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With rapid advancements in technology 

ª¨v¤©{¥¨£~¤| ª}z ­v¯ ­z ©}v¦z ª}z {«ª«¨zA ^Ċ£ 

excited to deliver the EY Australian AI Sentiment 

Report : providing a fascinating glimpse into how 

our nation views artificial intelligence (AI), 

informed by the thoughts and feelings of over 

1,000 Australians. 

Our researchers identified seven sentiment groups 

- from AI enthusiasts to sceptics - and highlighted 

the importance of functionality, cost, human 

support and transparency in AI adoption. 

This report comes in a new era of digital friendship 

- with growing interest in AI companions, friends, 

entertainers and even mentors. This is particularly 

relevant among younger generations and those 

who speak a language other than English at home. 

Our findings show a generational split in AI 

adoption - with younger Australians welcoming AI, 

while older generations express ethical and job 

security concerns. 

Despite this, the utility of AI in task automation is 

widely recognised, though privacy remains a 

significant concern for many. 

lzĊ¨z ¦¨¥«y ª¥ ¨z¢zv©z ª}~© ¨z©zv¨x} v¤y v¨z 

dedicated to helping our clients navigate the 

changes brought by AI. We are also committed to 

shaping a future where AI is developed and used, 

both ethically and inclusively. 

There is unlimited opportunity for using this rapidly 

evolving technology, and this report indicates a 

xv«ª~¥«© ¥¦ª~£~©£ {¥¨ V^Ċ© ¨¥¢z ~¤ ¥«¨ ©¥x~zª¯ - 

provided we can overcome a clear trust deficit. We 

look forward to driving conversations about 

addressing the diverse sentiments towards AI. 

Thank you for engaging with our insights. 

Together, we can leverage AI to enhance service 

experiences, workplace efficiency and societal 

engagement for all Australians. 

e¨z©z¤ª~¤| ª}z V«©ª¨v¢~v¤ ¤vª~¥¤Ċ© ¬~z­ ¥¤ V^
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A great deal has been written about the impact of 

artificial intelligence on businesses and 

|¥¬z¨¤£z¤ª©C ^ªĊ© v ¦}z¤¥£z¤¥¤ ª}vª ~© ¤¥ª ¥¤¢¯ 

redefining our interaction with technology, but also 

having a profound impact on people from all walks 

of life. But,  how are everyday Australians 

responding to this rapidly accelerating pace of 

change? 

As we look to embrace the transformative potential 

¥{ V^A ~ªĊ© x¨«x~v¢ ª}vª x¥£¦v¤~z© v¤y |¥¬z¨¤£z¤ª© 

bring Australians along for the journey. AI should 

be a technology that empowers better outcomes 

for all, not just some. 

To help inform this journey, we are proud to launch 

the first wave of the Australian AI Sentiment 

Report . In the report we explore how everyday 

Australians interact with and feel about AI and 

discuss what this means for governments, the 

private sector and our nation and communities 

more broadly. 

We truly believe AI can be a powerful tool in 

helping pave a pathway towards a more inclusive 

future for all Australians.

Social AI and virtual assistants

In this inaugural version of the report, we focus on 

the broad sentiments Australians have towards AI 

and how they are currently using it from a 

personal, professional and social perspective.

We also explore the emerging trend of social AI and 

the rising appeal of socially skilled virtual 

assistants. 

Acknowledgement

I would like to acknowledge our dedicated team of 

research professionals, skilled technologists and AI 

enthusiasts who have made this report a 

possibility. Together, we believe in the power of AI 

to embolden businesses, empower governments 

and enhance the lives of everyday Australians.

Exploring the social impact of AI in Australia
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Considerations from the research:

Y¥¤Ċª ¦«©} V«©ª¨v¢~v¤© 
too hard, too quickly. 
They like the idea of AI 
but have legitimate 
concerns about data 
protection and 
security.

Australians want to 
know AI is being 
designed for all 
members of the 
community ą it should 
be built inclusively to 
benefit everyone.

AI has the power to 
revolutionise customer 
experiences through 
Agentic systems, but 
humans must continue 
to be at the centre.

Some Australians are 
warming to the idea of 
socialising with AI, but 
we must govern this 
type of AI carefully and 
avoid going too far.

Overview of findings

How are everyday Australians feeling about AI? And 

what does this mean for the organisations they rely 

on for everyday goods and services? 

To answer these questions, our  team spoke with 

Australians from all walks of life, and asked about 

their understanding and usage of AI, as well as their 

concerns and expectations for the future of the 

technology . 

What did we do?

15 -minute online survey with n=1,016 

everyday Australians on the topic of AI1
5-minute chatbot sessions with 100 

Australians2

What did we hear from Australians?

There are seven distinct groups in the Australian community in relation to AI sentiment. Each of these 

audiences have specific attitudes towards the technology, ranging from highly engaged through to deeply 

sceptical. These views are shaped by their varying levels of engagement and perceptions of the positive and 

negative impacts of AI. 

1 Safety first 2 Inclusive AI 3 Human-led 4 Social AI
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Australians were asked about their thoughts on AI across a range of topics. Ten of the most interesting facts 

that have emerged from the research include:

hz¤ª~£z¤ª© ª¥­v¨y© V^ÿ

53%
Australians are warming to the idea of having AI in their lives, 

particularly Gen Z Australians (64%) and Millennials (66%), 

while Baby Boomers (38%) and the Silent Generation (33%) 

are less comfortable. 

Are comfortable with 

having AI in their 

day-to -day lives 

35%
In contrast, 29% do not believe this is the case ą highlighting a 

polarisation in the population about the technology. This 

anxiety is significantly higher among Baby Boomers (37%) and 

the Silent Generation (50%).

Believe the benefits 

of AI outweigh the 

potential negatives

\z¤z¨v¢ x¥¤xz¨¤© vw¥«ª V^ÿ

65%
Interestingly, this concern is held across all generations, 

demonstrating the focus Australians place on ensuring AI is 

developed and used ethically.

Are worried that AI 

will negatively impact 

vulnerable or at -risk 

Australians

62%
Among other things, this concern relates to the use of AI in 

marketing.

Are concerned AI will 

be used by companies 

to manipulate the 

way they think or feel

48%
Many Australians are concerned the technical prowess 

of AI could lead to Australians becoming intellectually 

dependent on generative AI.

Are worried that AI 

is making 

Australians less 

intelligent

Page 6 
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h¥x~v¢ V^ÿ

35%
This sentiment is significantly higher among people who speak 

a language other than English at home.

