
A RESEARCH 
PROPOSAL �
HOW MIGHT AI HELP 
ENRICH THE HUMAN 
EXPERIENCE?



As AI transitions from a specialised tool to an all-pervasive force, understanding its profound 
implications for our human lives is no longer merely academic but an urgent imperative for 
social well-being and strategic preparedness. 

To put this in perspective, we are witnessing an entirely new era of hyper-personalisation as 
we complete our journey into hyper-connectivity, enabled by the Internet and World Wide 
Web. In contrast, the new era will be shaped primarily by artificial intelligence, quantum 
computing and immersive technologies. 

This presents a timely opportunity to launch a research programme on “AI and the Human 
Experience” designed to envisage likely scenarios that might describe our future between 
2030 and 2035. It also offers a chance to explore new research output formats, such as Virtual 
and Augmented Reality and Gaming Simulations, that align well with the interactive nature of 
AI-driven research. 

In this proposal, we also consider the unique role of AI in helping humans discover their 
purpose and meaning in a post-industrial age, or “how AI might enrich our Spirituality”. 
The use of AI tools and agents throughout the programme will help accelerate the research 
process, producing results in weeks rather than months or years. This will leave ample time to 
test and validate emerging insights.

In the experience of Roger Camrass, the research lead, such an exercise could unveil entirely 
new scenarios for human life across the planet, as did his study ‘Business in the Third 
Millennium’ undertaken in the nineties at the Stanford Research Institute.1

We ask for your support with this groundbreaking programme and hope that you will benefit 
from its outcomes.

Professor Roger Camrass, MA (Cambridge), SMEE (MIT)

AN INVITATION   
TO PARTICIPATE

1 See Atomic: reforming the business landscape into the new structures of tomorrow by Camrass & Farncombe 



HERE IS OUR 
RESEARCH 
PROPOSAL.
Exploring the impact of  
hyper-personalisation

Over the past two decades, “hyper-
connectivity”— driven by the Internet and 
associated technologies such as mobile 
apps, social media, e-commerce, and cloud 
computing—has transformed the way we live and 
work. For businesses, these changes have centred 
around cloud services (e.g., Azure and AWS, 
Salesforce and Workday). Hyper-connectivity has 
also delivered vast new sources of equity value for 
digital natives such as Amazon, Apple, Microsoft, 
Netflix and Nvidia.

But the real impact has not been on industrial 
structures or ways of working. Instead, hyper-
connectivity has delivered remarkable changes 
to our daily lives, such as online shopping, online 
banking, content streaming and interactive 
communities. For the first time, we as consumers 
have driven the technology agenda and received 
disproportionate benefits, well ahead of  
traditional businesses.

We anticipate that AI will prompt even more 
profound transformations, particularly at 
the human interface level, through “hyper-
personalisation”—where products and services 
are tailored to individual needs. Generative AI 
(GenAI) and Artificial General Intelligence (AGI) are 
advancing rapidly, offering radical lifestyle changes 
for individuals and communities. Essentially, AI 
will take over the ‘Back Office’ of our lives, leaving 
more time and energy for purposeful pursuits.

AI could have a dramatic impact on global 
employment, with estimates suggesting that 
robots could replace 300 million jobs. This 
indicates that we should consider the implications 
now and initiate plans for such transformational 
changes. The big question is what happens next 
for humanity in the age of AI.



Exploration of Spirituality

Spirituality is a personal and often transformative 
experience of our connection to something 
greater than ourselves. It involves a search for 
meaning, purpose, and inner peace, frequently 
expressed through beliefs, practices, or a sense  
of unity with the universe, nature, others, or a 
higher power.

We will explore what spirituality means in the 
context of the new era of AI. Is spirituality 
about existential meaning, community, ethical 
frameworks or something else? We assume 
that spirituality will help present a holistic 
understanding of AI’s impact on the  
human experience.

