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Abstract

The development of artificial intelligence is one of the main paradigms of the contemporary
society, which will radically change the existence of individuals and our society and it will
have important effects on the economy. The use of artificial intelligence in the daily work of
individuals and in the relationship between companies and consumers has a great number of
advantages such as the increased efficiency, a high degree of fascination in interaction, but
in the same time there are several fears related to its development in the future. Due to its
great data storage capacity about the behavior of individuals and the processing speed of this
data, there is a risk that the forms of artificial intelligence will become smarter than humans
and thus intervene in the decisions made by them. Through the constant use of artificial
intelligence, there is a high risk of manipulation of consumers as well as a high degree of
dependence on intelligent technologies. This close relationship between the user and artificial
intelligence can reduce an individual’s cognitive abilities and can affect their thinking,
personality and relationships with its social circle. This paper presents a mediation model
between the efficiency and fascination with artificial intelligence and the consumers’
perception of preserving their self-identity and human skills, having as mediator the influence
and model of the social circle. The research results show that a higher degree of efficiency
and fascination, as well as a positive influence from the social circle decrease the consumers’
perception of reduction of human skills in relation to artificial intelligence. Moreover, the
social circle mediates the relationship between efficiency and fascination produced by
artificial intelligence and the perception of preserving human abilities.

Keywords: artificial intelligence, robots, consumers, social circle, consumers’ self-identity,
human abilities
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Introduction

Our daily life is increasingly dominated by the presence of various forms of artificial
intelligence, which accompany us in almost all activities. From finding the direction with the
help of GPS, to monitoring our heart rate during sports activities, we always have a smart
device that monitors our activity and makes recommendations for a better life. This trend of
automation is also found in the relationship with companies that provide us with various
products and services. For example, to communicate better with the mobile phone, we have
Siri for Apple phone users (Apple, 2020) or Bixby for Samsung users (Samsung, 2020), while
for banking services we communicate with George as the bank’s interface (BCR, 2020). This
trend of using robots or artificial intelligence systems is increasingly present in the daily lives
of consumers and in the relationship they have with various companies. In order to better
understand this interaction, it is important to know the advantages and disadvantages that the
development of artificial intelligence has in contemporary society.

The objective of this paper is to determine the relationship between the influence of efficiency
and fascination with artificial intelligence, the influence of the social circle and the perception
of preserving the identity of consumers in relation to various forms of artificial intelligence.
The presence of devices equipped with artificial intelligence in the daily lives of individuals
and consumers has a number of advantages and disadvantages. In order to integrate these
devices as much as possible, it is important to understand both the advantages and the
disadvantages that they bring to people's lives. In this paper we will analyse the relationship
between the benefits of artificial intelligence characterized by an increased efficiency and the
fascination created by them and the main fears related to the human abilities of consumers.
There will be also analysed the multiplying effect of the role of the social circle on the
benefits created by artificial intelligence, as well as its impact in reducing the fears associated
to artificial intelligence. Most of the recent studies related to the acceptance of new
technologies refer mainly to the relationship between the individual and the technology
(Davis et al., 1989; Venkatesh et al., 2012) and they focus less on the influence of the social
circle on the perception of artificial intelligence. Although the influence of the social circle
has been included in models related to the use of artificial intelligence, this has been more
correlated with the evaluation of how to use them and less on the reduction of fears related
to the use of artificial intelligence (Gursoy et al., 2019). The paper is structured in five parts.
The first part presents the literature review with emphasis on the main variables used in the
subsequent model. The second part presents the research methodology and the collection of
data. The next two parts are dedicated to the confirmatory factor analysis for determining the
values of the variables and the testing of the mediation model based on the previously
validated variables. The last part is dedicated to the discussions and conclusions based on the
results of the mediation model.

