NAVIGATING

TURBULENCE

The AI edltlon

I ) '_La'fce?s_ti'nsi'ghts'Undhérpinnin'g”
P |- :decisions for the year ahead



B Therise of Al poses an existential
danger to humankind, not
because of the malevolence
of computers, but because

of our own shortcomings.”

Yuval Noah Harari

Professor of History at the Hebrew
University of Jerusalem.

A WORLD FACING ONGOING
CRISES, UNCERTAINTY
AND WEAK ECONOMIC
GROWTH IS NOT AN EASY

ONE TO NAVIGATE.

This is the backdrop against which business leaders
need to make choices. Not only to secure short

term performance goals, but to lay the foundations
for longer-term sustainable success.

A core building block for both the

short and long-term is strengthening
your business’s reputation

and your employer brand.

The strength or weakness of your reputation
can make the difference between having
market access and a favourable regulatory
environment - or not. It caninfluence how
much you are trusted - by all your audiences,
especially those you want to work for

you or buy your services and products.

And Al is a variable of growing
importance to sustainable business

performance and organisational culture.

How it isused or misused, together with
itsimpact on jobs, are key to population
perspectives on businesses. Thatis
why Al is at the heart of this edition of
‘Navigating through turbulence’.

Communications and HR professionals
play a central role in helping business
leaders manage the impact of Al on
the experience and perceptions of
their full range of stakeholders.

Thoughtful advice on the action needed
to both protect and strengthen your
reputation from the inside out is critical
-and that advice needs to be based on
evidence and carefully curated insights.

| hope this edition provides you with
some of those insights - on the wider
context and latest trends helping
underpin your advice and action.

Ghassan Karian

Chief Executive,
Ipsos Karian and Box




AN Al JUDGEMENT
DAY COMING?

As ametallic foot crunches down onan
anonymous human skull at the beginning of
James Cameron’s Terminator 2: Judgement
Day, set amere five years from now, the
message is unambiguous. The apocalypse
will be universal. Our experience of the

rise and supremacy of Al will be the same
everywhere - the skull is all of us.

We enjoy these bleak narratives and they're
trotted out frequently in discussions
about Al. Butinreality the arrival of
Al-agenie that regardless of our views
has now truly fled the bottle - has

offered no one singular experience.

Thereisno consensus among public
figures, and no universality of experience
across global populations.

A 2023 survey of 2,778 Al researchers',
for example, saw seven in tenregarding
Al aslargely positive; but more thana
third still gave at least a10% chance

of advanced Al leading to outcomes

as bad as human extinction.

Forevery Andreessen claiming Al Will Save
The World?, there are others - such as the
signatories of the Bletchley declaration on
Al -who see ‘potential for serious, even
catastrophic harm,'from Al models.

Simply worrying about whether the skull
is ultimately still out there waiting for us
is counterproductive. So are hypothetical
doomsday scenarios, diverting as they
are. Inthisreport we focus on what is.
Drawing on data from across the world we
explore the tapestry of experience, hope
and dread around Al, not to prognosticate
ruin, but to guide positive steps.

Seeing where the ambiguities lieis an
invitation to explore them. Measuring the
gap between what employees and their
employers think offers a starting point
for discussion. Recognising that the Al
experience differs between generations,
industries and economies is a critical
first step towards understanding.

Donald Trump, a thinker not always known
for precision, was accurate about Al."We're
right at the beginning of it,'he told an
interviewer. And so we are. Which means
the united strategies to help businesses,
nations and the human collective navigate
this paradigm shift and benefit positively
from Al are still being formed.

Ourresearchis here to offer some illumination
on that new path. In the face of fear,

rational inquiry that informs constructive,
consequential action is vital. Otherwise

we may end up at the end of a different Al
tragedy, slumped like the ailing replicant

in Ridley Scott’s Blade Runner, mourning

the opportunities lost like tearsinrain.

1 https://aiimpacts.org/wp-content/uploads/2023/04/Thousands_of_Al_authors_on_the_future_of_Al.pdf

2 https://al6z.com/ai-will-save-the-world/

3 https://www.gov.uk/government/publications/ai-safety-summit-2023-the-bletchley-declaration/the-bletchley-declaration-by-

countries-attending-the-ai-safety-summit-1-2-november-2023

Key facts

Optimism, confidence and trust all
fragile at a time of major turbulence

(o]
3 2/3
of world are not optimistic about

the future of their country

The world is facing a series of interlocking
challenges and people are not confident we
are overcoming them currently. Just 31%
are optimistic about the next 12 months for
their country - but the little optimism that
there is is not shared equally. The “Global
North” are particularly pessimistic

Conflicted views on Al
making our world better AND
our jobsless secure...

believe Al will have a positive
impact

Nearly six in ten(57%) agree it will have a
positive impact, but again, optimism is not
shared equally. The Global North remains
more cautious than the Global South.

gap in confidence of direction

of their organisation between
executives and employees

Just half feel confident about the direction of
their organisation, but there is a gap between
senior executives and other employees. 63%
of executive decision makers are confident,
while only 47% of the remaining employees are
confident about their organisation’s direction.