Designing an AI-Driven Research Project

Research projects typically follow a structured series of stages. 
Table 1 outlines the process we will follow:

Table 1 – Six stages in a research project

The use of AI-assisted research tools will accelerate and potentially transform the above process, 
providing deeper connections and insights. It will also encourage experimentation with ideas  
and scenarios.

1. Define Research

Frame key questions and 
identify relevant fields.

4. Develop Narratives

Synthesise data into models 
and frameworks.

2. Acquire Resources

Build research teams and 
secure funding/support.

5. Validate Findings

Conduct peer reviews  
and triangulate data.

3. Collect Data

Digitise, classify, and store 
information sources.

6. Disseminate Outputs

Publish, present,  
and teach the findings.



Define the Research Questions

We predict that AI developments—like the viral adoption of ChatGPT in 2023—will be driven primarily by 
consumers, not incumbent organisations.

In this respect, the research will seek to address the following questions:

•	 What is a comprehensive list of life experiences where AI might have an impact? These reflect the core 
functions that support daily life.

•	 What are the likely AI-driven scenarios for each life experience? For example, how might digital 
communities evolve?

•	 How will these changes manifest across different life stages—from cradle to grave? How might 
parenting and education be transformed?

•	 What are the expected timelines for these developments, aligned with AI’s evolution? For instance, 
when might reasoning machines emerge?

•	 How might different life experiences interconnect? Will intelligent agents collaborate across various 
domains of life, for example, health and financial well-being?

•	 What will the outcomes be for humanity? What future scenarios should we consider and prepare for?

•	 Could these changes deepen our exploration of spirituality?

We will confer with research partners to align the questions with relevant commercial, academic and 
spiritual outcomes.

Research Methodology: Using AI tools to accelerate outcomes

Our methodology will leverage leading Generative 
AI tools (e.g., Gemini Pro, ChatGPT 4.0, Claude 
AI, Grok 4.0) not just as data sources but as 
integral research assistants, enabling us to rapidly 
compile, classify, and synthesise information on 
life experiences. This unique approach enables 
unprecedented scale and depth in exploring AI’s 
multifaceted impact on humans, accelerating our 
understanding and pushing the boundaries of 
traditional research.

The study will also explore radical possibilities 
associated with AGI, assessing impacts both  
within individual segments and across domains. 
Once roadmaps are developed for each life area,  
a holistic model will identify interconnections.  
This will allow us to propose plausible lifestyle 
scenarios and support them with corresponding 
technical models.

We will test our insights with leaders in the 
academic, commercial, and spiritual domains 
throughout the project’s life.

STAGE 1 



How might we package the findings as a product?

The project will use an interactive, product-based approach—rather than traditional academic reports—to 
present its findings. Given the experiential and forward-looking nature of the research, we will employ 
immersive and engaging formats such as:

•	 Interactive Digital Platforms 
Websites or dashboards to explore lifestyle scenarios, timelines, and data through multimedia.

•	 Virtual Reality (VR) 
Simulated environments showcasing future life in an AI-integrated world  
(e.g., in healthcare or education).

•	 Augmented Reality (AR) 
Real-world overlays that visualise AI’s role in daily life.

•	 Gaming Simulations 
Serious games that let users explore ethical and social implications of their decisions in  
AI-powered worlds.

•	 Immersive Storytelling 
AI-generated narratives that follow fictional humans navigating future AI-influenced lives.

•	 Hybrid Workshops 
Interactive sessions with live demos, digital whiteboards, and AI-supported discussions.

•	 Public Exhibitions 
Physical installations and exhibits to engage broader audiences using projections, touchscreens,  
and video.

•	 Personalised Research Summaries 
AI-generated summaries tailored to individual users based on profession, demographics,  
or interests.



What might be the commercial and Educational Benefits  
of this research?

1. Commercial Benefits

•	 New Markets and Products 
Insights into AI’s impact on personal  
life areas can inspire innovative,  
hyper-personalised offerings.