1. Literature review on the role of artificial intelligence in economics

The development of various forms of artificial intelligence and robots has been one of the
biggest challenges of contemporary society. On one hand, the development of smart
technologies contributes to the efficiency of the various daily activities of consumers and
companies, thus shifting to a better quality of life (Pelau and Ene, 2018). On the other hand,
the presence and integration of artificial intelligence into people’s daily lives has long been
debated (Kaplan and Haenlein, 2020).
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One of the main topics of debate related to artificial intelligence is the degree of trust and
acceptance of artificial intelligence by users (Hengstler et al., 2016). Several authors
emphasize the importance of initial trust in these new technologies (McKnight et al., 2002;
Lee and See, 2004), but also the way of integrating them into the daily work (MacVaugh and
Schiavone, 2010) of individuals. Previous research has shown that the consumers’ acceptance
of artificial intelligence and robots depends on the specific situation in which they are used.
For instance banking robots are much more easily accepted by the consumer in comparison
to intelligent cooking or smart legal consulting devices (Pelau and Ene, 2020). There are
several factors that affect the general acceptance or rejection of robots. The increased
performance (Gursoy et al., 2019; Lu et al., 2019), the social pressure for using intelligent
devices (Hall and Henningsen, 2008; Hsu and Lin, 2008), the entertainment and fascination
created by the device (Fryer et al., 2017) as well as the easiness of its use (Law et al., 2018;
Allam et al., 2019) are just some of the factors affecting the willingness of using intelligent
devices.

Higher performance refers to the situation where robots or artificial intelligence systems can
provide more services in a better, more efficient or faster way than humans (Lu et al., 2019).
By doing so, robots increase people’s comfort and well-being and increase companies'
profits. The involvement of artificial intelligence or robots in the commercial activity leads
to an increased efficiency of processes, due to their greater capacity to store information
compared to human personnel, which leads to a faster processing of orders and a greater
degree of personalization for customers (West et al., 2018). Hedonic pleasure and fascination
refer to the positive feelings associated with the use of robots and the satisfaction of using
new technologies for personal interests and entertainment (Fryer et al., 2017). Several studies
consider hedonic motivation as one of the main factors that affect in a positive way and are
an important facilitator of consumers’ willingness to use new types of technologies such as
the artificial intelligence (Law et al., 2018; Allam et al., 2019). The fascination towards
artificial intelligence is important in the use of robots as an interface for communication and
interaction with customers (Marinova et al., 2017; Wirtz et al., 2018). If artificial intelligence
is accepted as a mean of interaction, a large number of service employees can be replaced by
robots, thus increasing the efficiency and profitability of companies. For this reason, the
perceived efficiency as well as the consumers’ fascination towards the use or interaction with
forms of artificial intelligence are important factors for their acceptance and are included in
hypothesis 11 of this study, according to which a high degree of efficiency and fascination
towards the artificial intelligence will increase the social pressure of using artificial
intelligence and robots.

The effort involved in using robots describes the perceived difficulty of the consumer in using
a new technology or a new form of artificial intelligence. In this regard, several theories have
been developed that describe how to accept new technologies (Davis et al., 1989; Venkatesh
et al., 2012). Several studies have shown that the difficulty depends on the ability of
consumers to learn how to use these new technologies (Kim and Baek, 2018; Lu et al., 2019;
Gursoy et al. 2019; Ashfaq et al., 2020).

The social circle is another important factor that influences the adoption of a technology. If
more people in a social group use a new technology, the individual will be forced to use that
technology (Hall and Henningsen 2008; Hsu and Lin, 2008). Consumers tend to adopt a new
product or technology if the social group they belong to or want to join appreciate that product
or technology. Especially when a consumer has little information about a new technology, it
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tends to imitate the behavior of the social group to which it belongs (Venkatesh et al., 2012;
Dabija et al., 2017; Gursoy et al., 2019). Due to the fact that the influence of the social circle
is an important validation factor of a new technology, it is included in hypothesis 12 of the
research presented in this article, which postulates that the impact of the social circle will
decrease the perception of losing its own identity because of the use of artificial intelligence.