-12/5

employees are worried about Al's

impact on their job security

44% of the world's workers say they are
concerned about what Al will mean for their
job - compared to just 28% who are not. Al will
undoubtedly create new jobs that we haven't
heard of, but the public are not convinced it
will lead to more than are lost. 48% think it will
destroy more, 40% think it will create more.

(X)2/3

do not trust business

leaders to tell the truth

Business leaders have a clear trust issue
- that figure falls to under one in three

in Britain, France and Germany

{ R WAY

Proportion senior executives more
likely to think Al will make their job

easier than other employees
80% of executives say Al will make their
job easier, while just 42% of employees
think it will. This will harm adoption if
workforces don't see the benefits of Al.




A FEARFUL FUTURE

Under one in three of
the world population
is optimistic.

We are livingina complex, interconnected
world with seemingly endless problems.

Geopolitical tensions are rising
across the globe with more conflict
always just over the horizon.

Inflation may have cooled, but that does not
mean people are not feeling the pinch still.
Wages haven't caught up with price rises.

And Governments around the world are
not exactly overflowing with funds. There
is slow economic growth everywhere.

Al has now arrived - and while it brings awe
and wonder - there is fear over its misuse.

And there is arguably the biggest
issue of them all: climate change.

Itisathreat to ourvery existence, but
due to everything else we are facing it
isn't getting the full attention it needs.

Not a uniform outlook

People’s experiences around
the world vary. It is not all doom
and gloom everywhere.

Ask someone in Nigeria, Indonesia
or India, and they will likely have
amuch more positive outlook on
their country’s prospects.

Yet if you ask someone in France or
Japan, there is a good chance they will
be bleak about their country’s future.

Thisisacomplex and interconnected
world, but also a deeply divided one.

Looking ahead to the next 12 months,
are you optimistic or pessimistic
about the world in general?

M Optimistic

M Pessimistic

M Neither
Don't know

31%

31%

Global Trends Index: 49,236 adults surveyed in the markets shown between 15 February and 23 April 2024.

For fullmethodology see ipsosglobaltrends.com.

Optimism varies significantly across

many of the world’s countries

Looking ahead to the next 12 months, are you optimistic

or pessimistic about the the world in general?
M Very/fairly pessimistic B Don't know

Nigeria
Indonesia
India
Philippines
KSA
Pakistan
UAE

Zambia
Thailand
South Africa
Morocco
Peru

Egypt
Mexico
Vietnam
Brazil
Colombia
Argentina
China
Malaysia
Singapore
Poland
Israel
Romania
Hong Kong SAR
United States
Chile
Denmark
Bulgaria
Czechia
Canada
Australia
Ireland

Italy

Great Britain
Switzerland
Tirkiye
Croatia

New Zealand
Spain
Germany
South Korea
Sweden
Netherlands
Taiwan
France
Belgium
Portugal
Japan

8%
9%
3%
13%
4%
6%
YAV
5%
29%

Neither ®Very/fairly optimistic

€3
32

72%
69%
68%

61%
55%
53%
52%
52%
44%
43%
42 %
42 %
40%
39%
35%
34%
32%

31%

31%

31%
29%
28%
28%
26%
25%
24%
23%
20%

19%

19%

19%

19%

19%

19%

19%

19%

18%

18%

17%

16%

15%

15%

14%

14%

13%

1%

10%

8%



WHERE ARE

WE GOING?

Half of the global population feel confident about
the future direction of their organisation.

People need reassuring their employer’s
organisation can make it through
the current economic woes.

A key undercurrentin this global pessimism
is the economy. Six in ten describe the
economic situation in their country as bad.

Job security ison people’s minds.
Even the tech giants of Silicon Valley
are making employees redundant.

The future is uncertain. There is great
opportunity if you look forit; adopt Al
correctly and you can gain an edge, while
the energy transition offers another chance
to'find oil". But the economic challenges of

right now are somewhat obscuring that view.