Believe that talking 

with AI can help some 

people develop better 

social skills

22%
This demonstrates the increasing social skills of AI chatbots, 

as well as highlighting the increasing comfort some 

Australians have with these types of parasocial relationships.

Think chatting with an 

AI companion/friend 

can be just as fun as 

chatting to a human

V^ vª ­¥¨¡ÿ

55%
Although there are many positives about AI, there is a 

fundamental concern about its impact on employment - 

particularly among people working in manual labour or skilled 

trades (65%).

Are worried that AI 

will result in people 

like them losing their 

jobs

52%
Despite having concerns about workforce disruption, 

Australians also recognise the value in automating routine 

tasks. Further to this, 54% say AI can make it easier to do tasks 

that previously required technical or academic training.

hv¯ ~ªĉ© v |¨zvª ~yzv 

for companies to use 

AI to automate 

routine tasks

V^ ~¤ ª}z £v¨¡zª¦¢vxzÿ

68%
In particular, people  are concerned that this will be done 

without their permission or consent.

Are worried their 

personal data will be 

used to train AI
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The seven faces of AI sentiment in Australia

While the majority of  Australians have at least some understanding of AI (71%), only a very small group (13%) 

x¥¤©~yz¨ ª}z~¨ «¤yz¨©ªv¤y~¤| ¥{ V^ ª¥ wz <|¥¥yĊC V© v ¨z©«¢ªA x¥¤{~yz¤xz ­~ª} «©~¤| V^ ¬v¨~z© ©~|¤~{~xv¤ª¢¯ 

across difference segments of the Australian population ą particularly between different generations.

Despite varying levels of confidence with AI, it is still used by Australians across three key sectors: shopping, 

work, and homelife. Within each of these areas, automation of tasks and information sourcing are key use 

cases for AI. In their homelives, many Australians use AI to search for information while at work they often 

use it to help write or edit documents. 

9%
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13%

11%

11%

17%

28%

The seven faces 
of AI sentiment in 

Australia

Cautious Optimists

Excitement for 

the future of AI:

88%

Tech Champions

Excitement for 

the future of AI:

83%

AI Socialites

76%

Excitement for 

the future of AI:

AI RealistsPassive Bystanders

Worried Critics

Resistance Fighters

Excitement for 

the future of AI:

2%

Excitement for 

the future of AI:

21%

Excitement for 

the future of AI:

24% 26%

Excitement for 

the future of AI:

I am genuinely excited about AI 

ï it will change the world! But, 

I also recognise the power that 

it has ï I think we need to 

manage it carefully! 

I really donôt like the idea of AI 

ï I donôt use it, and donôt intend 

to use it. It feels like a trend, and 

Iôm not getting sucked into it. 
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AI is here and I love it! Iôm sure 

there will be some downsides, but 

honestly, Iôll just embrace it for 

everything it can do. 

I do worry about the impact on 

people. I know there are benefits, 

but I donôt think weôve thought 

enough about our nationôs most 

vulnerable people. 

I think AI could help people 

socially ï building social skills 

is easier with a bot than a real 

human.

I think AI will be good to help 

with mundane tasks, but I 

havenôt much considered it.

I donôt care about AI,  I have 

other things to think about. 
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Australians recognise the impact AI is having, 
both positive and negative

With the AI revolution on our doorsteps, Australians are seeing and experiencing the impact it is having, not 

just on their day -to-day lives, but o¤ V«©ª¨v¢~v v© v ­}¥¢zC l}~¢z ~¤ £v¤¯ xv©z©A ª}~© ~© }~|}¢¯ ¦¥©~ª~¬zA ~ª ~©¤Ċª 

always the case.

80%
Have recognised the impact 

of AI on their day -to-day lives

Positive impact

Negative impact

Page 10  

AI has to come in people's lives slowly. We need to let the normal public first learn 

what AI actually is and [what it] can do, and then learn about the pros and cons of it.

MALE, 55-64, WA

Personal impact of AI

34%

18%

87%
Have recognised the impact 

of AI on Australia as a whole 

Positive impact

Negative impact

Impact of AI on Australia 

35%

29%

u Older Australians are more inclined to see the 

impact of AI as something negative, at both a 

personal and a societal level. 

u This finding threads through the report, which 

highlights the nervousness among older 

generations in embracing the technology as a 

new way to live, work and play.

Personal impact of AI

Gen Z

Millennials

Gen X

Baby boomers

Silent Generation

Perceived impact of AI on Australia

Gen Z

Millennials

Gen X

Baby boomers

Silent Generation

25%

23%

30%

37%

39%

9%

15%

19%

23%

31%
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Australians are cautiously embracing AI

AI must be strategically governed in light of 
overarching societal challenges

I work in a job that I feel could be 

dropped or reduced as time progresses 

with AI. Also, I do not feel comfortable 

with all that it can know about you.

FEMALE, 45-54, SA/NT

u At an overall level, Australians are split on 

whether the benefits of AI outweigh the 

negatives for society. 

u The nation is grappling with the impact it will 

have on us all, seeing this as something that 

could make Australians less intelligent.

u From a personal perspective, Australians are 

primarily concerned about data security, 

privacy and transparency.

29 36 35

Disagree Neutral Agree

The benefits of AI outweigh the negatives (%)

u Australians care about each other, and a 

majority are worried AI could negatively 

impact those in our society who are 

ć¬«¢¤z¨vw¢zĈ ¥¨ ćvª-¨~©¡ĈA ©«x} v© x}~¢y¨z¤A 

those with disabilities and others. 

u To minimise the need for restrictive 

legislation, both governments and private 

companies need to work together to regulate 

V^ yz¬z¢¥¦£z¤ª ~¤ v ­v¯ ª}vª ­¥¤Ċª 

disadvantage any segments of the Australian 

population.

I also worry about older generations who 

may not realise they are interacting with 

AI or AI -generated content and may be 

scammed.

FEMALE, 25-35, WA

65%

Worry that AI will negatively 

impact certain people in our 

society who could be considered 

ć¬«¢¤z¨vw¢zĈ ¥¨ ćvª-¨~©¡Ĉ 

56%

Are concerned about 

discrimination against certain 

parts of the community, based on 

data or AI recommendations

No Australian should be left behind

Australians more broadly, and particularly younger generations, see value in using AI to enhance the way 

they live and work. But, this comes with concerns around the societal impacts that could emerge in a world 

disrupted by AI. 

