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PERCEPTION OF USING SERVICE ROBOTS
IN KAZAKHSTAN AND RUSSIA

This paper presents a comparative analysis of the clients’ perception on the service robots’ usage in
Kazakhstan, and Russia. The main idea is to find out the level of people’s understanding and acceptance
of robotization in these neighbor countries, as these may influence the business development.

The researchers adopted survey method to collect respondents’ views on the issue of interest. The
research population includes people above 18 years of age in the two countries.

The statistical results differ for the studied countries, with Russia where the respondents are more
positive about the robotization, compared to Kazakhstan, where the respondents show lower interest
in that development, 62% and 52% respectively (Figure 12). The main question of interest is would the
implementation of robots affect negatively the number of visits to robotized businesses, e.g., bank offices,
hotels and restaurants, etc. More than 43% of the respondents in Kazakhstan expressed dissatisfaction
with the ethical aspect of robots usage (Russia — 18%), and 42% of Kazakhstanis reported that they fear
job loss due to automation, in comparison with 23% of Russian respondents.

This research contributes to the understanding of how the customers in the two studied countries
consider the expected changes in the business and what may be their response to those changes. The
limited number of respondents does not allow generalization of the results and conclusions, much bigger
samples may be helpful to generalize. However, the findings are very informative and helpful in the
decision-making process, as robotization requires financial investments and the attitude of the clientele
about the quality of service they get is directly linked to the change of demand and business financial
results. Based on these findings the hotel managers will be better prepared to decide if, when and how
to introduce robots in the hotel business.

Key words: Robotization, Artificial intelligence (Al), consumers’ attitude, services.
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KasakcraH meH Peceiiae KbI3MeT KopceTy CaAacbiHAA
po6OTTapAbI NalAaAaHyFa Ke3Kapac

byAa mMakarapaa KaszakcraH meH Peceiipe KbiI3MET KOpCeTy canacbiHAQ pobOTTapAbl ManaasaHy
TypaAbl TYTbIHYLIbIAAPAbIH KAObIAAQYbIHbIH, CAAbICTbIPMAAbI TaAAQYbI YCbIHbIAFAH. Herisri naes — ocbl
KOpLi eAAEPAETi aAaMAAPABIH OM3HECTIH AaMyblHA 8CEP eTyi MyMKiH POBOTTaHABIPYAbI TYCiHY XXoHe
KabbIAAQY AEHTeiiH aHbIKTay.

3epTTeyLiAep peCnoHAEHTTEPAIH NMiKipAEPIH XXMHayY YLiH cayaAHaMa 8AICIH KOAAQHADI. 3epTTeyre
eKi enperi 18 »acTaH ackaH aAaMAap KaTbICTbl.

CTaTUCTUKAABIK, HOTMXKEAep 3epTTeAeTiH eAAep YILIH op TypAi: Peceiae pecrnoHaeHTTep
poboTTaHAbipyFa KasakCTaHMeH CaAbICTbIpFaHAQ OH KO3KapacreH KapamAbl, PECroHAEHTTep OyA
AAMYFa a3 KbI3bIFYLIbIAbIK TaHbITaAbl, calkeciHwe 62% >oaHe 52% kepcetti (Cypet 12). Herisri
3epTTey cyparbl — POOGOTTApAbl eHridy poOOTTbIK, KACIMOpPbIHAAPFA, MbICaAbl, GaHK KEHCeAepiHe,
KOHaKYMAEp MeH MerpamxaHaAapfa >kaHe T. 6. aAaMAAPAbIH KbI3MET aAyFa KeAyiHe Tepic acep ete
me? KasakcraHaarbl pecrnoHAEHTTEpPAIH 43%-AaH acTaMbl POGOTTAPAbI MaMAAAAHYAbIH 3TUKAAbIK,
acrekTiCiHe HapasbiAbliFbiH  0iAAipAl  (Pecein-18%), aA  KasakCTaHAbIKTapAbiH  42%-bl  pecenAik
PeCcrnoHAEHTTEPAIH 23% CaAbICTbIpFAaHAQ ABTOMATTAHAbIPY CAAAAPbIHAH >KYMbICbIHAH aibIPbIABIM
KAAYAQH KOPKATbIHbIH XabapAaraH.

