly higher among Men at 40% than Women at 37%, while enthusiasm remains close, with 48% of Men and 46% of
Women excited about Al and wanting to use more of it.

Trust Completely Excited About Al / Want More Trust Completely Excited About Al / Want More

Across both genders, enthusiasm for using more Al remains ahead of complete trust, suggesting future appetite is
growing faster than full confidence.
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Gender Dynamics

Gender Shapes Where
Al Use Ends And Control Begins

Daily Al use reaches 52% among Men and 47% among Women; Women lean further toward writing and summarising at 37% and shopping
recommendations at 25%, while medical decisions become their strongest red line at 38%, compared with hiring and firing among men at 34%.
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Writing / summarising 370/ Medical Diagnosis/ Treatment
.-O (o)
Hiring /Firing
Searching for information Loans/Mortgage Approvals
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How Much Authority Can Al Hold?
Travel planning . Al Can Decides,Human Independently —— =i
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The gender divide is less about whether Al is accepted - and more about the conditions

attached to trust.
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Different Pressure Points,

Similar Paths Back To Trust

Privacy is the leading distrust factor among Men at 33%, while Women divide almost evenly between privacy at 27% and incorrect information at 27%;
human review leads reassurance for both genders at 38% & 36%, respectively.
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Distrust Factor Trust Builder ® MEN

133%) Human review
Personal data / privacy risks >
127%)
24% Clear Al disclosure
Incorrect / made-up information
122%] Ability to check Al sources

Replacement of human jobs
116% |
| 9% Stronger data protection

1 7% | Independent testing / audits

10

Bias / unfair decisions

Big Tech power
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Evidence of a direct consumer benefit barely registers as reassurance among Men & Women, suggesting
trust is being negotiated around safeguards rather than promised utility.
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Al Trust Is Not One Consumer Story
It Changes With Permission, Context & Control

The findings in this report show that consumer attitudes f )
toward Al are not shaped by adoption alone. They are shaped
by where Al is used, what role it plays, & how much

authority consumers are willing to give it. @ @
Across the study, Al finds its strongest acceptance in everyday : .
assistance, while confidence becomes more conditional when Generation Gender Education
the technology moves closer to health, employment, finance,
e el b Clo Helolys How familiarity, trust, Where confidence How usage,

: and authority shift converges, and where reassurance, and
And those expectations do not take the same shape for : : .. ]

, : . across life stages. concerns begin to decision boundaries
everyone. Generation, Gender, and Education reveal distinct :
: . . diverge. change across cohorts
patterns in Al use, confidence, concerns, & decision
boundaries. N P BN J BN )
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The topline reveals the direction of consumer trust. Segmentation reveals where that

direction changes and why.
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Let's Shape
What Comes Next

For organizations looking to go beyond the topline, BioBrain Insights can extend this analysis through deeper audience cuts,
custom segmentation, and category specific Al trust intelligence.

We can also create a tailored research report aligned to your specific business needs, with custom analysis shaped around
your market, audience, category, and strategic decision requirements.

Deeper Audience Cuts Custom Al Trust Studies Category-Specific Intelligence
Expand the analysis across additional Design a focused study around your Understand how Al trust shifts in the
consumer groups, attitudinal segments, market, audience, product, or decision environments that matter most to your
or behavioral cohorts. context. business.
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If you're ready to pressure test an idea, build a real-time category pulse, or explore emerging consumer signals,
Let's Collaborate!
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