Page 11  
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Gauging interest in social AI Interest in social AI by generation (%)

Interest in social AI by sentiment category (%)

Appeal of socially capable AI

An emerging trend in AI is building virtual assistants that are not only great at supporting users from a 

functional perspective (e.g., writing/reviewing, answering queries, performing services), but also at providing 

highly immersive social experiences. A large subgroup of Australians are intrigued by this trend:

23%
Of Australians like 
the idea of having an 
AI companion/friend 
to speak with

36 35

17
10

4

Gen Z Millenials Gen X BB SG

91

30

57

2
20

8
0

Cautious
Optimists

Tech Champions AI Socialites AI Realists Passive
Bystanders

Worried Critics Resistance
Fighters

57

57

56

55

53

52

Source of entertainment 
through socialising (e.g. 

sharing stories)

Acts like a friend or 
companion

Acts as a personal coach 
(e.g. life coach, financial 

advisor)

Provides 
therapy/counselling 

services

Provides life 
support/guidance (e.g. a 

mentor)

Emotional support, 
confidant, friend or 

companion

*Among the 23% of Australians who like the idea of having an AI companion

Virtual assistants offer a great opportunity for some 

Australian consumers to streamline their work and 

personal lives. Assistants that competently perform 

functional tasks, while also delivering highly sociable 

user experiences are an emerging opportunity to 

engage and excite Australian consumers.

Willingness to pay:

If companies can develop virtual assistants with 

the right combination of functionality and 

sociability*:

would be extremely likely to pay a 

monthly subscription

would be somewhat likely to pay a 

monthly subscription

16% 

45% 

Social features that are somewhat/extremely 
appealing in virtual assistants* (%)

Comfortable with AI Neutral Uncomfortable with AI

Page 12  
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Considerations for the future

i}z¨zĊ© ¤¥ y¥«wª V^ }v© ª}z ¦¥ªz¤ª~v¢ ª¥ x}v¤|z V«©ª¨v¢~v {¥¨ ª}z wzªªz¨A w«ª ~ªĊ© ª¥ ~£¦¢z£z¤ª ~ª ~¤ v 

considered way so that everyday Australians can comfortably be brought along  the journey. Ethical 

development and deployment are crucial for building and maintaining public trust and engagement with AI. To 

achieve this, communities and organisations should consider the following:

Page 13  

Manage AI ethically 

Australians like the idea of AI but 
have legitimate concerns about data 
protection and security.

u Organisations should implement, use and manage AI 

ethically, in a way that delivers social good and builds trust 

among the community.  ^ªĊ© ~£¦¥¨ªv¤ª ª¥ v¢©¥ ¦¨¥¬~yz ¦zvxz 

of mind through carefully designed regulatory guardrails.

u gz|v¨y¢z©© ¥{ x¥¤ªz®ªA ~ªĊ© v¢©¥ ~£¦¥¨ªv¤ª ª¥ x¥££«¤~xvªz 

the benefits of AI and what steps are taken to protect users 

from harm ą helping nurture excitement in the community 

and foster ongoing adoption and acceptance of AI. 

Design AI inclusively

Australians want to know AI is being 
designed for all members of the 
community.

u Many Australians are concerned about the potential negative 

impacts AI could have on vulnerable or at -risk members of the 

community - iªĊ© ~£¦¥¨ªv¤ª z¬z¨¯¥¤z }v© v ª~x¡zª ª¥ z¤ª¨¯ 

when it comes to AI (e.g., access, cost). 

u Developers must manage model biases during the 

development process, as well as provide equitable access to 

suitable AI functions for all Australians, ensuring no one is left 

behind.

Keep humans at the centre

AI has the power to revolutionise user 
experiences, but human interactions 
are just as important as ever.

u Australians are open to AI becoming a key part of their 

everyday experiences, but not at the expense of human 

interactions. People need to continue being at the heart of 

good experience management.

u Our team emphasises a people-centred approach to AI, 

aiming to enhance human capabilities rather than replace 

them. This will be achieved by combining advanced AI tools, 

such as agentic workflows, with an exceptional human -first 

lens.

Explore benefits and risks of social AI

There are a range of commercial 
opportunities for social AI, but 
considered governance is crucial.

u One in five Australians are open to engaging with AI at a social 

level. While this presents a range of potentially positive use 

cases (e.g., mental health support and personalisation), there 

are also substantial risks (e.g., social isolation and 

manipulation). 

u Organisations should do more to research both benefits and 

risks in controlled settings to better understand the impact 

and opportunities of social AI and how it should be regulated 

for the future.
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Bringing the voices of everyday Australians into 

the national conversation about AI. 

As AI continues to advance, organisations, 

governments and communities are seizing 

opportunities to leverage AI and the benefits this 

can bring to businesses and individuals alike. 

To date, perspectives on AI have been largely 

shaped at a macro level from the organisations 

that develop the technology. But how are everyday 

Australians thinking about AI? And what does this 

mean for the organisations they rely on for 

everyday goods and services?

To better understand the views of everyday 

Australians, their understanding and usage of AI, 

as well as their concerns and expectations for the 

future of this technology, we spoke to 1,016 

people about the topic. 

Overview of the research

The program involved two phases of research with 

everyday Australians: 

Quantitative sampling approach

To ensure the results of the quantitative survey 

are representative of the broader Australian 

population, a random stratified sampling approach 

was used with quotas on age (18 years and older), 

gender and location, based on census data. To 

ensure statistical reliability, all data were weighted 

to match this criteria.

The maximum margin of error associated with a 

sample size of n=1,016 is ±3.1%. That is, we can 

be 95% confident our survey estimates are 

reflective of the real world to within ±3.1%. Where 

smaller subgroups are analysed (e.g. by state) the 

maximum margin of error increases due to the 

smaller sample base.

About the research
About the research

Quantitative surveys with everyday 

Australians

A 15-minute online survey was conducted with 

a general population sample of n=1,016 people 

on the topic of AI. 

1,016 interviews

1

AI-led chat sessions with a trained AI 

research agent

5-minute chat sessions were undertaken with a 

subgroup of 100 Australians using a trained AI 

research agent. 

100 chat sessions

2

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

39

28

20

8

11

12

19

18

16

14

12

10

49

51

0

NSW/ACT

VIC/TAS

QLD

SA/NT

WA

18-24

25-34

35-44

45-54

55-64

65-74

75+

A man or male

A woman or female

Other/non-binary

Main residence

Age of respondent

Reported gender

Note: figures in this report are subject to rounding and therefore may sum to more than 100%

Weighted quantitative sample distribution (%)
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Deployment of the AI research agent

A subset of n=100 respondents were asked to 

complete a 5-minute chat session with a trained AI 

research agent. These people were sourced from 

the main quantitative survey.

To maintain an ethical and transparent process, 

participants were briefed on the nature of the chat 

session and were informed that it would be 

dynamically and independently run by a trained AI 

agent (under the virtual supervision of our team). 