In opposition to this, the consumers also have negative feelings associated to robots because
of their capacity of manipulating its owner, the deterioration of social relations and the threat
of losing its own self-identity (Kaplan and Haenlein, 2020). One of the main fears associated
with artificial intelligence is the threat of manipulation. The use of robots and artificial
intelligence is closely linked to the collection of data by the system. A consumer can use a
robot or a smart system only if he or she is willing to provide a series of personal data and
commands to the system. Given that the robot or artificial intelligence will gather more and
more information about its user, it will have the ability to learn from experience and will have
the ability to influence the people's decisions (Kaplan and Haenlein, 2020). The question here
is to what extent people will have the power to control these artificial intelligence systems or
whether they will make their own decisions. There are already theories that forms of artificial
intelligence can become smarter than their creators, through their unlimited ability to learn
and store information and thus make decisions for their own interest and not in their owners’
interest (Rinesi, 2015; Kaplan and Haenlein, 2020). Opinions in this regard are divided. Some
authors believe that it will be a long time before robots have their own motivation and
reasoning (Haladjian and Montemayor, 2016), while others consider it to be just a challenge
of intelligent engineering (Graziano, 2015). Another fear related to the development of
artificial intelligence is the loss of the self-identity and human abilities of individuals. The
increasingly pronounced anthropomorphic characteristics of robots and our willingness to
give them their own identity (by giving them names and by providing them human rights)
will increase the social power of robots and may threaten people’s self-identity.
Anthropomorphic characteristics refer to the physical, mental and behavioral characteristics
of a robot that mimics human features (Kim and McGill, 2018). On one hand, consumers
may consider the human aspect to be friendlier. On the other hand, an anthropomorphic
appearance could threaten people’s self-identity and distinctiveness (Rosenthal-von der
Putten and Krémer, 2014). Moreover, there is a growing trend of human emotional
dependence on machines or robots. Many authors predict an increased addiction to the
emotional and physical relationship with gender humanoid robots (Pfadenhauer, 2015;
Gonzales-Jimenez, 2018). The use of artificial intelligence and machines in communication
between consumers also increases the risk of deteriorating social relations. Communication
takes place more and more with the help of machines (smartphones, laptops, tablets) to the
detriment of human contact.

The use of artificial intelligence in companies will have a positive impact on their profits, but
at the same time more people will lose their jobs, as tasks currently performed by humans
will be replaced by artificial intelligence and robots. This creates a sense of uncertainty
among people and it is one of the main reasons for not accepting automation projects. The
threat of replacing humans with robots is described in a model proposed by Huang & Rust
(2018) based on the degrees and types of intelligence of robots. They propose several models
of co-integration of humans and robots at the workplace and in the provision of services.
They analyse several models of co-existence, ranging from the situation in which robots can
perform tasks that humans do not want to perform, to the situation in which humans and
robots are equal co-workers. It also describes a hypothetical situation in which artificial
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intelligence is seen as an extension of humans and they coexist through integration (Huang
and Rust, 2018). For this reason, the preservation of human abilities, following the use and
interaction with the forms of artificial intelligence is included in hypothesis 13 of this study
and in the mediation model, by which a degree of efficiency and fascination towards artificial
intelligence decreases the perception of losing its own identity because of the use of artificial
intelligence and robots.

The use of artificial intelligence and robots in the daily lives of consumers is associated with
positive emotions and attitudes, but also with fears and negative feelings about the directions
in which they will develop. In this paper we propose a mediation model that tests the extent
to which positive aspects of efficiency and fascination towards robots alleviate negative
feelings about the loss of identity and human skills in the relationship and interaction with
various forms of artificial intelligence.

2. Methodology

The main scope of this research is to determine the relationship between efficiency and
fascination of users towards artificial intelligence, the influence of the social circle and the
pressure to use various forms of artificial intelligence and the perceived threat of losing self-
identity and human skills through the use of artificial intelligence and robots. For this scope,
there have been defined several objectives and a mediation model has been designed, having
the following hypotheses:

The first objective refers to the influence of the perceived benefits of using artificial
intelligence, which will increase the number of those who use such devices in the everyday
life. As more people use artificial intelligence devices, there will be a social pressure to
expand their use. Therefore the first hypothesis is formulated as follows:

1st Hypothesis (I11): Increased efficiency and fascination towards artificial intelligence
increases social pressure to use forms of artificial intelligence and robots.

The second objective refers to the impact that the spread of artificial intelligence has on the
consumers’ fears, namely to reduce human skills because of the use of artificial intelligence.
The more the use of artificial intelligence becomes a common phenomenon, the more it will
become a common activity and it will become part of the daily routine of consumers and
individuals in general. For this purpose, the second hypothesis has been formulated as
follows:

2nd Hypothesis (12): The impact of the social circle reduces the perception of losing self-
identity while using artificial intelligence.

