Al & Consumer Finance

Can Al support better
decision making?

Gusto

RESEARCH

llluminating

Market Trends A SELF-FUNDED REPORT



Generative Al 1s embedded into everyday life - helping

consumers search, decide, work and plan their lives

Have used at least one
8 6 O/() Generative Al tool in TOp 5 uses Of AI
the last 3 months
Search 70%
Problem solving 53%
Hobbies & interests 48%
Assisting at work 45%
Creative tasks 43%

Base: Nat rep 1,000 UK adults



And for many consumers, it is hard to imagine life without it

It has become an

both
personally and professionally

| feel very on
Al for my every day life... | have
had many things that | haven’t
had a clue on... and Al has
helped in so many ways

Base: Nat rep 1,000 UK adults



Generative Al is also beginning to shape how consumers

approach financial decisions, with usage likely to grow

83%

1 Al decision makers 13% Largest group = This gap represents a real

Cautious Explorers* opportunity for financial brands

suggesting Al usage

. . is likely to grow!
2 Confidence builders 28%
35%
3 Cautious explorers 43% £
4 Al rejectors 17% Have used Al Open to
for finances using Al for
finances
G ] N Level of comfort, trust and reliance on Al

RRRRRRRR Light when making decisions about money

Base: Nat rep 1,000 UK adults



Given financial decisions are personal, emotional and

high-stakes, Al plays a supportive role only

Al used as a support tool for finances

@ It's like having a junior
GHSHSHSHSHINS NSNS, research assistant with me
|| all the time. | can fire ideas
off it... do basic research,
iInformation down options a way forward

Most people want Al to @ @
help them dEFI.de, not Making Generating
make the decision for them! comparisons ideas/options

(Top 4 Role of Al tools for finances)
Gusto| [

RRRRRRRR Shed. Base: Nat rep 1,000 UK adults,
217 used Al for finance



Al delivers practical benefits helping consumers feel more

productive when making financial decisions

Generative Al helps make

Al is really good at helping It provides me with key
decisions feel... me to do reports, creating information and helps me
images, gathering to make decisions. This
information on finances, saves me time and makes
helping me to compare me more efficient
(82% agree) options

Q SIMPLER (s8% agrec)

Al has the potential to help consumers
feel more equipped to make their own
better financial decisions

Q ACHIEVABLE (0% agree)

RRRRRRRR

Base: 271 used Al for finances



Al also helps to reduce the emotional burden by making

financial decisions feel less overwhelming

This matters because

L. Emotional benefits of using Al for finances (% agreement It helps me make
financial journeys can sense of my thoughts
fail when people feel when I'm anxious

. about finances etc.
uncertain, or overwhelmed 829
0 79%
...Al coquJI he.lp Wlt.h this, 63%
but only if it is designed 549%
as a support layer, not a 48% 45%
o o
replacement for judgement
v v
v make complex choices regluce help . v' more
emotional understand v less tiring :
feel more manageable : ownership
load options
Clearer More in Less anxious More Less fatigued More
control confident responsible

Base: 271 used Al for finances



Since few completely trust the accuracy of Al outputs,

most consider the guidance alongside their own thoughts

Consumers feel Al guidance is ...but they consider it alongside their
accurate to some extent... own thoughts, rather than blindly

following the outputs (97%)

74% Quite accurate

(85% NET: Accurate)

66% feel confident
in their ability to

judge when Al can
be trusted

RRRRRRRR

Base: 271 used Al for finances



Human expertise and input matters, and probably always
will when it comes to money

9 out of 10 feel human judgment will
always be essential even in an Al world

Trust Al vs. financial advisors

71% said Al will not make human Many consumers are comfortable for Al to play a supporting
decision making unnecessary role to enable advisors to give a more rounded perspective

7%




To build trust, financial brands must be transparent and
show how Al reaches its conclusions

Should Al content be Trust Al more if understand
highlighted? how it reaches conclusions?

13%




Ideal entry points for developing Generative Al experiences
are lower-risk, comparison heavy products e.g. insurance

Financial products used Al for:

Savings/current

Credit cards
accounts

Insurance

As seen previously - the use of Al for financial
products is likely to continue to grow at pace!




SUMMARY

Financial brands that use Al to empower
customers throughout the financial
decision-making process will win.

Al experiences must help consumers feel
in control, build their confidence, without
asking them to hand over judgement.
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