These sessions were conducted via a text-based 

chat interface in which the AI research agent and 

the respondent would communicate. These 

sessions covered several topic areas:

Sample profile

In total, 100 respondents completed these AI chat 

sessions. 

Statistical testing in this document

A range of statistical tests have been used in this 

document to profile differences between 

subgroups (e.g. comparing demographics), or to 

understand the reliability of multivariate modelling 

(e.g. segmentation). 

For all these tests, a standard threshold of 95% 

significance has been applied. This means that for 

any significant results, we can be confident if the 

same survey were repeated twenty times, nineteen 

of those would produce the same, or equivalent 

outcomes.

Where any differences between subgroups are 

called out, a false discovery rate has been applied 

to the test to minimise the risk of type 1 or 2 

errors. 

Sample source

We would like to acknowledge and thank our panel 

partner for this research, Pureprofile. Pureprofile 

is a global data and insights organisation providing 

online research solutions to agencies, marketers, 

researchers, brands and businesses. 

Founded in 2000 and based in Surry Hills, 

Australia, Pureprofile operate in North America, 

Europe and APAC.

About the research

Overall perceptions of AI

Explore the interactions Australians have had 

with AI to date, and their perceptions of this 

technology.

1

Concerns about AI

Understand any concerns Australians have 

about AI and how it is being used.

2

Intended use of AI going forward

Investigate how Australians would like to use 

AI in their everyday life (if at all).

3

Ideate new ideas for AI

Explore any ideas Australians have for new AI 

solutions that would help them.

4
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Most Australians have some 

understanding of AI, but it is 

limited ą which impacts their 

confidence when using it.

Confidence with AI

The AI revolution has well and truly captured the 

attention of the nation, with more than 7 in 10 

Australians now having at least some level of 

understanding of the technology. However, this 

y¥z©¤Ċª ¤zxz©©v¨~¢¯ ª¨v¤©¢vªz ~¤ª¥ x¥¤{~yz¤xzA 

particularly for certain segments of the population.

Key differences Ą fairly/extremely confident:

u Gen Z (45%ƶ) and Millennials (43%ƶ)

u University qualified (39%ƶ) 

u Residents in major capital cities (34%ƶ) 

How Australians are 
interacting with AI 

35 33 31

Are not confident using AI

Are somewhat confident

Are fairly/extremely confident

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016; those who understand 

what AI is, n=745

Good understanding 
of AI

Some understanding 
of AI

13

58

V£¥¤| ª}z©z V«©ª¨v¢~v¤©ÿ

Understanding and confidence using AI (%)

1
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Around 6 in 10 Australians have consciously used 

AI over the last 6 months* for a variety of reasons, 

such as helping with shopping or as part of their 

everyday homelife. 

This is largely driven by younger generations, who 

are often actively engaging with AI in both 

personal and professional contexts.

Key differences in engagement:

More engaged:

u Gen Z (82%ƶ) and Millennials (76%ƶ)

u Residents of major capital cities (66%ƶ)

u Those employed (72%ƶ) or are a full -time 

student (78%ƶ)

Usage of AI assistants in the last 6 months

Among Australians who have used AI in the past 6 

months, virtual assistants have featured 

prominently. Virtual assistants are a form of AI 

that help users with tasks through voice or text 

interactions. They perform a variety of functions, 

like setting reminders, answering questions, and 

x¥¤ª¨¥¢¢~¤| ©£v¨ª yz¬~xz© v¤y ć¢zv¨¤Ĉ {¨¥£ «©z¨ 

interactions to improve performance and 

personalise experiences. 

The following types of virtual assistants were used 

by Australians over the last 6 months:

Usage of AI over the last 6 months 

*Note: AI is used in many products and service solutions without people consciously knowing they are engaging with AI. This r esearch 
£zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤© ­~ª} V^ ¥¤¢¯C

Source: Australian AI Sentiment Report , October 2024
Base: i}¥©z ­}¥Ċ¬z «©zy V^ ~¤ ¢v©ª K £¥¤ª}©A ¤RKII 

50%

General assistants

Assistants that perform functional 

tasks like creating writing content, 

setting reminders or answering 

general questions.

29%

Service bots

Customer service AI that supports 

customers by providing product or 

service information, booking 

services, etc.

15%

Workbots

AI that specialises in facilitating 

workplace productivity by 

performing tasks such as 

scheduling meetings, automating 

repetitive tasks, etc.

14%

AI companions

Social AI that engages users in 

open-ended conversations to be a 

source of entertainment, personal 

coaching or emotional support.

Types of AI assistants used in the last 6 months
(% of AI users)

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016; *Only asked of those 

currently enrolled in formal education, n=189

63%
Have consciously used AI in 

at least one of the following 

contexts over the last 6 

months:

43

41

40

28

18

17

14

14

Shopping

At work

Homelife

For healthcare

For security

Finances

Personal life

Education*

Situations where Australians have used AI
(%)

NET: 
42%
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At this stage, Australians are still finding their 

comfort with AI, but the future looks positive.

Nearly 2 in 5 Australians are excited about the 

future of AI and what it means for them ą 

highlighting the positive anticipation some have for 

the technology. 

Despite this, many people are still cautious about 

AI ą with 47% indicating they are not comfortable 

with it being in their day -to-day lives and 29% 

believing it will have a negative impact on 

Australia. This highlights the importance of AI 

being rolled out ethically and responsibly.

As with usage, sentiment around AI also skews 

heavily towards younger generations and people 

Key differences in sentiment:

More positive:

u Gen Z (52%ƶ) and Millennials (50%ƶ)

u Residents of major capital cities (40%ƶ)

Less negative:

u Baby Boomers (21%Ƹ) and Silent Generation 

(10%Ƹ)

u Residents in regional/rural Australia (29% Ƹ) 

Sentiment towards AI

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

34 29 37

18 49 34

47 29 24

Negative None/neutral Positive

29 36 35

Excitement for the future of AI

Perceived impact of AI on Australia

Perceived impact of AI on their day -to -day life

Comfort with AI being in their day -to -day life

Overall sentiments that Australians 
have toward AI (%)

What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

Once people are more educated about AI and 

accept it in [their] daily lives, then I [will] also 

accept it. 

MALE, 55-64, WA

There is still a long way to for us to get a full 

understanding of how it will affect our 

everyday lives.

FEMALE, 65-74, WA

I think the main point is to work with AI, [itôs] 

not against usé AI can help you with certain 

tasks so everything is a bit easier.