The third objective refers to the direct influence that the advantages brought by artificial
intelligence have on the reduction of human abilities. The benefits perceived by the consumer
reduce the fears that they have in relation to artificial intelligence and increase the positive
perception of their acceptance. For this, the third hypothesis was formulated:

3rd Hypothesis (13): An increased degree of efficiency and fascination towards artificial
intelligence reduces the perception of losing self-identity caused by the use of artificial
intelligence and robots;
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The last objective integrates the relations presented in the previous objectives and postulates
the mediation model, formulated in the following hypothesis:

4th Hypothesis (14): The impact of the social circle mediates the relationship between the
perceived degree of efficiency and fascination towards artificial intelligence and the
perception of losing self-identity through the use of various forms of artificial intelligence.
(Figure no. 1)

Influence of
social circle

11 (a-path)

Self-identity of
consumer in relation
to Al

(c-path / ¢’-path)

Efficiency and
fascination towards Al

Figure no. 1: Proposed mediation model

In order to confirm this model from an empirical point of view, a quantitative research has
been carried out which had as objective the evaluation of the three variables included in the
mediation model. The questionnaire included 24 items with statements about the users'
attitudes and perceptions about the efficiency and fascination experienced while using
artificial intelligence, the influence of the social circle on the peer pressure of using artificial
intelligence and the perception of losing self-identity and human abilities by using artificial
intelligence. The evaluation of the 24 statements was performed using a Likert scale with
values between 1 and 7, 1 representing total disagreement, and 7 representing total
agreement. The research took place in December 2019 and the subjects have been selected
randomly from the adult urban population, with the condition that there is a homogeneous
distribution by gender. The sample contained 740 valid responses and has a total Cronbach-
Alpha value of 0.901. The structure of the questionnaire includes similar values for women
(50.5%) and men (49.5%). The majority of the subjects have ages between 20 and 30 years
(61.6%), being complemented by subjects with ages between 30 and 40 years (14.3%), 40
and 50 years (7.5%), 50 and 60 years (11.6%), more than 60 years (1.8%) and less than 20
years (2.9%).

In order to determine the inclusion of the items to the three variables, a confirmatory factor
analysis has been performed. Based on the obtained results, the values of the variables
included in the model in figure no. 1 have been calculated and the hypotheses and the
mediation model have been tested. The results of the two analyses are presented in the
following chapters.

3. Results of the confirmatory factor analysis

The value of the Kaiser-Meyer-Olkin indicator KMO = 0.896 as well as the value of
p = 0.000 of the Bartlett test show an appropriate adequacy of the items used for a factor
analysis. The analysis of the loadings of items indicates an ideal number of 3 factors as it can
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be seen in table no. 1. It should be noted that in order to determine the three factors, all items
with values greater than 0.600 have been taken into account.

The first factor contains items related to the high degree of efficiency obtained from the use
of artificial intelligence (4 items), to improving the quality of life (3 items), about the
fascination of using artificial intelligence (2 items), the desire to use a robot or some form of
artificial intelligence (3 items) and the desire to learn commands for the use of artificial
intelligence (1 item). This factor contains the largest number of items (13), due to the
correlation between the statements related to efficiency, fascination, and desire to use and
learn commands for artificial intelligence. The Cronbach-Alpha value a.=0.912 shows a high
relevance of the items in this factor. The average value of the items is M = 4.906.

Table no. 1: The results of the confirmatory factor analysis

1st 2nd 3rd
Factor Factor Factor
The robot is more efficient in carrying out activities .706
The robot has a higher accuracy in performing tasks 704
There are fewer errors if the tasks are performed by robots .605
The robot performs activities more quickly .629
The activities performed by the robot make my life easier .687
I have more free time because of the robot 672
I can focus on complex activities, if the robot helps me with 667
certain tasks )
The interaction with the robot is fun .700
The interaction with the robot is fascinating due to the degree of 637
novelty )
I am willing to learn the necessary commands to optimize the 647
activity with a robot )
I like to interact with a robot that helps me in daily activities 727
| want to have a robot to help me in my daily activities .702
I am willing to buy a robot to help me in my daily activities .651
All my friends have robots that help them in their daily activities .621
All the people | appreciate use robots for their daily activities .626
I don't think I'm addicted to robots .645
I consider that the activity with the robot does not affect my 728
personality '
| tt))_z?_ligave that working with the robot does not reduce my human 705
abilities '

