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AI and the trust paradox
How consumers are both fearing and 

falling for AI, and how brands can navigate 

the tension
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A joint MMA/Kantar study
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Close your eyes and picture a world where AI 

becomes so foundational to society that..

People would be open to 

having AI as a friend

Or evené 

having an AI as a 

girlfriend or boyfriend?
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Now open your eyesé it might be 

closer than it sounds

Open to having an 

AI as a regular 

friend

Open to having an 

AI as a girlfriend 

or boyfriend

69%

34%

of 18-35

of Gen pop
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We asked ourselvesé

ς Is consumer adoption of AI outpacing 

corporate readiness?

ς What does real AI usage look like in 

consumersô everyday lives?

ς What are the most critical divides?

ς How are these shifts redefining what 

people expect from brands?
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Kantar/MMA Study

n=2400

U.S. gen pop ages 18-70

Conducted June 18-24, 2025

Coveringé

ς AI Diffusion

ς AI Tools & Key Use Cases

ς AI & Future Expectations
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AI Diffusion
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Of gen pop uses AI at 

least a few times a week

Of gen pop say ñAI tools play a 

central role across most aspects 

of how I work, learn, or createò

Regular usage Life transformation

Most people are already using AI regularly, and one out of five is seeing their lives transformed

51% 22%
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Almost 4 in 5 younger people use AI at least a few times a week

42%

37%

9% 8%

2% 2%

24%
27%

11%

17%

4%

18%

Every day A few times a week A few times a month Rarely I've tried them but
don't use them now

I've never used any

18-35 Gen Pop

Frequency of AI tool use, %



Especially for younger people, AI tools have rapidly moved to the center of life
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23%

13%

16%

25%

22%

5%

6%

11%

34%

44%

I never use AI tools in my daily routine

I rarely use AI tools in any part of my daily routine

I've experimented a bit, but don't use them
consistently

I use them for specific tasks, but not broadly

AI tools play a central role across most aspects of
how I work, learn, or create

18-35 Gen Pop

To what extent are AI tools integrated into different 

areas of your daily life?
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More than 1 in 3 younger people are actively aiming to improve their AI skills

30%

26%

26%

9%

10%

12%

19%

32%

17%

20%

None at all ï I havenôt made any effort to learn or 
use AI tools

Minimal ï Iôve skimmed a few articles or watched a 
short video

Moderate ï Iôve experimented with AI tools on my 
own 

Active ï Iôve taken a course, followed structured 
learning or regularly test tools

Highly engaged ï I regularly use AI tools and 
actively seek to improve my skills

18-35 Gen Pop

ñHow much effort have you personally made in the past several months to 

learn about or improve your use of AI tools?



ñI use AI at least a 

few times a weekò
by educational background 

after high school

Your workforce may not be ahead of consumers 

But active AI users might not always be the people you thinké

STEM Education Business, Law 

& Economics

Health 

Sciences

Arts, Humanities 

& Social 

Sciences

Vocational, 

Trades

73% 61% 52% 50% 45% 40%
ñ
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Who else is behind the curve?
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Of rural residents use 

AI at least a few times 

a week

Of respondents 

earning  less than 

$25,000 per year

Rural residents Lower -income groups

24% 21%

Of respondents earning 

between $25,000 and 

$49,999 per year 

38%
ñI use AI at least a 

few times a weekò

ñ
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The AI-Powered 

Consumer Is Here

AI Natives Are 

Rising Next

Younger 

Consumers Are 

Upskilling with AI

Consumers Are 

Ahead of Your 

Teams

Diffusion Findings: Implications for Marketing Leaders

A New Digital 

Divide is Emerging

1 2 3 4 5
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AI Tools & 

Key Use Cases
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MAINSTREAM TOOLS

ChatGPT (OpenAI) 38%

Google Gemini 37%

Meta AI 33%

Microsoft Copilot 23%

Grok (X) 9%

Perplexity AI 9%

You.com AI 8%

Claude (Anthropic) 7%

I donôt currently use any of these28%

Of gen pop say they 

regularly use at least 

one general-purpose 

AI tool

Consumers have moved beyond ChatGPT to a range of tools

72%
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16%

30%

37%

50%
52%

47%

58%

28%
32%

38%

45%
43%

32%
36%

11%

18%

25%

32% 32%

21% 22%

Less than
$25,000

$25,000 ï 
$49,999

$50,000 ï 
$74,999

$75,000 ï 
$99,999

$100,000 ï 
$149,999

$150,000 ï 
$199,999

$200,000 or
more

ChatGPT (OpenAI) Google Gemini Microsoft Copilot

Higher -income consumers over -index on ChatGPT usage, suggesting 

that different platforms reach different consumer cohorts
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Higher -education cohorts also favor ChatGPT, while Gemini enjoys 

its greatest popularity among bachelorôs degree holders
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22%

27%

32%
30%

52%
48%

50%

42%

33% 34%
32%

45%

32%
30%

14%
17%

21% 22%

31%
27%

20%

Less than high
school

High school
diploma or
equivalent

Some college, no
degree

Associate degree Bachelorôs 
degree

Masterôs degreeDoctoral or
professional
degree (e.g.,
PhD, JD, MD)

ChatGPT (OpenAI) Google Gemini Microsoft Copilot



Even specialized AI tools are increasingly popular with the public

ñI currently use _______ on a regular basiséò

Canva / Magic Studio 13%

Grammarly 13%

Copy AI 11%

Character.AI 10%

Adobe Firefly 10%

Notion AI 9%

Jasper 8%

Zapier 8%

Github Copilot 8%

I donôt currently use any of these52%

Of gen pop say they 

regularly use at least 

one specialized AI tool

48%
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The 

Human+ 

Model
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58%

47%

51%

41%

41%

43%
48%

52%

AI is changing the way 

people do every aspect 

of their lives

ñI can pursue this better 

using AI than by myselfò

© Kantar 2025 | 20



Across use cases, younger consumers say they can do things better with AI

59%

47%

52%

48%

43%

41%

51%

57%

76%

75%

77%

74%

70%

71%

75%

78%

I Can Learn New Things Better Using AI Than Without Using AI

I Can Achieve Long-term Life Goals Better Using AI Than Without Using AI

I Can Be More Productive At Work Using AI Than Without Using AI

I Can Manage Household Or Daily Logistics Better Using AI Than Without Using AI

I Can Improve My Mental Or Emotional Wellbeing Better Using AI Than Without Using AI

I Can Improve My Social Life Or Relationships Better Using AI Than Without Using AI

I Can Entertain Myself Better Using AI Than Without Using AI

I Can Be More Creative Using AI Than Without Using AI

18-35 Gen Pop
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AI is not just a product, but a powerful emerging channel

40%
38%

40%

26%
22% 21%

Discover/Compare Products Help With Routine Shopping Help With Larger Purchases

18-35 GenPop
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ñI have already used AI toéò 