FEMALE, 18-24, NSW/ACT
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17%

24%

34%

45%

50%

28%

36%

27%

18%

49%

34%

33%

38%

29%

34%

34%

37%

33%

33%

33%

48%

32%

27%

34%

45%

47%

32%

21%

12%

38%

32%

39%

34%

19%

39%

33%

Uncomfortable Neutral Comfortable

Age Location of residence

Gen Z 62ƶ NSW/ACT 53

Millennials 60ƶ VIC/TAS 54

Gen X 48 QLD 47

Baby Boomer 39Ƹ WA 52

Silent Generation 33Ƹ SA/NT 40Ƹ

Gender identity

Male/man 54ƶ Capital/major city 53ƶ

Female/woman 48Ƹ Regional/rural town 44Ƹ

Working status

Workers 55ƶ Formal education

Full-time students 56 Postgraduate 58ƶ

Retirees 37Ƹ Bachelor Degree 59ƶ

Looking for work 51 Diploma/Certificate 45Ƹ

Unemployed not looking 
for work

49 Highschool 43Ƹ

30%

29%

36%

31%

46%

30%

39%

24%

23%

40%

41%

32%

33%

36%

35%

29%

32%

36%

34%

31%

33%

36%

39%

38%

29%

34%

25%

38%

25%

42%

46%

27%

24%

To better understand national 

sentiment towards AI, EY has 

established the National AI 

Comfort Index (NACI).

The NACI is an average indicator of comfort with 

AI, based on the four inputs shown on the previous 

page (i.e. excitement, perceived impact on 

Australia, perceived impact on their day -to-day 

lives and overall comfort). 

At an overarching level, just over 1 in 3 Australians 

are comfortable with AI, while a third are neutral 

about the technology and approximately 3 in 10 

are concerned or uncomfortable with it. 

Below, we have provided a detailed breakdown of 

the NACI across various segments of the 

Australian community.

National AI comfort index

Breakdown of the NACI by different demographics

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1 016  
Note: Score calculated as an average score out of 100

35%

33%

32%

Comfortable Neutral Uncomfortable

51
100

ƶ Indicates significantly higher than average

Ƹ Indicates significantly lower than average

of Australians of Australians

NACINACI

National AI Comfort Index
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Australians are divided about whether the benefits 

of AI outweigh the risks for individuals and society, 

highlighting a need to address underlying 

concerns.

Weighing up the benefits and risks of AI

What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

[AI] helps me save time with basic admin tasks / 

research or even proof-reading documents 

before sending them out. 

FEMALE, 18-24, VIC/TAS

I think it is exciting. There needs to be 

improvements. I did an AI job interview and 

was disappointed with its assessment of me. I 

have used AI girlfriends and found them 

unnatural.

MALE, 45-54, VIC/TAS

I fear that we will become too reliant on AI. Itôs 

great for things like generating stories for my 

children and asking for grocery lists but I worry 

that technology will take over. 

FEMALE, 25-34, WA

Iôve had limited experience [with AI] so far and 

Iôm somewhat apprehensive about the accuracy 

of AI and whether [it] actually contributes  to a 

better society,

FEMALE, 35-44, WA

With lazy use comes complacency. With 

complacency comes loss of control. With loss of 

control comes lost opportunities to make 

choices. Humanity will move to the rear.

FEMALE, 65-74, NSW/ACT

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016
Note: Score calculated as an average score out of 100

35

36

29

Agree Neutral/no opinion Disagree

Believe the benefits of AI outweigh the risks (%)

Believe AI is having a negative impact 

on the environment ą highlighting the 

importance of monitoring AI across a 

range of different contexts.

Of Australians are concerned about 

AI leading to job losses. 

Are concerned that AI could 

negatively impact vulnerable or at -risk 

sections of the population (e.g., 

children, people living with 

disabilities). 

55%

65%

40%

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C
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Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016

73

73

71

64

60

60

57

56

Misuse of data or privacy breaches

Security concerns (e.g. hacking)

Decisions being made by AI without human controls

Job displacement

AI becoming uncontrollable 

Businesses/governments using AI without notification

Emotional manipulation by AI 

Discrimination against certain parts of the community

Is AI dumbing down our society? 

Half of Australians believe it is! 

While there is no scientific evidence to support this 

concern, the automation of written tasks using AI 

could be feeding into this perception. To avoid 

public backlash or the introduction of restrictive 

regulations being requested, this perception needs 

to be managed going forward. 

Data and security are also overriding concerns for 

Australians, with 73% saying misuse of their data is 

a large/major concern surrounding AI. There is 

also a focus on ensuring AI is not used to make 

important decisions without appropriate levels of 

human control, and not used for emotional 

manipulation (e.g. through predatory marketing 

tactics). 

As noted previously, job displacement is also 

another key concern for Australians. This 

significant issue is explored in more detail in the 

next section of this document. 

Specific concerns about AI

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016

48

32

20

Agree Neutral/no opinion Disagree

Believe AI is making Australians 
less intelligent (%)

Large/major concerns for Australians 
in relation to AI (%)

What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

I worry people might become very entrenched in 

its services to where they lose the ability to think 

for themselves. Also worry that jobs will be lost 

and people's privacy will be negatively affected. 

That and deep fakes may hurt people indirectly 

as well.

FEMALE, 35-44, SA/NT

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C
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Governments and private organisations have a 

joint responsibility to manage the perceived risks 

of AI in Australia.

Those who had concerns about AI were asked who 

should be responsible for managing these. 

Government is seen to have the largest share of 

responsibility, with up to three quarters of 

Australians saying they should be involved in 

regulating each of these concern areas. However, 

there is also an expectation that private companies 

will take action to operate ethically when it comes 

to AI. 

For example, more than half say private companies 

should be responsible for ensuring AI does not 

misuse data or breach privacy/security 

requirements. The same proportion (55%) also say 

private companies should be responsible for 

managing the risk of job displacement. 

The role of individuals 

Despite governments and private companies 

holding the greatest share of responsibility for AI, 

Australians also recognise their role in this 

process, with more than a quarter saying 

individuals and consumers should take 

responsibility for managing concerns about AI.

55

56

48

55

47

54

46

45

28

29

29

26

27

22

34

28

73

74

67

64

70

68

58

66

Misuse of data or privacy 
breaches

Security concerns (e.g. 
hacking)

Decisions being made by AI 
without human controls

Job displacement

AI becoming uncontrollable 

Businesses/governments 
using AI without notification

Emotional manipulation     
by AI 

Discrimination against 
certain parts of the 

community

Responsibility for managing concerns about AI

Source: Australian AI Sentiment Report , October 2024
Base: Those who had any concern about each of these areas, base ranges from 965 to 999 

Governments/ 
regulators

Private 
companies

Individuals/ 
consumers

Who do Australians believe should be responsible for managing their concerns about AI? (%)

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C
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Section 2:

AI Scenario sentiment

Page 25  
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AI in the customer 
experience

Consumer engagement with AI 

is rapidly evolving from a 

technological novelty into a core 

component of the purchasing 

experience.