Many organisations are planning or making
structural or operational changes that reflect
amore digitally-enabled world of work.

Against this backdrop, people in service
economies tend to be less confident
about the future of their organisations.

But thereisadisconnect: senior leaders
inbusinesses are much more confident

in the direction of their organisation than
employees. Some of this will be because
leaders have been cocooned in a C-Suite
bubble. Equally, many senior executives have
simply not communicated their business’s
strategy(and the reasons forit) well enough.

This has serious implications for business.
Ipsos Karian and Box research has

shown that securing strategy buy-inisan
important foundation for helping deliver it.

Major confidence gap between leaders and rest of workforce

Executive decision maker 63
o
All other employees
Py 47% Y (5] — >

Global Trends Index: 15,629 executive decision makers and 19,135 other employees surveyed in the markets shown between
15 February and 23 April 2024. For full methodology see ipsosglobaltrends.com

| feel confident about the future direction of my organisation

% Disagree
15%

1%
1%
10%
3%
1%
12%
25%
1%
8%
9%
13%
8%
9%
14%
14%
13%
12%
16%
13%
17%
12%
16%
15%
N%
16%
12%
19%
16%
18%
15%
19%
18%
16%
19%
16%
17%
18%
16%
19%
8%
21%
I 207
I 187
I 169
I 187
I 207,
I 2.
. 7%
I 22
I 360

| feel confident about the future direction of my organisation

GLOBAL AVERAGE

Nigeria
Kenya
India
Indonesia
Pakistan
South Africa
Zambia
Vietnam
China
Philippines
KSA
UAE
Thailand
Tirkiye
Mexico
Brazil
Peru
Egypt
United States
Israel
Netherlands
Germany
Switzerland
Romania
Colombia
Australia
Croatia
Singapore
Morocco
New Zealand
Ireland
Sweden
Argentina
Chile
Spain
Canada
Czechia
Denmark
Bulgaria
Malaysia
Great Britain
France
Hong Kong SAR
Belgium
Italy
Poland
Portugal
Taiwan region
South Korea
Japan

54%

75%
T4%
T4%
%

69%
67%
67%
66%
64%
64%
64%
64%
62%
60%
58%
57%
57%
57%
55%
55%
55%
55%
53%
53%
53%
53%
52%
52%
52%
51%

50%
49%
48%
48%
48%
48%
48%
47%
46%
46%
46%
46%
45%
45%
44%
42%
42%
33%
30%
18%

% Agree

Under

1linb

in Japan
confident about
future of their
organisation

Global Trends Index: 35,243 employed adults surveyed in the markets shown between 15 February and 23 April 2024. For full

methodology see ipsosglobaltrends.com.



TRUTH AT
THE TOP

Half of employees do
not trust business
leaders to tell the truth.

It might not just be the economy that
isimpacting people’s confidence
in their organisation.

Businesses obviously have arole to play
in helping many of the issues that are
overwhelming the world right now.

But if their leaders are not trusted to tell the
truth, they may end up being seen as a part
of the problem rather than the solution.

In some countriesin Europe, trust
fallstoaslowasoneinfive.

| trust business
leaders to tell
the truth

W Agree
MW Disagree
Don't know

44%
48%

Agree (%)

Generational mistrust

Younger employees are more willing

to take what they are told by business
leaders at greater face value. Trust
falls with age - almost half of 18-24
year-olds trust their leaders, compared
to around a third of over-55s.

This mirrors a similar trend in confidence,
where younger employees tend to feel
more confident about the future of their
organsation, suggesting a complex
interplay of trust and confidence.

It may be that only a few business
leaders tarnish the good work of many
others. But those who are good have
their work cut out to make sure they
are not painted with the same brush.

Trust in business leaders declines with age

51%

16 - 24

25-34 356 - 44 45 -54 55 -74

Global Trends Index: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024.

For fullmethodology see ipsosglobaltrends.com.

I trust business leaders to tell the truth

I trust business leaders to tell the truth

% Disagree
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GLOBAL AVERAGE

India
Philippines
Zambia
Indonesia
Nigeria
Pakistan
Kenya
Vietnam
KSA
Malaysia
UAE
Thailand
South Africa
Singapore
Egypt
Spain
China
Colombia
Mexico
Brazil
Denmark
Netherlands
Morocco
Israel
Peru
Italy
Switzerland
Australia
Hong Kong SAR
New Zealand
Japan
United States
Canada
Sweden
Tirkiye
Chile
Germany
Great Britain
Romania
South Korea
Czechia
France
Portugal
Argentina
Ireland
Taiwan region
Belgium
Poland
Bulgaria
Croatia

% Agree
449, I

787 I
76% I
71% I
697 I
687 I
667 I
64% I
63% I
63% I
61% I
597 I
597 I
57% I
56% I

51% I
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45% I
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429 I
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16% - France



THE AD'ANCE
OF Al

‘AS.AI, pr.oli-f_e‘rate's, different countries are
having different experiences. What is the
- prevailing mood as the world wakes up to the
promise-and perils of the new technology?