byA 3epTTey eki eAAeri TYTbIHYLIbIAAPAbIH KYTIAETIH GM3HEeC e3repicTepiH Karan KabblIAAANTbIHbIH
KBHE OAApPAbIH, OCbl ©3repicTepre peakumschbl KaHAal GOAYbl MyMKIH €KeHiH TYCiHyre bIKMaA eTeAi.
PecnoHAEHTTEPAIH LeKTeyAi caHbl HOTUMXeAep MeH KOPbITbIHABIAAPABI >KAAMbIAAYFA MYMKIHAIK
GepMenAi, JKaAnblAay YLIiIH 8AAEKANAQ YAKEH YATIAEp NaiAaAbl GOAYbI MYMKiH. AereHMeH, HoTUXeAep
pPO6OTTAPAb! TYTbIHYLIbIAAPFA KbI3MET KOPCETYAE KOAAAHY TypaAbl LWewiM Kabbiaaay MnpoLeciHae

© 2024 Al-Farabi Kazakh National University 5
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Perception of using service robots in Kazakhstan and Russia

KaXKeT eTeAl XXaHe KAMEHTTepAIH OAap YCbIHATbIH KbI3METTEPAIH carnacbliHa KATbIHAChbl CYPAHbICTbIH,
e3repyiMeH >kaHe OM3HECTIH Kap>KbIAbIK, HOTMXEAepIMeH TikeAaen OaiAaHbICTbl. OCbl WewiMAepre cy-
MeHe OTbIPbIMN, KOHaK, Y1 6acliblAapbl KOHaKyMAe poOOTTapAbl KalllaH XaHe KaAai KOAAAHY KepPeKTiriH
TaAAaM aAaAbl.

Ty#in ce3aep: POGOTTaHABIPY, >KaCaHAbI MHTEAAEKT, TYTbIHYLIbIAQPAbIH K&3Kapachl, Kbi3MeTTep.
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OTHOLLIEHHE K UCTTOAb30BaHUIO POOOTOB
B o6AacTu ycAyr B Kazaxcrane u Poccum

B AQHHOW CTaTbe NPEACTABAEH CPABHUTEAbHbI aHAAM3 BOCMPUSTUS KAMEHTaMU 06 MCMIOAb30BaHMM
po6oToB B 06AacTu ycayr B KaszaxcrtaHe n Poccun. OCHOBHasi MAES COCTOUT B TOM, UTOObI BbISICHUTb
YPOBEHb MOHUMAHWS M MPUHATUS POBOTU3ALMM AIOABMM B 3TUX COCEAHMX CTPaHaX, MOCKOAbKY 3TO
MO>KET MOBAMSThL HA pa3BuTHe Hr3Heca.

McecaepoBaTeAr MCMOAB30BAAM METOA OMPOCA AASt CO0OPa MHEHWIA PECMIOHAEHTOB. B nccaepoBatmve
ObIAM BKAIOYEHbI AIOAM CTaplue 18 AeT B AByX CTpaHax.

Cratuctuyeckue pesyAbTaThbl PA3AMYAIOTCS AAS UCCAEAYEMbIX CTpaH: B Poccum pecroHaeHTbl 60-
A€€ MO3UTUBHO OTHOCSTCS K poboTM3aumMm, Mo cpaBHeHMIO ¢ KazaxCTaHOM, rAe PecrnoHAEHTbI MPOsiB-
ASIIOT MEHbLUWI MHTepec K 3TOMy pas3BuTuio, 62% n 52% cootBeTcTBeHHO (PucyHok 12). OcHoBHOM
MCCAEAOBATEAbCKMI BOMPOC 3aKAIOUAETCS B TOM, MOBAUSET AW BHEAPEHME POBOTOB HEraTUBHO HA KO-
AMYECTBO MOCeLeHNI POBOTU3MPOBAHHBIX NPEANPUSTUIA, HanpumMep, GAHKOBCKMX OOMCOB, TOCTUHMLY
M pecTtopaHoB M T.A. boaee 43% pecnoHaeHToB B Ka3axcTaHe Bblpa3vAM HEAOBOAbCTBO 3TUYECKMM
acrneKTOM MCMOAb30BaHMs po6oToB (Poccust — 18%), a 42% KasaxCTaHUEB COOOLMAN, YTO OMacatoTCs
noTtepu paboTbl M3-3a aBTOMATM3ALMM, MO CPABHEHMIO C 23 % POCCUINCKMX PECTIOHAEHTOB.