Customer experience management

Integration of AI in the customer journey, sales 

and service support process.

1

Healthcare management

Adoption of AI in the Australian healthcare 

system and patient experiences.

2

Government and regulation

Use of AI systems by government and 

regulators.

3

AI in education 

Use of AI services in education across the 

nation.

4

Generative AI is rapidly being integrated into 

strategic consumer engagement and service 

management. Many Australian companies are now 

focused on using AI to enhance customer experience 

management (CX), create personalised and targeted 

campaigns, develop dynamic product engagement 

and automate customer services.

While Australian consumers are generally open to AI 

wz~¤| ~¤ªz|¨vªzy ~¤ª¥ ª}z~¨ w«¯~¤| z®¦z¨~z¤xzA ~ªĊ© 

important to understand their specific feelings on 

the technology across a range of contexts (shown 

opposite).

This will help governments and private organisations 

deliver highly personalised and intuitive experiences 

for Australian consumers, making it more appealing 

for them to interact with their favourite brands 

across multiple channels.

2
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Organisations have social license to integrate AI 

into customer experiences, but Australians need to 

trust the process.

For example, two thirds are worried their data will 

be used to train AI without their consent, while 3 in 

5 are concerned AI will be used by companies/ 

marketers to manipulate how they think and feel.

Despite this, there is some appetite among 

Australians to integrate AI into the customer 

journey. Close to 4 in 10 like the idea of AI 

presenting them with products they may not have 

considered themselves, while a quarter are 

comfortable sharing personal data if it helps 

improve their shopping experience. 

Furthermore, 3 in 10 say they like it when 

companies use chatbots for customer service, if it 

improves their experience and makes it more 

efficient. 

Generational divide

Gen Z and Millennials are more inclined to see the 

benefits of AI in enhancing customer experience. 

They also have fewer concerns around the risks of 

AI using data to train and/or manipulate 

consumers. 

Overarching attitudes towards AI in the 
customer experience

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

48 27 25

Disagree Neutral/no opinion Agree

43 26 31

14 24 62

10 22 68

I worry AI will be used by companies to manipulate 
the way I think and feel

I worry my data is being used by companies to 
ćª¨v~¤Ĉ ª}z~¨ V^ ­~ª}¥«ª £¯ x¥¤©z¤ª

I am comfortable sharing personal data with AI, if it 
helps improve my experience when shopping 

33 30 37

I like the idea of companies using AI to recommend 
¦¨¥y«xª© ^ ­¥«¢y¤Ċª }v¬z x¥¤©~yz¨zy

I like when companies  use chatbots for customer 
service

Overarching sentiments towards AI (%) What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

My greatest concerns with AI is the generation 
of deep fake materials and how that might be 
used to manipulate people, influence elections 
etc.

MALE, 55-64, VIC/TAS

Customer service bots are really useful for 

frequently asked questions and enquires. I do 

like how helpful they are. 

FEMALE, 35-44, WA

I do have some concerns for the future I worry 

that it will lead to loss of a lot of jobs and this 

will lead to poverty as I don't trust society or 

the government to look after those that have 

lost their income due to increases AI 

capabilities. 

MALE, 25-34, WA

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C
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AI chatbots present an opportunity to enhance 

speed and quality of customer interactions.

Customers are generally quite comfortable with 

speaking to AI about common questions/issues 

(47%) and to provide feedback on their shopping/ 

©z¨¬~xz z®¦z¨~z¤xz =HL:>C ]¥­z¬z¨A ~ªĊ© ¡z¯ ª}vª 

these chat services work and provide a seamless 

customer experience.

As with other topics, younger generations (Gen Z, 

b~¢¢z¤¤~v¢©A v¤y ª¥ ©¥£z z®ªz¤ª \z¤ mĊ©> v¨z 

substantially more comfortable than their older 

counterparts. 

Comfort levels with embedding AI tools in the 
customer experience

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

25

31

28

32

47

37

Using chatbots to
provide quick responses

Using AI chatbot to ask
you for feedback

Uncomfortable Neutral Comfortable

Comfort in AI chatbots being integrated into the customer experience by generation 

Using customer service AI chatbots to provide quick responses to common questions or issues

41% 48% 37% 25% 16%

Using an AI chatbot to ask you for feedback and have conversations about how the product/service might be 

improved

Comfort with companies using AI for different 
purposes in the marketplace (%)

55% 54% 50% 36% 25%

Gen Z Millennial Gen X Baby Boomer
Silent 

Generation

Gen Z Millennial Gen X Baby Boomer
Silent 

Generation

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C
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46

44

44

42

41

36

36

31

29

28

26

26

Help predict emergency situations, coordinate 
resources, manage logistics 

Identify environmental issues and make 
recommendations to policymakers

Help fill out government forms and/or applications 
to streamline/reduce error

Analyse genetic data to predict medical risks, 
enabling preventative health measures

AI chatbot to respond to your questions about 
government services and related queries

AI facilitating remote consultations as a first step in 
medical access

AI chatbot to engage the community to gain 
feedback on programs/initiatives

An AI companion that all high school students can 
download that provides support

Using AI teachers to deliver personalised content 
for students in the classroom

j©~¤| V^ ª¥ £v¨¡ ©ª«yz¤ªĊ© ­¥¨¡ v¤y ¦¨¥¬~yz 
feedback

Providing guidance on potential policies or 
legislation for politicians to consider

Writing/designing policies/legislation to be 
reviewed and voted upon by government

Consumers believe that governments that use AI 

must clearly articulate tangible benefits.

To better understand public sentiment towards 

governments using AI, a series of different usage 

contexts were shown to respondents. They were 

asked how comfortable they would be with 

governments using AI to do/support these. 

Close to half of Australians are comfortable with AI 

being used to predict emergency situations and 

support the coordination of subsequent resource 

management and logistics. 

Personal benefit

There is strong appetite for governments to use AI 

to fill out forms, utilise genetic data to predict 

medical risks and support preventative health 

measures, and to have AI chatbots that can 

adequately respond to questions about government 

services or other queries. 

Education opportunities

V¨¥«¤y H ~¤ FE ©v¯ ª}z¯Ċ¨z ~¤ªz¨z©ªzy ~¤ ~¤ªz|¨vª~¤| 

AI into education, showing that Australians have a 

balanced but cautious stance towards AI adoption 

around children.

