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Abstract  
The study of users’ attitudes toward Artificial Intelligence (AI) systems holds significance for both 
societal and economic reasons. This research focuses on two key factors that we claim influence user 
attitudes towards AI: social proof, which refers to the system’s previous successful use by others without 
major issues, and freedom of choice, indicating the availability of alternatives not requiring interaction 
with AI systems (e.g., interacting with humans or manual supervision). We conducted an online study 
with 323 participants of Arab nationality from the Gulf Cooperation Council (GCC) region and 316 
participants from the UK. Participants were presented with four scenarios, each accompanied by 
illustrations, to represent the presence or absence of each of the two factors. For each scenario, 
participants were asked a series of questions assessing their trust, belief in the system’s contribution to 
well-being, perceived risks, belief that the system will lead to positive changes, and ethical implications. 
The results, in both cultural frameworks, clearly demonstrated that the presence of either factor had a 
statistically significant positive impact compared to its absence, as evidenced by increased trust, 
perceived enhancement of well-being, positive changes, and lower perceived risks and ethical 
implications. Notably, when one was present without the other, the scenario with freedom of choice but 
no social proof had a more positive impact on attitude than the scenario with only social proof but with 
no freedom of choice.  
Our findings highlight the significance of the two studied factors when producing, marketing, and 
operating AI. The results also show the importance of providing alternatives to AI and underscore that 
relying on others’ adoption of AI does not diminish the need for these alternatives. The validity of our 
results across diverse cultural frameworks, specifically within the Arab GCC and the United Kingdom 
(UK), enhances the robustness of our findings. This contribution is particularly noteworthy in 
addressing the replication crisis prevalent in psychological research, characterized by a predominant 
reliance on WEIRD (Western, Educated, Industrialized, Rich, and Democratic) samples.  
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