The second factor includes 3 items related to the dependency on artificial intelligence, the
reduction of human abilities and personality determined by the use of robots. All items in
this factor are formulated with the help of a negation, so a higher value indicates a greater
disagreement. For this reason the variable was called “reducing the degree of self-identity
caused by the use of artificial intelligence”. It should be noted that items related to
communication and interaction with others do not correlate in this factor. The Cronbach-
Alpha value o= 0.834 shows a good adequacy of the items for this factor. The average value
of the items is M = 5.031. This variable can be also found in other studies such as Huang and
Rust (2018) or Kaplan and Haenlein (2020). Both articles present a slightly pessimistic
variant of the direction of development of artificial intelligence, by which they aim to draw
a signal to the dangers that may occur from their evolution.
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The third factor contains two items related to the way in which the social circle uses robots
and other forms of artificial intelligence. It is interesting to note that this factor correlates
only based on the model taken or imitated from others, namely “all my friends” and “all the
people | appreciate use robots in daily activities” and does not include items related to how
the respondent is appreciated by others. For this factor Cronbach-Alpha has a value of o =
0.867, proving a good fit, and the average of the items is M = 3.182.

Out of all items, only 6 statements did not have loadings greater than 0.6 for any of the three
factors resulted from the confirmatory factor analysis, so they were not used in the subsequent
mediation model. In spite of the fact that that one of the most common ways to use intelligent
devices is found in the consumers’ way of communication, by using smartphones or smart
tablets, the two items related to the interference of artificial intelligence in interpersonal
communication does not correlate in any of the determined factors. This situation requires
further investigation in future research.

4, Results of the mediation model and discussions

Based on the three variables obtained in the confirmatory factor analysis, the mediation
model has been developed with efficiency and fascination towards artificial intelligence as
an independent variable, the influence of the social circle as a mediator and the perception of
losing self-identity by using artificial intelligence as a dependent variable. The mediation
model has been tested using the Bootstrapping method based on 5000 distinct samples for a
confidence interval of 0.95. This has been done by using the Process Macro, developed by
Hayes (2018) in SPSS 20.0. The obtained results can be observed in Figure no. 2.

Influence of
social circle

a=0.593*** b=0.072%**

Self-identity of
consumer in relation
to Al

c=0.433*** [ ¢'=0.390***

Efficiency and
fascination towards Al

Figure no 2: Final mediation model

It can be observed that there is a significant positive a-path relationship between the
independent variable efficiency and fascination towards artificial intelligence and the
mediator influence of the social circle, having ,=0.593, p=0.000 and the confidence interval
Cl, = [0.488; 0697]. An increased degree of efficiency and fascination towards artificial
intelligence creates models in society that use these new forms of technology and can become
an amplifier in the way artificial intelligence is promoted and accepted. This confirms
hypothesis 11 that a high degree of efficiency and fascination towards artificial intelligence
increases the social influence of using forms of artificial intelligence and robots.

There is also a significant positive relationship for the b-path, between the mediator and the
dependent variable related to losing self-identity by using artificial intelligence. This
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relationship has a coefficient B, = 0.072, p = 0.024 and a confidence interval of Ci, = [0.009;
0135]. The fact that friends or admirers use forms of artificial intelligence reduces the
perception of dehumanization caused by the use of artificial intelligence. These results
confirm hypothesis 12, namely that the impact of the social circle reduces the perception of
losing self-identity while using artificial intelligence.

The direct effect (c’-path) between the independent variable and the dependent variable is
also significant, having f.-=0.390, p=0.000 and the confidence interval Cl.= [0.291; 0488].
Thus, it can be said that efficiency and fascination towards artificial intelligence positively
influence the reduction of the perception of dehumanization towards the use of artificial
intelligence. This result also confirms Hypothesis 13 Hypothesis 3, namely that an increased
degree of efficiency and fascination towards artificial intelligence reduces the perception of
losing self-identity caused by the use of artificial intelligence and robots. This result is
confirmed in other research by two different variables, namely that efficiency (Gursoy et al.,
2019; Lu et al., 2019) and fascination and hedonic pleasure (Fryer et al., 2017) positively
influence the degree of accepting artificial intelligence.