370 MccaepOBaHUe COCOBCTBYET MOHMMAHUIO TOrO, Kak KAMEHTbI B ABYX MCCAEAYEMbIX CTpaHax
OTHOCSITCS K 0XKMAQEMbIM M3MEHEHMSIM B BU3HECE M KAKOM MOXKET ObITh MX peakLmsl Ha 3TU U3MEHEHUS.
OrpaHunyeHHOe YMCAO PECTIOHAEHTOB He M03BOASIET 0606L1aTh PE3YAbTAThl U BbIBOAbI, AAS 0600LIEeHUS
MOryT ObITb MOAE3HbI TOPa3A0 6oAblMe BbIGOPKM. OAHAKO MOAYUEHHbIE PE3YAbTATbl AQIOT BAXKHYIO
MH(OPMaLIMIO, KOTOPYIO CAEAYET YUUTbIBATH B MPOLLECCE NPUHATUS PELLEHWI MO NPUMEHEHMIO POGOTOB
B OOAY>KMBAHWMM KAMEHTOB, MOCKOAbKY po6oTr3aums TpebyeT (MHAHCOBbIX BAOXKEHMIA, @ OTHOLLEHME
KAMEHTOB K KauyecTBY MPeAOCTaBASEMbIX MMM YCAYT HAMPSIMYIO CBSI3aHO C M3MeHeHMeM crnpoca n du-
HAHCOBbIMM pe3yAbTaTamu 6u3Heca. Ha oCHOBe 3THX peLleHnin pyKOBOAUTEAN OTEAE MOTYT aHaAU3U-
pOBaTb HAAO AU, KOTAQ M KaK MPUMEHUTb PoBOTbI B GaHKE MAM OTEAE.

KatoueBbie croBa: Po60oTM3aUmMs, MCKYCCTBEHHbIN MHTEAAEKT (MUM), oTHOLLEHMe noTpebuTeAeit, yc-
AYTU.

Introduction

The clients’ perception about using service
robots in the service businesses, including finance
and hospitality (e.g., banks, hotels, restaurants, tour-
operators, etc.) is of huge importance, because their
business results depend to a very high extent on the
clients’ judgment of the quality received. The clients
will use, and will continue to use, the services of
the particular entity only if they find the quality of
services satisfactory vs the price paid. In the same
time, there is a strong orientation of the business
managers and owners to introduce service robots,
both for face-to-face and back-office operations.
This research adds understanding on the clients’
perception and readiness to accept being served by
robots and robotized systems in Kazakhstan and
Russia.

The statistical results differ for the studied
countries, with Russia where the respondents are
more positive about the robotization, compared
to Kazakhstan, where the respondents show
lower interest in that development, 62% and 52%
respectively (Figure 12). The main question of
interest is would the implementation of robots
negatively affect the number of visits to robotized
businesses, e.g., bank offices, hotels and restaurants,
etc. More than 43% of the respondents in Kazakhstan
expressed dissatisfaction with the ethical aspect
of robots’ usage (Russia — 18%), and 42% of
Kazakhstanis reported that they fear job loss due
to automation, in comparison with 23% of Russian
respondents.

The practical significance of this study is
to identify the attitude of existing and potential
customers of organizations in the service sector and
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the hotel sector to go to service using robots, which
will correctly determine the development strategies
of these companies.

