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Audi publishes user typology and emotional 
landscape of autonomous driving  

 
• Initiative “&Audi” interviewed 21,000 people about autonomous driving 
• Five user types show how attitudes to self-driving cars are related to lifestyle  
• Euphoria amongst the Chinese, young people and high earners, room for 

improvement in knowledge 
 

Ingolstadt, September 25, 2019 – From the suspicious driver to the tech-savvy passenger: in 
the representative online study “The Pulse of Autonomous Driving”, Audi has produced a user 
typology of autonomous driving. In the context of the initiative “&Audi”, the mobility 
company Audi in cooperation with the market research institute Ipsos interviewed 21,000 
people in nine countries1 on three continents. It shows that young, high-earning and well-
educated “status-oriented trendsetters” and “tech-savvy passengers” most look forward to 
autonomous driving. Amongst “suspicious drivers”, who tend to be older with a lower level of 
income and education, skepticism is dominant. The “safety-oriented reluctant” would use 
autonomous driving only when others have gained experience with the technology. The 
largest user group are the “open-minded co-pilots”, who are fundamentally open to 
autonomous driving as long as they can take control at any time. 
 
“This study is more than just a welcome addition to our knowledge about the phenomenon of 
autonomous driving,” says Dr Luciano Floridi, professor of Philosophy and Ethics of Information 
and director of the Digital Ethics Lab, University of Oxford, and member of the scientific network 
of the initiative “&Audi”. “It is a necessary step for any policy- and law-making decision, as well 
as any R&D and business strategy that intends to be proactive and informed in delivering a 
better world.” Since 2015, Audi has been examining the social acceptance of autonomous 
driving. In the study, the initiative investigates how rational arguments, emotions, values and 
lifestyles shape attitudes to autonomous driving. The result is a triad consisting of an emotional 
landscape, a human readiness index, and a user typology. 
 

High curiosity, but also concerns about self-driving cars 
 
The emotional landscape on autonomous driving produces a mixed picture. On the one hand, 
internationally there is strong interest in (82 percent) and curiosity about (62 percent) 
autonomous driving. In the new technology, respondents see potential for the individual and 
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society – from easier access to mobility (76 percent) and greater convenience (72 percent) to 
more safety (59 percent). More than half of respondents would like to test autonomous driving. 
On the other hand, clear concerns also exist, above all the fear of loss of control (70 percent) 
and unavoidable residual risks (66 percent). 41 percent of respondents are suspicious of the 
technology, and about one third (38 percent) are anxious. The greatest willingness to hand over 
control relates to autonomous parking and traffic jams on highways. The level of knowledge 
about autonomous driving appears to be low: only eight percent state that they can explain the 
subject. 
 
Euphoria amongst the Chinese, young people and high earners 
 
The human readiness index (HRI) provides insights into the way that attitudes to autonomous 
driving relate to sociodemographics. The results show that the younger the respondents are and 
the higher their level of education and income, the more positive is their attitude to autonomous 
driving. Differences are also apparent between the countries that were investigated. The Chinese 
(HRI +5.1) are euphoric, and South Koreans (HRI +1.2) too are above-average in their positive 
view of the technology. In Europe the Spanish and Italians lead the field (both HRI +0.7). 
Germans and French are relatively reserved (both HRI -0.7), as are the Americans, Japanese and 
British (all HRI -0.9). The HRI combines knowledge of, interest in, emotions about and readiness 
to use self-driving cars to produce a numerical indicator between -10 and +10. 
 
Attitudes to autonomous driving are related to lifestyle 
 
By examining attitudes to autonomous driving in the context of people’s lives, the user typology 
shows that significant differences exist. This analysis results in five user types. The “suspicious 
driver” likes to stick with what already exists and would use autonomous driving only if it had 
become fully established. “Safety-oriented reluctants”, too, have a largely reserved attitude to 
autonomous driving. They believe that autonomous cars should first be tested for years before 
being allowed on the road. The “open-minded co-pilot” sees the benefits of the technology and 
desires measures from the fields of business, science and politics to put the cars on the road 
safely. “Status-oriented trendsetters” are enthusiastic about self-driving cars because they can 
demonstrate their progressive lifestyle in this way. The “tech-savvy passenger” trusts the 
technology and wants it to be introduced across the board.  
 
“Automated and autonomous driving has the potential to improve our mobility substantially,” 
says Thomas Müller, head of Automated Driving at Audi: “On the way there, alongside technical 
development, it is of decisive importance to convince people. The study provides us with 
differentiated insights about where people stand in relation to autonomous driving and how we 
can establish suitable expectations about the new technology in society.” 
  
For more information about the study “The Pulse of Autonomous Driving”, please refer to 
www.audi.com/pulse-of-autonomous-driving.  
 
– End – 
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Methodology: The quantitative online survey was carried out between December 2018 and March 2019 in 
China, France, Germany, Italy, Japan, South Korea, Spain, the United Kingdom, and the USA with the Ipsos 
Online Panel. 21,000 persons were activated to take part in the study via a personalized e-mail. In the 
established markets with a high Internet penetration, the results can be regarded as representative for the 
population of working age (18-69 years, 18-59 years in South Korea). In China, Internet penetration is lower: 
the results should therefore be regarded as representative for an urban, affluent and networked population. 
In China the maximum age of respondents was 54 years, and the educational levels were characterized by 
well-educated respondents. The higher proportion of younger and well-educated respondents may have an 
influence on the results of the survey. 
 
The initiative “&Audi” aims to contribute to the responsible use of new technologies. For this purpose, the 
initiative brings together international opinion leaders and movers from business, science and public life. 
This interdisciplinary network discusses how e.g. artificial intelligence (AI) can be applied for the benefit of 
the individual and society and thus enhances awareness that our future in the age of AI can and should be 
actively shaped. Principal topics are trust in autonomous driving and the future of the world of work in the 
age of AI. 
 

The Audi Group, with its brands Audi, Ducati and Lamborghini, is one of the most successful manufacturers 
of automobiles and motorcycles in the premium segment. It is present in more than 100 markets 
worldwide and produces at 18 locations in 13 countries. 100 percent subsidiaries of AUDI AG include Audi 
Sport GmbH (Neckarsulm), Automobili Lamborghini S.p.A. (Sant’Agata Bolognese, Italy) and Ducati Motor 
Holding S.p.A. (Bologna, Italy). 

In 2018, the Audi Group delivered to customers about 1.812 million automobiles of the Audi brand, 5,750 
sports cars of the Lamborghini brand and 53,004 motorcycles of the Ducati brand. In the 2018 fiscal year, 
AUDI AG achieved total revenue of €59.2 billion and an operating profit before special items of €4.7 billion. 
At present, approximately 90,000 people work for the company all over the world, more than 60,000 of 
them in Germany. Audi focuses on sustainable products and technologies for the future of mobility. 

 

 
 
 
 