The total effect (c-path) between the independent variable and the dependent variable has
also significant values for the coefficient $.=0.433, p=0.000 and the confidence interval
Cl=[0.341; 0524]. Due to the fact that the coefficient of the total effect is higher than the
coefficient of the direct effect, both being significant, it results that there is an influence of
the mediator. The indirect mediation effect has a value of 3=0.043, and its significance is
validated by the confidence interval CI =[0.005; 0.083] and the fact that the value 0 is not
included in it. This confirms the last hypothesis 14, according to which the impact of the
social circle mediates the relationship between the perceived degree of efficiency and
fascination towards artificial intelligence and the perception of losing self-identity
determined by the use of forms of artificial intelligence. Although there is not a big mediation
effect, it exists and it is significant, proving that the models from the social circle amplifies
the effect of efficiency and fascination with artificial intelligence in relation to reducing fears
about the loss of human abilities and self-identity. This influence is also confirmed by other
studies such as Hall and Henningsen (2008); Hsu and Lin (2008); Gursoy et al. (2019), in
which the social circle has an influence on the degree of acceptance of artificial intelligence.
The way of correlating the variables resulting from the confirmatory factor analysis shows
that the influence is given by the behavior patterns of the social circle rather than by the
appreciation of others. Thus, if someone in a consumers’ social circle uses artificial
intelligence, there is a chance that this behavior will be imitated.

Conclusions and discussions

The results of the mediation model confirm that an increased degree of efficiency and
fascination in the use of artificial intelligence, mediated by the positive influence of the social
circle, diminishes the perception of loss of identity and human abilities in relation to artificial
intelligence. It can be said that the benefits obtained from the use of artificial intelligence and
robots reduce the fears that the consumer has in relation to them, having a series of theoretical
and managerial implications.

From a theoretical point of view, the degree of innovation brought by this model is given by
the inclusion of the social circle influence as a mediator in the relationship between efficiency
and fascination with artificial intelligence and preservation of consumer identity. Existing
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models, especially the technology acceptance model, refer to concepts that belong only to the
individual or the consumer and less to the rest of the world. The results of this research show
that social models of using artificial intelligence can reduce the fear of losing human identity
in relation to artificial intelligence and it is a multiplier of the perception about the efficiency
and fascination of smart devices. From a managerial point of view, in order to increase the
degree of acceptance of robots and artificial intelligence, it is beneficial to use interaction
models with robots in the communication with the consumers or with individuals in general.
For services, this can be done by presenting interaction examples between consumers and
artificial intelligence in advertising, which can be later distributed through traditional media
channels or social networks. In order to promote the use of artificial intelligence within a
company, training sessions are recommended in which this type of interaction is given as an
example. However, it is important that the implementation of artificial intelligence and robots
should be done with caution because there are a number of pessimistic scenarios in which
artificial intelligence and robots can become smarter than their creators and control their
actions. To avoid this negative direction, both consumers and policy makers need to be aware
of the potential dangers so that through clear regulations they can optimize the use of artificial
intelligence in contemporary society and in the economy.

One of the limitations of the research concerns the way in which the variables are correlated,
especially for factor 1. The initial aim of the research was to test separately the efficiency of
artificial intelligence, the consumers' fascination with it and the learning processes for their
use. Based on the confirmatory factor analysis, the first two variables, respectively efficiency
and fascination are correlated and thus were used as a single variable. For the availability of
learning commands for the use of artificial intelligence, only one item correlates with factor
1, while the rest of the items were removed from the research.

The result obtained from the mediation model has both positive and negative valences. On
one hand, consumer fears about the use of artificial intelligence can be diminished by their
benefits and the influence of the social circle. This way the consumers can be easily
convinced to use various forms of artificial intelligence. On the other hand, there is a risk that
the well-being brought by the use of artificial intelligence as well as the positive emotions
created by the fascination of their use will reduce the vigilance of consumers in relation to
the potential dangers of the development of artificial intelligence. Our recommendation is to
take advantage of the benefits of artificial intelligence, but in the same time to remain vigilant
to the potential dangers associated with this evolution. We are aware of the fact that due to a
high profitability, artificial intelligence will be increasingly present in the daily lives of
consumers and in their relationship with companies. For this reason, the benefits cannot be
ignored, but a clear regulation is needed for the use of artificial intelligence. The way of
regulating artificial intelligence can be achieved in several ways, namely through the
legislation related to the use of these technologies, through the degree of innovation of
technologies but also at the level of each user. At the legislative level, it is recommended to
develop rules for the operation and use of artificial intelligence by establishing what is
allowed and what is not allowed to be achieved with the help of robots and artificial
intelligence. Legal regulations can have a wide range of applications from ethical issues (here
we refer in particular to the use of companion robots), to issues related to their rights (for
example by granting citizenship to the robot Sophia and implicitly equal rights to humans)
and up to the degree of autonomy of robots. From a technological point of view, we refer to
the degree of innovation in the sense of the similarity to people. Of course, from a scientific
point of view it is fascinating to create robots similar to humans, with similar emotions and
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feelings as humans, but in the same time, the existence of these technologies create the
temptation to use them for commercial purposes and it is difficult to predict to what extent
these robots could be controlled in the future. On a personal level, each individual must be
aware of both the benefits of a robot or a device equipped with artificial intelligence, but also
of the risks to which he is exposed by granting access to personal information. For this reason,
any consumer must be aware that artificial intelligence brings certain benefits that must serve
the individual, and that the rights of the robot are limited (for example by the possibility of
shutting down or disengaging a robot).