TECHNOWONDERFUL
WORLD

A majority believe Al will have
a positive impact on world.

But people are conflicted; a majority also fear
that technical progress is destroying our lives.

Alis set torevolutionise the world
we live in, but optimism is not shared
equally around the world.

The’'global North’appears to be more
cautious over whether it will benefit us, but
Asia and Africa are much more positive.

Canada 38%
In this critical election year, Al-enabled
fake news thankfully appears to have
played alesserrole thaninitially feared.
United States 40%

But how will this global imbalance in
attitudes play out? Will workforces in
Asiaand Africa get a significant head
startin Aluse over the West?

Mexico 50%
Artificial Intelligence is having a
positive impact on the world we live in

Colombia 47%

Brazil 50%

Peru55%

57%

Agree

32%
Disagree
Chile 48%

* Argentina 47%

Global Trends Index: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024.
For fullmethodology see ipsosglobaltrends.com.

Al is another area where we see senior
executives out of step with employees.

69%

Senior
Executive

Sevenin ten executives believe in Al's potential,
while only half of allemployees do.

Fear of losing their job may be a factor here - globally, two in five 50%
employees are concerned about the impact of Al on their job security - All other
but alack of belief in Al will harm people’s adoption of the technology. EMRIEEES

Global optimism on impact of Al much stronger in Asia and Africa
Artificial Intelligence is having a positive impact on the world we live in

Low belief that Al will have a positive impact

GLOBAL
Sweden 35% AVERAGE
Denmark 33% 46%
Netherlands 36%

Poland 43%
Czechia 37%

Great Britain 47%
< g .
Ireland 44% Igium 4648

Switzerland 35% Germany32% Romani o
Y o ania 37%
France 7% Croatia43%
Spain 37% i o
P 5 Turklye 43% i Pakistan 69% South Korea 41%
Portugal 47% Italy 44% Bulgaria 42%

_Israel 50% Japan 32%

Morocco 61% ‘
Egypt70%  spB9%
Nigeria 59% '

' Kenya 57%
Zambia 53% I

South Africa 54%

China 31%

Taiwan region 44%

i B39
India 63% Hong Kong

SAR 37%
* Philippines 52%
3 ‘

Thailand 53%& Vletnamlos%‘

Malaysia 41% Singapore 46%

Indonesia 33%

Australia 40%

New Zealand 43%

High belief that Al will have a positive impact
D



WHAT WILL Al DO?

Will Al really give us the efficiency benefits we crave,
or will it make us all lose our jobs? Will it do both?

The world’s workers agree Al will have a
positive impact on jobsin some shape or
form. And it offers a way to make the stuff

of dreams for management areality in the
shape of improved productivity. People will be
able to do more in the same amount of time.

Employees are more likely to say that Al will
have a positive impact on their job than not -
but the question is more about whether they
will still have their job afterits adoption.

Thereis trepidation over its impact on the
jobmarket. Yes, some jobs will be enhanced
through its efficiency, but others may be
eradicated. Currently unknown new jobs
will arise from it. Itis this uncertainty
thatis causing unease in workforces.

Guiding employees through this
digital transformation, while keeping
them on side, may be a challenge for
executive teamsin the coming years.

Cultural differences are also playinga bigrole
inpeople’sviews of Al. The ‘Global North'is far
more nervous about Al than the ‘Global South”.

Alot of the economies in the Global North
are service-based - one possible reason
for their hesitation over the technology.
Service-based jobs are much more
likely to be negatively affected by Al.

Yet we see the anglosphere in particular being
the most nervous out of the Global North.
Many of the biggest large language models
(LLMs)have been trained on the English
language. It could be that greater exposure to
these Almodelsis causing people’s unease.

Japanisthe true outlierin all of this: they are
significantly less nervous than anyone but are
not as excited as their Asian counterparts.