•	 Strategic Foresight 
Scenario mapping and timelines will  
help businesses plan and invest wisely  
in an AI-driven future.

•	 Enhanced Engagement 
Understanding cross-domain AI 
collaboration can improve integrated 
customer experiences.

•	 Risk Mitigation 
Anticipating ethical or societal shifts  
can help companies build more  
resilient strategies.

•	 Collaboration 
The call for research partners invites 
commercial collaboration and joint 
innovation efforts.

2. Educational Benefits

•	 Curriculum Development 
Findings can inform new AI-related 
courses, including ethics and future 
interaction models.

•	 Future-Ready Education 
Insights on evolving education and 
parenting practices can help prepare  
the next generation.

•	 Societal Insight 
Social scientists and policymakers  
can use this research to understand 
broader transformations.

•	 Interdisciplinary Research 
The broad scope (including spirituality, 
robotics, and AR/VR) encourages 
collaboration across fields.

•	 Public Awareness 
Outputs will contribute to more 
informed public debate and 
understanding of AI’s real implications.



How might this benefit a research partner?

An organisation (academic or commercial) might wish to sponsor or support this research for strategic, 
innovative, reputational, and market-driven reasons. Here’s a breakdown of the key benefits such 
organisations can derive from supporting “AI and the Human Experience”:

1. �Early Access to Foresight  
and Trend Intelligence

•	 Anticipate Future Consumer Behaviour  
The project explores how AI will reshape 
individual life experiences (e.g., parenting, 
healthcare, work). Sponsors gain insight into 
emerging needs and expectations before they 
become mainstream.

•	 Scenario Planning 
By understanding multiple potential  
futures, companies can better prepare for 
disruption, adjust their long-term strategies, 
and remain competitive.

2. Innovation Opportunities

•	 Product and Service Development 
Hyper-personalisation insights can guide R&D 
teams in designing next-generation offerings 
tailored to individuals across life stages.

•	 Technology Integration Ideas 
Exposure to conceptual models involving AI, 
AR/VR, AGI, and quantum computing helps 
identify where new technologies can be 
embedded into customer journeys.

3. �Strategic Positioning  
as a Thought Leader

•	 Brand Differentiation 
Being associated with forward-thinking, 
human-centred AI research enhances credibility 
and signals innovation leadership.

•	 Reputation for Responsibility 
Supporting research that includes ethical, 
societal, and even spiritual considerations 
presents the organisation as mindful of the 
broader impact of AI.

4. Talent Attraction and Retention

•	 Engage with Future-Focused Talent 
Involvement in visionary work appeals to 
high-potential recruits, particularly in tech, 
innovation, and research domains.

•	 Professional Development 
Employees can participate in workshops  
or simulations as part of learning and strategic 
planning initiatives.

5. �Partnership and  
Ecosystem Development

•	 Cross-Sector Collaboration 
Sponsors will be part of a diverse research 
network (academic, commercial, spiritual),  
opening doors to new partnerships and 
innovation ecosystems.

•	 Influence Research Direction 
By contributing funding or resources, sponsors 
may gain a seat at the table in shaping project 
priorities and questions.

6. Market Risk Mitigation

•	 Understand Societal Shifts 
Preparing for shifts in trust, regulation, or 
consumer values related to AI can reduce risk 
and protect brand equity.

•	 Ethical Foresight 
Exploring the societal and spiritual dimensions 
of AI helps companies anticipate future 
compliance and ethical concerns.



7. �Content and  
Communication Assets

•	 Use of Findings for Marketing  
and Engagement 
Sponsors may co-brand or leverage outputs—
like interactive experiences or AR tools—
for customer engagement, educational 
campaigns, or corporate storytelling.

•	 Customised Insights 
They may receive bespoke reports or  
scenarios relevant to their industry, use case,  
or customer segment.