The implementation of robots and artificial
intelligence (AI) in the services in all industries
is not a new idea and it has been studied by many
researchers (e.g., Bondareva, 2016; Ivanov, Webster
& Berezina, 2017; Gasumova & Porter, 2019;
Ermakova & Kovyazin, 2020; Choi, Choi & Kim,
2020; Biankietal.,2021; So, Kim, Liu, Fang & Wirtz,
2023; Mariani et al., 2023; Rasul et al., 2024 and
other). There are very interesting recent publications
about the application of robots in the hotel business,
which are addressing the consumer response in
case of service by robots. For example, Soliman et
al. (2024) are studying the drivers of the consumer
behavior towards service robots, and Moriuchi et
al. (2024) analyze factors affecting human-robot
interactions, as well as Wang et al.(2023), which
covers consumer resilience to service robots at the
front desk. Most of the researchers were studying the
usage of robots as an idea per se, the effects of such
changes on the business based on the consumers’
attitude, has not been considered much, although
Lu, Cai & Gursoy (2019) and other scholars
underline the importance of this aspect. At the same
time, one of the major ideas of the World Economic
Forum is to substitute up to 75% of the employees
in the hospitality industry with robots. According to
Christine Lagard 85 million jobs will be substituted
by robots by 2025 (European Central Bank, 2020).
If these WEF’s and ECB’s signals materialize,
and 85 million jobs are lost by 2025, we will face
a combination of two negative effects. First, a
significant percentage of the current customers will
not have enough willingness and ability to purchase
products, and pay for services as usually, because
of their reduced available financial resources.
Second, the customers’ perception about the quality
of services they may expect to get in the specific
businesses may not be universally positive (e.g.,
Borghi, Mariani, Vega & Wirtz, 2023; So, Kim, Liu,
Fang & Wirtz, 2023) and this may be another reason
to reduce their visits there. At the same time the vast
majority of the managers perceive the robots as a
substitute of the labour force with better workers,
who work 24/7, do not get vacations, do not need
health service, etc. and as a result lead to increased
operational effectiveness, efficiency and profits.

Of course, we must take into consideration that
the development and application of human-like
robots of both types: humanoid (looking like people)
and android (looking like moving and speaking
machines) robots, may stimulate positively the

customers’ perception, but at least in the beginning
it may have a negative effect as well. This study is
looking into answering on comparative basis the
question from the three angles: will the business
efficiency improve, will the quality of services
improve, and will the customers’ perception be
positive, at least in some specific operations, such
as hotel check-in and check-out procedures (e.g.,
Ivanov, Webster & Berezina, 2017).

In addition, we consider the characteristics of
the national culture in Russia and Kazakhstan as
a possible explanation of the differences between
the statistical results from the survey in the two
countries.

Therefore, the objectives of this study are to
analyze on comparative basis for the two countries
— Kazakhstan, and Russia, the following:

1. The consumers’ perception about the quality
of services after possible robotization.

2. The changes of the business efficiency as
perceived by the managers.

3. The changes of the customers’ attitude
towards using different businesses served by robots.

Literature review

In our research we use definition of robots
and robotized systems of The International
Federation of Robotics (IFR), which coincides
with  The International  Organization for
Standardization definition of “service robot” as
a “robot in personal use or professional use that
performs useful tasks for humans or equipment”.
This definition is convenient for the survey, as it
corresponds to the level of understanding of this
issue by our respondents, which is generally basic.

Dozens of excellent research papers on the
usage of service robots in different businesses have
been published in the last 10 years, e.g. Ivanov
& Webster (2017, 2018), Bondareva (2016),
Van Doom et al. (2017), Huang & Rust (2018),
Buhalis & Sinarta (2019), Ivanov, Webster &
Berezina (2020), So et al., (2022) to mention just
a few. By industry, there are many research papers,
including for example electronics (Jorlinget et al.,
2019), and automotive industry (Fernandes and
Oliveira, 2021), where industrial types of robots are
applied, as well as healthcare services (Ermakova
& Kovyazin, 2020) and social sphere (Gasumova
& Porter, 2019). Kim et al., (2023) studied hotels,
and Mende et al., (2019) — the food and beverage
industry. Moreover, some researchers focus on
higher institutions and educational sphere (Sousa &
Rocha, 2019; Machado et al., 2023). The spectrum
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of publications includes from descriptive analysis of
the active implementation of artificial intelligence
(Al) and robots used for repetitive, tiring and
causing stress operations (e.g., Huang & Rust,
2018; Fuentes, Moraleda et al.,2020) who studied
from the simple cases of luggage and room services
provided by robots in hotels, to analyzing the
robots, artificial intelligence and service automation
(RAISA) as becoming «increasingly influential on
service quality and service experience» (e.g. Kuo et
al., 2017).