The robots were coming for our jobs, our lives, our very
humanity. The Silicon Valley overlords proclaimed Al
would solve all our problems, while secretly plotting
to turn us into their pet monkeys. We'd be reduced to

banana-addicted court jesters, tap dancing for teensy
scraps of dopamine tossed by our robot rulers.”

Kurt Vonnegut*

Global Trends Index: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024.

For fullmethodology see ipsosglobaltrends.com.

World’s workers believe Al will have broadly positive impact on
getting things done, but negative impact on economy and jobs

Do you think the increased use of artificial intelligence will make the following better,

worse or stay the same in the next 3-5 years?
M Better M About the same B Worse ™ Don't know

The amount of time it takes 55%
me to get things done

55% 10% P8%

My job 37% 37% 16% 8%
The economy in [country] 36% 36% VANA 12%
The job market 31% 31% 36% 10%
The amount of disinformation 30% 30% 37 10%
on the internet ° ° ° -
Anglosphere most nervous about Al
Anglosphere
70
Australia
United o
States Great Britain Tl
60 Ireland ~New Zealand
Thailand
SyyEdlEn Hahes Netherlands ™ @ Turkey
50 Spain —@ - Mexico
. Hungary aly 6‘Indonesia
Belgium @g® Romania Peru @.South
40 Germany Poland NiEt
\\\\\t\( - Asia and Latam
30 Europe
3
g
5
Oi 20 Japan
20 30 40 50 60 70 80 90
% Excited



GAPS AND CONFLICT
EVERYWHERE
YOU LOOK...

Making sure everyone has equal access and use
of Al is imperative to any digital transformation.

Senior executives are more concerned
aboutitsimpact on their job security,
butin all reality, when it comes to job
cuts, itis more likely that more junior
employees will be made redundant.

Ipsos Karian and Box research has shown that
men are more willing to try Al than women.

Assuch, thereisareal concern that different
segments of the world’s workforce will not
move along the Al journey at the same speed.
Ontheflip side, Executives are equally This could mean a select few getting ahead
more positive on its benefits; they are and creating further disparity of opportunity,
much more confident that it will make leading to greater entrenchment of

theirjob easier and will eventually historic discrimination in the workplace.
lead to more jobs than it destroys.

Over two in five of the world’s workers concerned about impact
of Al on jobs

W Agree = Neutral mDisagree

| am concerned about the 4%
impact of Al on my job security

On balance, technological
advances like artificial 48%
intelliegence will create more
jobs than they destory

| believe that Al will make
my job easier

Global Trends Index: 50,237 adults surveyed in the markets shown between 15 February and 23 April 2024.
For fullmethodology see ipsosglobaltrends.com.

Big gap between global executives
and rest of workforce on benefits of Al

M Senior Executive M All other employees

R
@
(7]
B
o
<

| am concerned about the On balance, technological | believe that Al will

impact of Al on my job security advances like artificial make my job easier

intelliegence will create more
jobs than they destory

Younger employees and men much more optimistic
on likelihood of Al creating more jobs than it will destroy

On balance, technological advances like artificial intelligence will create
more jobs than they destroy

54% 20k

51% 45%
16-24 25-34 35- 44 45-54 55 - 74 Male Female

Agree (%)




SAFETY IN NUMBERS?

Jobs are not the only issue; people don't trust
companies to protect their personal data.

Only marginally more people trust that
companies that use Al will protect their
personal data. Yet there remains large
differences globally, with the Global North
generally remaining the most cautious here.

We've seen growing apathy towards loss of
privacy online in recent years; 78% around
the world say itisinevitable we will all lose
some privacy in the future because of
what new technology can do. But a similar
amount also say they are concerned how
information collected about them when
they go online is being used by companies.

Businesses will clearly need to do more to
demonstrate they are doing what they can
to ease people’s conflicted feelings here.

Younger generations are more trusting
of companies than older age groups.

Nevertheless, Gen Z saw adeclinein

trust thisyear - a sign that even the
generation who are most familiar with this
technology may not just trust it blindly.
Trust needs to be earned and kept.

| trust that companies that use artificial intelligence will protect

my personal data (Net agree)
2023 m2024

Net agree (%)

!l

Genz Millennials

Gen X Baby Boomers

Ipsos Al Monitor 2024: 23,685 online adults aged under 75 across 32 countries, interviewed April 19 - May 3, 2024

Only marginally more people trust that companies
that use Al will protect personal data
I trust that companies that use artificial intelligence will protect my personal data (Net agree)

Global Country Average

Thailand
Indonesia
China
Hungary
India
Mexico
South Africa
Peru

Italy
Singapore
Malaysia
Poland
Spain
Colombia
Argentina
Turkiye
Brazil

Chile
Netherlands
Germany
Ireland
Switzerland
Great Britain
Belgium
New Zealand
United States
Sweden
France
South Korea
Japan
Australia
Canada

6%
46%
42%
42%
37%
37%
36%
29%
28%
26%
23%
18%
12%

n%

8%

3%

3%

2%

o “|



UK DEEP DIVE:
TRUST IN Al GROWING

Trust in anything is never as simple as
black and white. It’s all about context.