In conclusion, the development of artificial intelligence can be an extraordinary thing for
individuals and for humanity, if, at all levels, we will know how to manage the use of robots
for the benefit of humans. In the economic activity, artificial intelligence and robots will play
a significant role in increasing process efficiency and reducing costs, but at the same time
their implementation must be considered carefully, in order to maintain interpersonal
relationships between the company and its customers or employees.

References

Allam, H., Bliemel, M., Spiteri, L., Blustein, J. and Ali-Hassan, H., 2019. Applying a
multidimensional hedonic concept of intrinsic motivation on social tagging tools: A
theoretical model and empirical validation. International Journal of Information
Management, 45, pp. 211-222.

Apple, 2020. Siri does more than ever. Even before you ask. [online] Available at:
<https://www.apple.com/siri/> [Accessed 3 December 2020].

Ashfag, M., Yun, J., Yu, S. and Loureiro, S.M.C., 2020. I, Chatbot: Modeling the
determinants of users’ satisfaction and continuance intention of Al-powered service
agents. Telematics and Informatics, [e-journal] https://doi.org/ https://doi.org/
10.1016/j.tele.2020.101473.

BCR, 2020. Internet Banking de la BCR, cu tot ce ai nevoie, ntr-un singur loc. [online]
Available at: <https://www.hcr.ro/ro/persoane-fizice/digital-banking/george> [Accessed
3 December 2020].

Dabija, D.C., Béabut, R., Dinu, V., Lugojan, M., 2017. Cross-Generational Analysis of
Information Searching based on Social Media in Romania. Transformations in Business
& Economics, 16(2(41)), pp.248-270.

Davis, F.D., Bogozzi, R.P. and Warshaw, P.R., 1989. User acceptance of computer
technology: A comparison of two theoretical models. Management Science, 35,
pp. 982-1003.

Fryer, L.K., Ainley, M., Thompson, A., Gibson, A. and Sherlock, Z., 2017. Stimulating and
sustaining interest in a language course: An experimental comparison of Chatbot and
Human task partners. Computers in Human Behavior, 75, pp. 461-468.

Gonzalez-Jimenez, H., 2018. Taking the fiction out of science fiction: (Self-aware) robots
and what they mean for society, retailers and marketers. Futures, 98, pp. 49-56.

Graziano, M.S.A., 2015. Build-a-brain: We could build an artificial brain that believes itself
to be conscious. Does that mean we have solved the hard problem? [online] Available at:
<https://aeon.co/essays/can-we-make-consciousness-into-an-engineering-problem>
[Accessed 24 February 2018].

Vol. 23 * No. 56 * February 2021 43



02\3 The Impact of Artificial Intelligence on Consumers’ Identity and Human Skills

Gursoy, D., Oscar Hengxuan Chi, O.H., Lu, L. and Nunkoo, R., 2019. Consumers acceptance
of artificially intelligent (Al) device use in service delivery. International Journal of
Information Management, 49, pp. 157-169.

Haladjian, H.H. and Montemayor, C., 2016. Artificial consciousness and the consciousness-
attention Dissociation. Consciousness and Cognition, 45, pp. 210-225.

Hall, B. and Henningsen, D.D., 2008. Social facilitation and human—computer interaction.
Computers in Human Behavior, 24(6), pp. 2965-2971.

Hayes, A.F., 2018. Introduction to Mediation, Moderation and Conditional Process Analysis
— A Regression-Based Approach. New York: Guilford Press.