Lu et al. (2020) and other scholars raised the
issue of the necessity to research and analyze

the effect of robots’ application on the service
quality and customers’ satisfaction, which relates
to the customers’ perception of what RAISA adds
as quality of service and additional value to the
clients. Schepers et al. (2022) underline that the
use of robots can add satisfaction in all possible
applications, from low-cost services where
mechanical robots are usually used, to full-service
providers. The intensity of robotization can be
illustrated with the numbers of robots installed and
used in China (Figure 1) and the operational stock
in the world in 2011-2021 (International Federation
of Robotics, 2022).

Units: 100 million Yuan
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Figure 1 — Global and China service and industrial robots sales
Note — Compiled by the author based on the source: International Federation of Robotics, 2022

It is clear, that when the quality of service is
discussed, we have to differentiate between the
machine-type robots, which perform the specific
operations but do not look like humans, and the so-
called anthropomorphic (humanoid) service robots,
which are designed to look like human beings, and
as Wirtz et al. (2018) and other scholars suggest,
they can, and they do interact meaningfully with
the customers during the performed operations.
Mende et al. (2019), and other suggest that the
anthropomorphism is a desired, even preferred
characteristic of the service robots, as it makes the

interaction of the customers easier compared to
interacting with a set of speaking boxes. For example,
Sheehan et al. (2020) found that anthropomorphism
enhances brand and product fondness. However,
other scholars disagree, stating that the too-much-
human-like robot can inspire negative feelings of
the clients, if they consider it as “a threat to their
human identity” (Mende et al., 2019, p. 539). It is
clear that with the development of anthropomorphic
(humanoid) robots and their massive application in
industry and at home, more people will get used to
them and will probably prefer humanoid designs.
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Operational stock of industrial robots
in the world (in thousands)
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Figure 2 — Operational stock of industrial robots in the world for 2011-2021
Note — Compiled by the author based on the source: World Robotics, 2022

However, according to the uncanny valley
theory (Mori, 1970, as per So et al., 2023) there
might be a turning point (U-shaped relationship)
between the customer and the human-like robot
(e.g., Murphy et al., 2017; Crolic et al., 2021). So
et al. (2023), for example, analyse the influence
of robot anthropomorphism on consumers’ trust,
receptivity, and the effect on satisfaction. Huang
& Rust (2021) believe that when the service robots
have to higher extent human-like appearance, this is
liked by the clients and there is rarely any discomfort
in the process of being served by them. In this study
we concentrate on the comparative analysis of the
findings of the survey in Russia and Kazakhstan,
and we do not analyze the uncanny valley effect as
our respondents have limited personal experience
with service robots.

Modern development of technology has a huge
impact on the activities of almost all economic
entities in the modern world. Of course, there are
some countries where robotization processes and the
use of Al technologies are being implemented more
intensively than others, for example, Japan, China,
Korea. However, in our countries, many enterprises
operating in various industries are beginning to
actively introduce them into the practice of their
activities.