Inthe UK, trustin companies that

use Al is slowly growing. While not a
majority, 45% say they trust them just
as much as other companies-awhole
10ppt more than three yearsago.

But, nervousness over products and services
that use Al hasrisen 15ppts to nearly two thirds
of the public. The British public are conflicted.

Apart of thisis their attitudes to how it is used.
Useit to help to diagnose diseases orimprove
traffic flow and they are more than okay with
it. Yetusingit to replace human decision
making and they suddenly become uneasy.

Its use in public services or political
settings sees people feel particularly
uncomfortable, given the impact both
areas have on day to day lives.

Public Trust in Al: Implications for Policy Regulation: UK adults 16+(n=5,150). March 2024; UK adults 16+(n=5,098). September 2023.

Butitsusein personalising social media
contentis also something the British
public do not feel comfortable with -a
consideration more for the private sector.

Ipsos Karian and Box researchinto Al-
supported communications at work

shows a similarly conflicted picture.

A third of employees would not trust
communications purportedly from their CEO
that were produced with Al; thisdropstoa
quarter for formal text communications.

It's all about the human touch.

Demonstrating responsible use of
Alisimperative to keeping trust
inany product or service.

Note that use cases were asked in either March 2024 or September 2023.

| trust companies that use
artifical intelligence as much
as | trust other companies

+]10PP!

Products and services using
artifical intelligence makes
me nervous

+]15PP

How comfortable the public are with the use of of Al to...

Comfortable
Improve the flow of traffic on the roads KL¥A4

Identify potential health risks or early

signs of disease using wearable devices K

Detect and identify potential 449,
security threats °

Analyse patient data and make 36%
treatment recommendations °

Provide advice and support o
to customers S

Decide whether to lend money or not 26%

Produce new art, film or literature 25%

Conduct and mark exams in schools, 249,
colleges and higher education °

Assess whether someone is

0
entitled to welfare benefit or not 22

Personalise social media content 19%

10

32

Direct political content and advertising

Neither comfortable nor
uncomfortable

18%
21% 27%

21% 31%

20

32

H%

20 45%

!

22

32

48%
26 46%
21% 52%
21% 54%
18% 59%

20% 67%
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SOURCES

* Kurt Vonnegut quote actually written by
Al. We trust the new blindly at our peril.

1. Thousands of Al Authors on the Future of Al
2.Why Al Will Save the World, Marc Andreesen
3. The Bletchley Declaration

4. lpsos Global Trends 2024

5.1C 2023 Index(slide 5 & 12)

6. World Economic Forum (slide 9)

7. The Ipsos Al Monitor 2024

8.Public Trustin Al: Implications for Policy
Regulation

The development
and proliferation
of Al - far from a
risk that we should
fear - is a moral
obligation that we
have to ourselves,
to our children, and
to our future.”

Marc Andreessen


https://aiimpacts.org/wp-content/uploads/2023/04/Thousands_of_AI_authors_on_the_future_of_AI.pdf
https://a16z.com/ai-will-save-the-world/
https://www.gov.uk/government/publications/ai-safety-summit-2023-the-bletchley-declaration/the-bletchley-declaration-by-countries-attending-the-ai-safety-summit-1-2-november-2023
https://www.ipsos.com/en/global-trends-2024
https://ipsoskarianandbox.com/insight/61/ic-index-2023
https://www.weforum.org/stories/2024/05/generative-ai-languages-llm/
https://www.ipsos.com/en-us/ipsos-ai-monitor-2024
https://www.ipsos.com/en-uk/people-are-uncomfortable-ai-replacing-human-judgement-high-stakes-decisions
https://www.ipsos.com/en-uk/people-are-uncomfortable-ai-replacing-human-judgement-high-stakes-decisions
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For more insights

@ ipsos.com
@ Ipsos
X Ipsos



https://en-gb.facebook.com/IoICupdates
http://ipsos.com
https://www.linkedin.com/company/ipsos
https://twitter.com/ipsos

