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https://ia.samaltman.com/
https://ia.samaltman.com/
https://arstechnica.com/ai/2025/01/anthropic-chief-says-ai-could-surpass-almost-all-humans-at-almost-everything-shortly-after-2027/
https://edition.cnn.com/2023/04/17/tech/elon-musk-ai-warning-tucker-carlson

"...it has the potential — however small one may regard that
probability, but it is non-trivial — it has the potential of IS
civilization destruction.” - Elon Musk, April 2023 e |

OpenAl

“| believe the future is going to be so bright that
7= no one can do it justice by trying to write about
it now;" - Sam Altman, OpenAl CEQ, Sep 2024 "

“Better than almost all humans at almost
everything. And then eventually better than all
humans at everything, even robotics.”

Dario Amodei, Anthropic CEQ, Jan 2025
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https://arstechnica.com/ai/2025/01/anthropic-chief-says-ai-could-surpass-almost-all-humans-at-almost-everything-shortly-after-2027/
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32% of UK workers ¥

use Al while 59%
vneverhave.

.~ oftheir work, only 6% say
smost or all of it.
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OUR DATA SHOWS A MAJOR DISCONNECT
BETWEEN MANAGEMENT AND WORKERS

| am excited about Al 23%

| am always first to try _ 31%
new Al features 10%
llet Al do the RN 16% * Senior managers

thinking for me 9% Employees
I” not convinced Al is as _ 18% . ..%
' %
effective as people say . \%9 0
I 159%

| avoid Al wherever | can 26%
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[
ote(s): Pulse survey, Jan 2026 to April 2026, n 3,229 / Statl Sta "
urce(s): Statista Consumer Insights Q\ /
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o WHY THE Al DREAM FAILING IS FOUNDED
ON A MISUNDERSTANDING OF Al #

o WHY "AGENTIC AI" MUST BE UNDERSTOOD
AS A RESPONSE TO THIS FAILURE

o HOW TAKING A BOTTOM-UP APPROACH 10
Al ADOPTION OVERCOMES THESE ISSUES Ak



A CONTENTIOUS CLAIM:
Al IS A MEANINGLESS WORD
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“Al is the science and engineering of

making intelligent machines, espec:ally '
intelligent computer programs.” ¥
- John McCarthy (1955, original formulation)
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TYPES OF Al

Relies on predefined rules and logic to
perform specific tasks.

Utilizes probabilistic models to
generate new content based on existing
data patterns.

Methodology

Flexibility

Follows explicit programming;
deterministic responses.

Task-specific; limited to scenarios it was
programmed for.

Learns from data; produces varied and
probabilistic outputs.

Versatile; can adapt to a range of tasks
beyond initial programming.

Examples

Note(s): April 2025
Source(s): OpenAl

Chess-playing programs
Spam filters
Rule-based chatbots

« ChatGPT by OpenAl
 Claude by Anthropic

« Google's Gemini Gemini




LLMS ARE ESSENTIALLY PROBABILITY MACHINES
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LMs LACK ACCESS
;I TO CONCEPTS. B
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HALLUCINATION RATES STILL APPROX 10%

15% 15.2%

10.5%
9.2%

GPT 5.5

Opus 4.7 Gemini 3 Mythos Preview

G *o ° *

u
Note(s): OpenAl April 2026; Anthropic April 2026; Gemini October 2025 sta t I sta '
Source(s): Statista; OpenAi; Anthropic; The Telegraph; Oumi; .‘




MY NVIDIA EXAMPLE IS STILL WRONG EVERY TIME
Nvidia hiring FY 2025, by region (%)

Americas EMEA APAC India
12.4%

Americas Asia Pacific Europe

* 50% 30%

Note(s): April 2026 L &
Source(s): Nvidia; OpenAl; Anthropic; Google Gemini; .
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~ “The precision with which all the operations of

I machinery are executed, and the exact similarity of the
articles produced, are advantages which no manual skill

can ever rival.” — Charles Babbage, On the Economy
of Machinery and Manufactures (1832)

I Dexterity is not a virtue, but a point of failure | g
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STRUCTURE

HARMONY

MELODY

HUMANS HAVE ‘BIG e
PICTURE' CAPABILITY IS e e e
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1=DOES THAT MEAN —

THE DREAM IS DEAD? 3..!
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| g DEFINITION: A NON-DETERMINISTIC 1

i WORKFLOW | EVERAGING AN LLM
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THE PROBLEM: Al AGENTS ARE THE OPPOSITE
OF THE Al DREAM!




WE ARE STARTING TO SEE AUGMENTATION VS
AUTOMATION

4 PHASE: Al adoption | Well-being Workflow Talent Talent Leadership
Up-front And integration retention attraction | pipeline and
investment productivity culture

in Al tools

and capability
building
AUGMENTATION COMPOUNDING

PATH GAINS
RELATIVE ]
PERFORMANCE i
( AUTOMATION
PATH

TIME

Source(s): Jan-Emmanuel De Neve et al.