Hengstler, M., Enkel, E. and Duelli, S., 2016. Applied artificial intelligence and trust-The
case of autonomous vehicles and medical assistance devices. Technological Forecasting
& Social Change, 105, pp. 105-120.

Hsu, C.L. and Lin, J.C.C., 2008. Acceptance of blog usage: The roles of technology
acceptance, social influence and knowledge sharing motivation. Information &
Management, 45(1), pp. 65-74.

Huang, M.H. and Rust, R., 2018. Artificial Intelligence in Service. Journal of Service
Research, 21(2), pp. 155-172.

Kaplan, A. and Haenlein, M., 2020. Rulers of the world, unite! The challenges and
opportunities of artificial intelligence. Business Horizons, 63(1), pp. 37-50.

Kim, H.Y. and McGill, A.L., 2018. Minions for the rich? Financial status changes how
consumers see products with anthropomorphic features. Journal of Consumer Research,
45(2), pp. 429-450.

Kim, S. and Baek, T.H., 2018. Examining the antecedents and consequences of mobile app
Engagement. Telematics and Informatics, 35, pp. 148-158.

Lee, J.D. and See, K.A., 2004. Trust in automation: designing for appropriate reliance.
Human Factors, 46(1), pp. 50-80.

Lu, L., Cai, R. and Gursoy, D., 2019. Developing and validating a service robot integration
willingness scale. International Journal of Hospitality Management, 80, pp. 36-51.

MacVaugh, J. and Schiavone, F., 2010. Limits to the diffusion of innovation: a literature
review and integrative model. European Journal of Innovation Management, 13(2),
pp. 197-221.

Marinova, D., de Ruyter, K., Huang, M.H., Meuter, M.L. and Challagalla, G., 2017. Getting
smart: Learning from technology-empowered frontline interactions. Journal of Service
Research, 20(1), pp. 29-42.

McKnight, D.H., Choudhury, V. and Kacmar, C., 2002. The impact of initial consumer trust
on intentions to transact with a web site: a trust building model. Journal of Strategic
Information Systems, 11(3), pp. 297-323.

Pelau, C. and Ene, I., 2018. Consumers’ perception on human-like artificial intelligence
devices. In: R. Pamfilie, V. Dinu, L. Téchiciu, D. Plesea and C. Vasiliu, BASIQ
International Conference: New Trends in Sustainable Business and Consumption - 2018.
Heidelberg, Germany, 11-13 June 2018. Bucharest: ASE Publishing House.

Pelau, C. and Ene, I., 2020. Interaction between consumers and emerging forms of artificial
intelligence: a discriminant analysis. Studia Universitatis Vasile Goldis, 30(2), pp. 1-12.

44 Amfiteatru Economic



Artificial Intelligence in Wholesale and Retail AL

Pfadenhauer, M., 2015. The contemporary appeal of artificial companions: Social robots as
vehicles to cultural worlds of experience. The Information Society, 31(3), pp. 284-293.

Rinesi, M., 2015. The price of the Internet of Things will be a vague dread of a malicious
world. [online] Available at: <https://ieet.org/index.php/IEET2/more/rinesi20150925>
[Accessed 24 February 2018].

Rosenthal-von der Putten, A.M. and Kramer, N.C., 2014. How design characteristics of
robots determine evaluation and uncanny valley related responses. Computers in Human
Behavior, 36, pp. 422-439.

Samsung, 2020. Realizati mai multe cu Bixby. [online] Available at:
<https://www.samsung.com/ro/apps/bixby/> [Accessed 3 December 2020].

Venkatesh, V., Thong, J. and Xu, X., 2012. Consumer acceptance and user of information
technology: Extending the unified theory of acceptance and use of technology. MIS
Quarterly, 36, pp. 157-178.

West, A., Clifford, J. and Atkinson, D., 2018. “Alexa, build me a brand”: An investigation
into the impact of artificial intelligence on branding. The Business & Management
Review, 9(3), pp. 321-330.

Wirtz, J., Patterson, P. G., Kunz, W. H., Gruber, T., Nhat Lu, V., Paluch, S. and Martins, A.,
2018. Brave new world: Service robots in the frontline. Journal of Service Management,
29(5), pp. 907-931.

Vol. 23 * No. 56 * February 2021 45