There are many research papers on robotization
in the two studied countries (e.g., Bondareva, 2016;
Tikhomirov et al, 2018; Melnichenko & Borodach,
2019; Gasumova & Porter, 2019; Ermakova &

Kovyazin, 2020; Starovatova, 2023), which study
the process of transferring from managing people to
managing robotized systems. One of them analyzes
the consumer perception towards robots, based on
the findings of a study in hotels and restaurants in
Russia (Ivanov, Webster & Garenko, 2018). The
authors found out (Table 2, p. 28) that the preferences
towards human employees vs robots in a hotel is
rather high (Mean 4.18 of 5), although being served
by a robot will be an interesting experience (Mean
4.04). The authors analyze the results including
the gender and general attitude towards new
technologies of respondents’ effect. It is interesting
that the main areas of implementing service robots
in the hotel are luggage carrying (Mean 4.32), taking
customer orders for new towel, etc. (Mean 4,22),
processing card payment (Mean 4.12), processing
cash payments (Mean 4.02), providing information
for the hotel facilities (Mean 4.06) and providing
information about the destination (Mean 3.98).

Methodology

Our analysis is based on survey, which was used
to collect data from the recipients in the two studied
countries — Russia and Kazakhstan. We applied
survey, a non-probability convenience sampling
method. The research population included people
above the age of 18 living in Semei, Astana and
Pavlodar in Kazakhstan, and St. Petersburg and
Barnaul in Russia. The sampling frame included
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hotel employees and managers, as well as alumni
of our universities, and their colleagues and friends
who are active customers of hotel services.

The two samples included 132 respondents in
Russia, and 126 In Kazakhstan. In terms of gender
distribution, Russia demonstrates a significant skew
towards males, comprising 87% of the sample
population, whereas females represent only 13%.
In contrast, Kazakhstan exhibits a more balanced
gender distribution, with 57% males and 43%
females (Figure 3).

Regarding age  composition, Russia’s
population is predominantly concentrated within
the 18-25 age bracket, constituting 47% of
respondents. Meanwhile, 26-40-year-olds and
41-65-year-olds each represent 26.5% of the
population. Similarly, in Kazakhstan, the largest
age group is within the 18-25 range, comprising
38% of respondents, followed by 41-65-year-olds
at 37%, and 41-65-year-olds at 23%. Those aged
65 and above constitute a marginal 2% of the
surveyed (Figure 4).

GENDER
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Figure 3 — Gender distribution of respondents
Note — Compiled by the author based on the survey data
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Figure 4 — Age composition of respondents
Note — Compiled by the author based on the survey data

Determining the age structure of the respondents
is vital for the purposes of our study, as it will allow us
to identify specific features in relation to robotization
attitude, being the factor influencing individuals’
perspectives, experiences, and adaptability, thereby

10

providing insight into how different age groups
perceive and interact with robotic technologies.
Education levels vary notably between the
respondents of two countries, with Russia exhibiting
a higher proportion of individuals with advanced
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degrees. Specifically, 60% of respondents in
Russia hold postgraduate qualifications, whereas
in Kazakhstan, this figure is comparatively lower
at 46%. Additionally, 27% of Russian respondents
possess a PhD, compared to 12% in Kazakhstan.
Conversely, a higher percentage of individuals in
Kazakhstan hold college degrees (36%) compared
to Russia (8%) (Figure 5).

Geographically, a substantial majority of
respondents from Russia reside in urban areas, with
55% located in the capital city, followed by 32% in
large cities, and 13% in smaller cities. In contrast,
the distribution of respondents in Kazakhstan
indicates a lower urban concentration, with only 8%
residing in the capital, 35% in large cities, and 57%
in smaller cities (Figure 6).

EDUCATION LEVEL
70 7 60
60
50 - 46
40 -
30 4 27 BRussia
20 - 12 EKazakhstan
10 ~
O l T T
PhD postgraduate  college degree secondary
school
Figure 5 — Education levels of respondents
Note — Compiled by the author based on the survey data

60 1 3 37

50

40 - 32 33

30 - m Russia

20 - 3 13 = Kazakhstan

10 -

0 -
capital city big city small city

Figure 6 — Place of residence of respondents
Note — Compiled by the author based on the survey data

When considering employment positions, Russia
displays a higher percentage of individuals occupying
mid-level and top-management roles compared to
Kazakhstan. Specifically, 60% of respondents in
Russia hold regular employee positions, while 24%
and 16% are in mid-level and top-management
roles, respectively. In Kazakhstan, 48% are regular
employees, with 28% and 24% in mid-level and top-
management positions, respectively (Figure 7).