AUGMENTATION REQUIRES CHOOSING THE RIGHT
TOOL FOR THE JOB

statista®s Connect

Internal expertise

External expertise

co— O
(R

Research Al by Statista g icrpeor: 365

Microsoft 365 Copilot

Persona generator

Watch video

¥ Summary global trade ¥ Deep dive population growth ¥ List generative Al trends
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n
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Flexibility Consistency



CHATGPT: TELL ME ABOUT TIME-POOR, VALUE-CONSCIOUS
UK GROCERY SHOPPERS TRYING TO EAT HEALTHIER




CHATGPT. HOW LARGE IS THE CONVENIENCE FOOD
MARKET IN THE UK




CHATGPT. HOW LARGE IS THE CONVENIENCE FOOD
MARKET IN THE UK. NO FORECAST REFERENCE




CHATGPT: WRITE ME A SUMMARY OF KANT'S CRITIQUE OF
PURE REASON

Write me a summary of Kant's Critique of pure reason structured as a
humorous limerick. Take as many verses as needed to explain up to and
including the transcendental unity of apperception

There once was a thinker named Kant,

Who said, “Know the world? Well, you can't—
Not things as they be,

But as they appear, see?

That's the critical philosophy slant.”

He noticed the old metaphysicians
Were prone to some wild expeditions:
“God, soul, and the all!”

They would confidently call,




STATISTA RESEARCH Al: TELL ME ABOUT TIME-POOR, VALUE-
CONSCIOUS UK GROCERY SHOPPERS TRYING TO EAT HEALTHIER

Whatsigp 3¢ TimeTree
statista %
Statistics v Insight iy E 2 @ % MyAcount v

ights v | ResearchAl | Connect (M@W) “  DailyData  Services v

statista Vs



STATISTA RESEARCH Al: TELL ME ABOUT TIME-POOR, VALUE-
CONSCIOUS UK GROCERY SHOPPERS TRYING TO EAT HEALTHIER

tota (O Whatsipp 3¢ Timelree
statista %
Statistics v Insights v | ResearchAl  Connect (NBW) v  DallyData  Services v 2 ©® & MyAcountv

statista ¥a



STATISTA RESEARCH Al: WRITE ME A SUMMARY OF KANT'S
CRITIQUE OF PURE REASON

€ C (=} statista.com w

3 Import bookmarks... [ Statista WhatsApp % TimeTree

statista % [ socnsousis a ]

Statistics v Insights v ResearchAl Connect (N8W) v  DailyData  Services v 8 ® & MyAcountv

Summary of Kant's Critique in Limerick sumer Insigh K Sources

QUERY SUGGESTIONS

< Kai ain Idea:

+: Key Concepts Bullet Points

statista ¥a



STATISTA PERSONA GENERATOR AGENT: TELL ME ABOUT TIME-
POOR, VALUE-CONSCIOUS UK GROCERY SHOPPERS TRYING TO EAT
HEALTHIER

Describe your target audience: Tell me about time-poor, value-

conscious UK grocery shoppers trying to eat heaithier

Country: United

% Search-consumer-insights, thou

I'll get started right away! Let me search for the survey variables that best match your target audience
across multiple dimensions simultaneously.

Search-consumer-insights, fetch-consumer-insights, thought

Great — the best-fit audience definition is people who actively try to eat healthy AND for whom low

price is important in food choices. Now let me run all 22 required crosstab analyses in parallel.
Fetch-consumer-insights

Now | need the general population data for comparison, plus life values, interests, hobbies, sports,
political orientation, innovation mindset, consumer sentiment, media, and advertising touchpoints. Let
me run all of these simultaneously.

Fetch-consumer-insights, thought

Now | need the general population benchmarks (unfiltered) for each variable to calculate indices. Let
me fetch those in parallel.

Thought

All data is now collected. Let me now compile the full persona report with all indices calculated.

Statista Persona Generator: Time-Poor, Value-Conscious UK

statista



STATISTA PERSONA GENERATOR AGENT: HOW LARGE IS THE
CONVENIENCE FOOD MARKET IN THE UK

: 3

statista ¥a



STATISTA SYNTHIEPOP: TELL ME ABOUT TIME-POOR, VALUE-
CONSCIOUS UK GROCERY SHOPPERS TRYING TO EAT HEALTHIER

statista ¥a



STATISTA SYNTHIEPOP: HOW LARGE IS THE CONVENIENCE
FOOD MARKET IN THE UK

Analyze catchment demographics from
82.7M people (SynthiePop)

Score and compare candidate sites (0-100
composite scoring)

Search competitors and points of interest
(Google Maps)

Visualize target populations on the map

Site decisions in minutes, not months.

statista ¥a



STATISTA SYNTHIEPOP SITE SELECTOR DOING WHAT IT 1S
DESIGNED TO DO

¢ Score and compare candidate sites (0-100
composite scoring)

e Search competitors and points of interest
(Google Maps)

¢ Visualize target populations on the map

Site decisions in minutes, not months.

X i ; Luxembourge
emographics, campaigns, or

\

Metze»

statista ¥a
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KEY TAKEAWAYS # ‘

\"'\b,.l,
o WE NEED TO CHANGE OUR THINKING ABOUT THE Al
DREAM

o LEVERAGING HUMAN EXPERTISE IS THE KEY TO Al
ADOPTION

a3\
et

e NEED TO THINK OF Al TOOLS IN TERMS OF A
- CONTINUM BETWEEN FLEXIBILITY AND CONSISTENCY

2 statista %




NICHOLAS QUAASS
Global Sales Enablement Manager

COME SEE US
Al BOOTH: 210

TOM BRERETON
Director of Accounts (Europe)

statista %a
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