Societal impact

Only a quarter of Australians are comfortable with 

AI being used to support policy development, 

highlighting the importance placed on humans 

leading this process. 

Government services and AI

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

Environment and emergency management

Accessing government services

Healthcare

Community consultation

Education

Policy and legislation

Legend:

Comfort in AI being used in the following 
scenarios (%)



Page 30  

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016

Private companies should continue to provide a 

diversity of touchpoints for consumers, beyond AI 

alone. 

While comfort levels exist for some, it is important 

to consider the indifference and discomfort 

experienced by many Australians when it comes to 

using AI as part of the customer experience. 

Ensuring consumers are given the choice to 

engage with AI, but also providing other means of 

engagement will be important to prevent some 

consumers from being excluded from accessing 

services. 

Targeting early adopters

While comfort with AI is only moderate currently, it 

is important to remember that this technology is 

still very early in its lifecycle and arguably 

consumers and businesses need time to familiarise 

with best practice use. 

Around a quarter of Australians are comfortable 

with using AI across various parts of their 

experience journeys, which suggests that the 

technology has great potential to engage and 

excite early adopters. 

Private companies and AI

Australian consumers indicate moderate levels 

of comfort with using social AI, or AI 

assistants, that are designed to enhance the 

purchasing experience through predictive 

analytics. 

Only 30% of consumers are comfortable with 

companies using AI to analyse previous 

behaviours and make personalised 

product/service recommendations that the AI 

thinks are relevant for them, while 39% are 

uncomfortable with AI being used this way. 

39 31 30

Analysing my previous behaviours and making 

personalised product/service recommendations

]v¬~¤| v y¥­¤¢¥vyvw¢z V^ ćv©©~©ªv¤ªĈ =ªv¢¡© 

about products to consider etc) 

38 33 28

Uncomfortable Neutral Comfortable

Fair levels of discomfort in utilising AI in 

financial services exists, with over 4 in 10 

uncomfortable in its use to evaluate any claims 

and automate decisions and using AI to 

provide financial advice. 

Higher income earners (household incomes of 

over $208,000 per year) are more open to it 

in these scenarios, with 1 in 3 comfortable 

compared to around a quarter at an Australian 

level. 

45 30 24

Having AI evaluate any claims (e.g. insurance, 

fraud, and automate decisions)

Using AI to provide you with financial advice 

based on your financial data and preferences 

42 32 27

Uncomfortable Neutral Comfortable

Financial services (%) Consumer products (%)

Of Australians have utilised AI 
knowingly in relation to their 
finances

Have consciously used AI 
when shopping17% 40%
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Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016

Having AI provide language translations when 

travelling and/or accessing global services

17 27 56

Uncomfortable Neutral Comfortable

This rises to over 6 in 10 among Millennials, 

the generation showing the greatest level of 

comfort towards AI in this space. 

Travel (%)

48 30 22

Having an AI chatbot to offer emotional support 

and coping strategies for mental health care

Using AI to tailor exercise and nutrition plans 

based on your data to meet your health goals

30 34 36

Uncomfortable Neutral Comfortable

1 in 5 would be comfortable with having an AI 

chatbot offer emotional support, while one in 

ª­¥ ­¥«¢y¤Ċª wz x¥£{¥¨ªvw¢zC 

Younger generations, namely Gen Z and 

Millennials, are more comfortable with this 

level of engagement than other generations. 

A higher proportion, over a third, would be 

comfortable in AI tailoring exercise and 

nutrition plans based on data to meet 

individual health goals. 

Health (%)

Those in higher income households ($208,000 

or more) are more comfortable with this use of 

AI than lower income households. 

In line with other results, generational 

differences exist, with younger generations 

evidently more comfortable with this use of AI. 

Having AI monitor your behaviours at home 

and automate systems to reduce energy use 

(e.g. adjust usage based on peak times)

42 28 30

Uncomfortable Neutral Comfortable

Energy (%)

What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

My husband has a chronic illness with mobility 

drawbacks. AI is used to switch light on/off, 

reminder of calendar entries and medical 

appointments, create shopping list from my 

input, reminder of medications, check the 

weatheré. [AI] saves a little time and gives my 

husband the ability to control some things that 

may normally be difficult, like switch lights 

on/off.

FEMALE, 65-74, NSW/ACT

Would be comfortable with AI 
providing language 
translations when 
travelling/accessing services. 

Would accept having AI 
monitor behaviours and 
automate systems to reduce 
energy use. 

Have consciously used AI 
to support in healthcare in 
the last 6 months. 

56% 30%

30%
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Section 3:

AI in the workplace
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Understanding how AI 
is used and viewed in 
the workplace

The power of AI systems to 

enhance experiences at work is 

already being felt by 

Australians.

Organisations across the nation are feeling the 

impact of AI ą and it is filtering down to the 

experiences of everyday Australian workers. It not 

only affects customer facing staff, but the back of 

house experience as well. For example, generative 

AI is proving to be highly capable at identifying 

training opportunities for employees and assessing 

skills across organisations. 

AI is also being used extensively by Australian 

businesses to automate day -to-day tasks within 

organisations, helping streamline workforce 

efficiencies and unlock employee value. From a 

more technical perspective, generative AI 

platforms are also proving to be highly effective 

enterprise information hubs that can make it easier 

for employees to find and access the right 

information needed to do their jobs. 

While all these initiatives can have positive impacts 

for Australian businesses, their success 

fundamentally relies on adoption and usage by 

employees.

What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

[AI] helps with day -to-day things that are 

mainly work related.

FEMALE, 18-24, VIC/TAS

[AI] helps with work when we need to come up 

with  something fast.

FEMALE, 18-24, QLD

I have used Copilot at work to help write 

emails, provide notes from meetings and also 

create images and I have used ChatGPT for 

similar reasonsé I have found it very useful 

when writing emails and summarising 

meetings. 

MALE, 25-34, WA

3

https://www.ey.com/en_au/insights/workforce/how-artificial-intelligence-can-augment-a-people-centered-workforce
https://www.ey.com/en_au/insights/workforce/how-artificial-intelligence-can-augment-a-people-centered-workforce
https://www.ey.com/en_au/insights/workforce/how-artificial-intelligence-can-augment-a-people-centered-workforce
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For Australians, the value of AI in the workplace is 

anchored in automating the routine and 

augmenting the complex. 

More than half of all Australians agree that AI can 

empower them in the workplace by making it easier 

to do tasks that once required technical or 

academic training, as well as offering a chance to 

automate routine tasks.