In terms of occupational sectors, education
emerges as a predominant field in both countries, with

45% of respondents in Russia and 46% in Kazakhstan
working within this sector. Additionally, IT is quite
prominent in both countries, accounting for 8% and 7%
of respondents in Kazakhstan and Russia respectively.
However, there are notable differences in other sectors.
For instance, in Russia, the business sector comprises
10% of respondents, while in Kazakhstan, tourism
occupies a more significant share at 12%. Conversely,
the restaurant business, media, hotel industry, and
construction sectors exhibit varying degrees of
prevalence across the two countries.

11
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EMPLOYMENT POSITION
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Figure 7 — An employment position of respondents
Note — Compiled by the author based on the survey data

Results and discussion

Given the relevance and high significance of
these processes, the purpose of our research is to
study the influence of technologies based on the
use of artificial intelligence on the formation of the
business environment of domestic companies, as
well as to identify factors that promote or hinder
the introduction of these technologies into business
practices.

The project working group conducted a primary
study based on a sociological survey of respondents
from various companies and organizations in
Kazakhstan (Semey, Pavlodar, Astana), as well as
Russia (St. Petersburg, Barnaul). The research is

conducted using a questionnaire based on Google
form.

It was revealed that 42% of respondents from
various companies from Kazakhstan are already
actively using these technologies. In Russia, only
28% of respondents have experience of using it.
The reasons why Al technologies and robots have
not yet been put into practice include the high cost
of development and implementation, as well as
maintenance (31% Kazakhstan and 42% Russia)
(Figure 8).

At the same time, 47% of respondents in
Russia plan to introduce these technologies into the
activities of their companies, while in Kazakhstan
this figure is only 38% (Figure 9).

ARE AI/ROBOTS USED IN YOUR
ORGANISATION
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Figure 8 — Al technologies and robots used in the company
Note — Compiled by the author based on the survey data
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DO YOU PLAN TO USE AI/ROBOTS IN
YOUR ORGANISATION
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Figure 9 — Plans to implement Al/ robots
Note — Compiled by the author based on the survey data

It is important to identify the attitude of people,
as real or potential customers of various service
enterprises, to the format of service using robots.
Although this form is already being actively
implemented in many countries, such as China,
Japan, and Korea, these technologies are being
introduced very cautiously into the practice of
domestic companies.

The findings of the survey show (Figure 10)
that about 30% of Kazakhstani respondents have
significantly higher perception about being served
by human operators compared to Russia, while
the majority of Russian respondents presume the
combined application as a good idea.

Russian respondents noted that they are
ready to be served by both robots and people in
such areas as trade (67%), hotel business (55%),
preparing food and drinks (57%), financial
consulting (41%), educational online platforms
(52%). Altogether, these results show that the
Russian respondents are more positive about
the implementation and use of Al and robots in
services in almost all areas: trade, finance and
banking, hotels, public catering establishments
(restaurants, cafes, bars), gyms, medical services,
education, and tourism.

In such areas as medical care, the fitness
industry, and child care, the majority of respondents
in both Russia and Kazakhstan prefer service only
by people, not trusting artificial intelligence (this
is 70%, 54% and 78% of Russian respondents and
58%, 55 % and 68% of Kazakhstani respondents,
respectively).

The majority of respondents in Kazakhstan
noted that the use of Al and robots will improve the
quality of customer service (72% of respondents,
vs 40% in Russia). This can be seen as indication
that the quality of services in Kazakhstan is not
considered satisfactory compared to respondents’
judgment in Russia (Figure 11).

The respondents give similar results for the
expected improvement of the efficiency of business
processes (66% of respondents in Kazakhstan vs
67% in Russia), and for the expected reduction of
company costs (69% of respondents in Kazakhstan
vs 67% in Russia) (Figure 11).