Research itself is a 
passive exercise. Only 
actionable outcomes 

produce value.

“

“



In conclusion

We invite comments on the proposal and possible support 
from interested parties. We plan to begin the research in 
September and produce the first outputs by November.

Please send your comments to roger.camrass@gmail.com

mailto:roger.camrass%40gmail.com?subject=


Appendix A – What are the core 
functions and processes that govern 
human experience?

1.	 Physical and Mental Well-Being

2.	 Health and Wellness

3.	 Financial Security & Economic Stability

4.	 Education & Intellectual Development

5.	 Career & Professional Development

6.	 Relationships & Social Well-Being

7.	 Spiritual & Philosophical Growth

8.	 Lifestyle, Leisure & Recreation

9.	 Civic & Global Responsibilities

10.	Legal & Civic Duties

11.	Existential and Philosophical Processes 
(Meaning and Purpose)

Appendix B – Example of how 
AI might transform Health and 
Preventive Medicine

Selecting just one aspect of the extensive 
topic, here are some examples of how AI might 
contribute to better health:

•	 Early Disease Detection: AI algorithms  
can detect anomalies in medical  
imaging or genetic data earlier than  
traditional methods.

•	 Predictive Analytics: Systems can forecast 
health risks based on lifestyle, environmental, 
and historical health data, allowing for 
proactive intervention.

•	 Telemedicine Enhancements: AI will support 
diagnostics and decision-making in virtual 
consultations, improving access and accuracy.

Appendix C – Project staffing

Roger Camrass will lead the research. He will 
orchestrate a team of AI agents drawn from 
leading platforms such as ChatGPT, Gemini Pro, 
and Grok 4.0.

Roger holds a bachelor’s degree in Natural 
Sciences from the University of Cambridge and a 
master’s degree in electrical sciences and business 
studies from the Massachusetts Institute of 
Technology (MIT).

His experience in the digital world spans five 
decades. This includes:

•	 Designing the Internet as a research fellow at 
MIT in the 1970s, where he was a pioneer of 
the IP network architecture.

•	 Pioneering Business Reengineering techniques 
in Europe, working with individuals like Michael 
Hammer and Jim Champy.

•	 Shaping deals for outsourcing and offshoring 
contracts, starting with the EDS/Unilever deal 
in 1981.

•	 Leading the EY’s e-commerce practice in 
1998, where he designed and launched dot-
com businesses and published a book titled 
‘Atomic: Reshaping the Business Landscape 
into the New Structures of Tomorrow’.

•	 Introducing Lean operating practices into 
service organisations based on Toyota 
production principles.

•	 Establishing Cloud Computing strategies for 
large corporations.

He has also held leadership roles such as:

•	 Founder/Director of Butler Cox plc, an IT 
boutique that achieved an FTSE listing.

•	 Managing Director of SRI International 
(Stanford Research Institute) in Europe.

•	 Group director and head of Business 
Transformation at Fujitsu Services in Europe.

•	 Senior Practice Partner at consulting firms 
including Ernst & Young, Arthur D Little,  
and Wipro Consulting.

•	 Research Director, CIONET International,  
and executive manager at CIONET UK.



Roger Camrass 
Researcher Director
Over half a century, Roger has advised governments 
on the strategic impact of technology, led a global 
multi-client program called ‘Business in the Third 
Millennium’, and was research director of the Judge 
Business School survey into Corporate Innovation. 
He has also helped create “Innovation communities” 
between and within Fortune 1000 companies. He has 
held part-time academic posts at several universities 
and business schools, including Judge Business 
School at Cambridge University and Bristol University, 
Ashridge School of Management, and ESADE 
Business School in Spain. Today, he holds a visiting 
professorship in the humanities department of the 
Hebrew University in Jerusalem. He is married with 
three children and resides in Highgate, North London.

See rogercamrass.com

http://www.rogercamrass.com/
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