Key differences:

Worried about losing jobs:

u Woman/female (59%ƶ) vs man/male (51%Ƹ)

Easier to do tasks requiring technical/academic 

training:

u Australians who speak a language other than 

English (73%ƶ)

16 31 54

20 25 55

AI makes it easier to do tasks that require 
technical or academic training

Attitudes towards AI in the workplace

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

Worry that AI will result in people losing 
their jobs

22 26 52

Disagree Neutral/no opinion Agree

^ªĊ© v |¨zvª ~yzv ª¥ «©z V^ ª¥ v«ª¥£vªz ¨¥«ª~¤z 
tasks in the workplace

Overarching sentiments towards AI (%)

What we heard from everyday Australians

Source: Qualitative sessions between everyday Australians and 
a trained AI research Agent

Base: Everyday Australians, n=100

I donôt think people will lose their job you canôt 

replace people with technology because people 

still have to watch and use the technology.

FEMALE, 18-24, QLD

[AI has had a] very positive impact. Particularly 

when trying to figure out an Excel formula, 

something that would take me up to an hour to 

figure out is done in minutes.

FEMALE, 25-34, WA

AI helps me answer my queries when I have to 

do research on my work related topics like 

contract management and the steps needed for 

sourcing a product.

MALE, 35-44, NSW/ACT

In a lot of ways [AI] has helped, but I do feel 

concerned that it is going to put our safety as well 

as jobs at-risk.

FEMALE, 45-54, SA/NT

I have fears that [AI] will take over a lot of areas 

where people currently work and that we as 

human beings will lose our ability to write, to use 

out intelligence and to communicate with other 

human beings. 

FEMALE, 65-74, WA

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C
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As a support tool, AI is welcomed by Australian 

workers. But letting it influence decision making 

may be a step too far. 

Four use cases were tested in the survey to better 

understand the extent of comfort Australians have 

for specific AI initiatives in the workplace. 

Australians are most comfortable with employers 

providing a personal AI assistant (37%) but almost 

half are uncomfortable with employers using AI to 

monitor and offer efficiency recommendations. 

Key differences in comfort with employer 

provided personal assistants: 

More comfortable:

u Man/male (41%ƶ)

u Resident in major capital cities (40%ƶ)

Less comfortable:

u Woman/female (32%Ƹ)

u Residents in regional/rural Australia (27%Ƹ)

Around half (49%) are uncomfortable with 

employers using AI to analyse employee 

performances and making recommendations to 

management about performance reviews. 

Marginally more (52%) are uncomfortable with 

companies using chatbots to interview potential 

job candidates and then make recommendations 

on who should be hired.

These concerns are significantly more pronounced 

among people in regional/rural areas than those 

living in capital/major cities.

Managing sentiment 

Although these are relatively conceptual ideas, it 

shows there is a limit to which Australian workers 

will accept the integration of our AI into their work. 

In particular, using  AI to monitor employee 

performances could be a particularly concerning 

issue. As such, it will be important for employers to 

communicate closely with their employees before 

rolling out any of these types of initiatives. 

Comfort levels with different types of AI tools in 
the workplace

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016

29

46

49

52

34

29

28

27

37

25

23

22

Providing employees with a personal AI assistant that can
support them day-to-day with admin and training

Monitoring employees and offering recommendations on
how they can improve/be more efficient

Using AI to analyse employee performances and make
recommendations about performance reviews

Using AI chatbots to interview potential job candidates and
then make recommendations on who should be hired

Uncomfortable Neutral Comfortable

Comfort with companies using AI for different purposes in the workplace (%)

*Note: AI is used in many products and service solutions without people consciously knowing that they are using AI. To addres s this, the 
¨z©zv¨x} £zv©«¨z© ĉx¥¤©x~¥«©Ċ ~¤ªz¨vxª~¥¤©C



Page 36  Page 36  

Section 4:

The seven faces of 
AI sentiment in 
Australia
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To better understand views and 

opinions around AI, we have 

identified seven overarching 

sentiments in Australia.

As explored within the report, the feelings of 

everyday Australians towards AI is highly diverse. 

Many Australians are excited by the technology 

while others  are concerned about the 

proliferation of AI and are sceptical about the 

benefits it is reported to offer the community. 

Many Australians are apathetic about AI. They 

show limited interest in the technology and do not 

believe it has any major impact on their day to 

day lives.

Each of these viewpoints are valid  and have 

potential implications for organisations looking to 

deploy the technology. It is important to clearly 

understand the different people who make up 

each of these viewpoints and identify how (if at 

all) they would like to engage with future AI 

technology.

Building a clearer picture of different sentiments 

across Australia

EY teams ran a data mining exercise referred to as 

latent class segmentation. This process was 

undertaken using a subset of 18 attitudinal 

statements to create the following 5 topics about 

AI that were asked in the survey : 

1. Services and CX - Sentiment towards AI being 

used by organisations in services and customer 

experience delivery

2. Society and environment - Broad perceptions 

of AI and its overall impact on society and the 

environment

3. Socialisation Ą feelings towards the social 

capabilities and relationships people have with 

AI

4. Automation Ą perceptions about the impact AI 

is having on Australian workplaces

5. Data and privacy Ą concerns and worries 

relating to AI and handling of private 

information 

Understanding the 
diversity of viewpoints 
around AI

*Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 
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Acknowledging the diverse views that Australians 

have on AI should be at the centre of government 

and business decision making.

The analysis identified that most Australians 

broadly align with one of seven overarching groups 

in the population when it comes to AI. Shown in the 

chart below, these groups range from very excited 

about AI, through to being largely disengaged. For 

example, Resistance Fighters compose 28% of 

Australians, with just 2% excited for AI. 

Each of these groups has a unique set of attitudes 

and sentiments towards AI, as well as different 

opportunities and needs for developers, 

governments and private organisations to 

consider. 

The seven faces of AI sentiment in Australia

The seven 
faces of AI 

sentiment in 
Australia

More excited for AILess excited for AI

Cautious 
Optimists

Resistance 
Fighters

Tech ChampionsWorried Critics

AI Socialites
Passive 

Bystanders
AI Realists

Source: Australian AI Sentiment Report , October 2024
Base: Everyday Australians, n=1,016 

Analysis conducted using a latent class segmentation algorithm. The initial solution showed a minimum BIC value of 45,555,447  
with 11 classes and an entropy value .874. However, upon detailed analysis by specialist researchers, it was determined that four 
classes were highly covariate and so they were merged to form seven classes with an entropy value .879. All values entered into  
the model were continuous and therefore a McFadden R2 value was not calculated for the model.
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