About 35% of respondents in Russia and 18%
of respondents in Kazakhstan believe that the use
of robotics will not in any way affect the quality of
customer service in their companies, nor will it lead
to an increase in efficiency: 20% in Russia and 23%
in Kazakhstan (Figure 11).
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Who do you think performs the following services
the best? (Russia)
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and shopping malls
mRobots/Al only
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Who do you think performs the following services the
best? (Russia)

Medical procedures

Medical diagnostics

) ) mHuman on
Medical consultations y

Financial services mRobots/Al only

Financial consultations ®mBoth humans

and robots/Al
Childcare

Educational services

0% 20% 40% 60% 80%100%

Who do you think performs the following services
the best? (Kazakhstan)
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m Robots/Al only
Service in a cafe or

restaurant m Both humans and

robots/Al
At the registration desk

0% 20% 40% 60% 80% 100%

Who do you think performs the following services the
best? (Kazakhstan)

Medical procedures

Medical diagnostics

. . mHuman on
Medical consultations ly

Financial services mRobots/Al only

Financial consultations
mBoth humans

/
Childcare and robots/Al

Educational services

0% 20% 40% 60% 80%100%

Figure 10 — Respondents perception about servicing
Note — Compiled by the author based on the survey data

Will the implementation of Al and robotic technologies
INCREASE THE PROFITABILITY OF THE COMPANY?

mRussia mKazakhstan
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25 25
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T2
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yes no no yes
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Reducing expenses

Improving service quality

no no yes no no
opinion opinion
Increasing
efficiency/productivity

Figure 11 — The impact of Al and robotics technologies on the final results of the company’s activities
Note — Compiled by the author based on the survey data
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ATTITUDE TOWARDS ROBOTIZATION
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Figure 12 — The clients’ attitude towards Al and robotics technologies usage
Note — Compiled by the author based on the survey data

At the same time, some respondents express
concerns about the risk of losing their jobs as a result
of the active implementation of these technologies
in their company’s practice (43% in Kazakhstan and
23% in Russia). In general, 43% of respondents in
Kazakhstan and 18% in Russia also have a negative
attitude towards the use of robotics in the public
service sector. A fairly important issue, from the
point of view of researchers, is the issue of the ethics
ofreplacing people with robots and robotic programs.
As the survey results show, 18% of respondents in
Russia and 43% in Kazakhstan consider unethical in
the practice of domestic companies if this leads to
substitution of employees with robots (Figure 12).

Conclusion

The research findings allow us to formulate the
following conclusions:

1. Robotization and Al technologies are already
an objectively existing reality that penetrates
all spheres of human life, so people need to
acquire basic knowledge and be ready to use
these technologies both in private life and in the
workplace (e.g., Bondareva, 2016; Tikhomirov et
al, 2018; Gasumova & Porter, 2019; Ermakova &
Kovyazin, 2020; Starovatova, 2023). About 42% of
the respondents in Kazakhstan report usage of Al
and robots in their companies (Figure 8) compared
to 28% in Russia. Obviously, such a difference
has influenced the responses, as the Kazakhstani
respondents have a better knowledge of the pros
and cons of use of robots versus the respondents in
Russia.

2. In the same time, the responses of people
who have direct knowledge from their companies,
as well as from being served as clients, might be
effected by their expectation if the Al and robots
implementation may lead to their substitution, and
loss of jobs (43% in Kazakhstan and 23% in Russia)
(Figure 12).

3. Although neighbor countries, there are
some significant differences between the obtained
statistics for Kazakhstan and Russia based on the
survey results. For example, there is a significant
difference between the respondents’ judgement
about the quality of services. About 72% of the
respondents in Kazakhstan expect improvement of
quality of the services after implementing Al and
robots, while only 40% of the Russian respondents
agree with that (Figure 11).

4. In the same time, this research (Figure 11)
shows identical percentage of respondents in the
two countries agree that the efficiency of business
processes (66% of respondents in Kazakhstan
vs 67% in Russia), and the expected reduction of
company costs (69% of respondents in Kazakhstan
vs 67% in Russia).

5. The age of the surveyed respondents affects
their attitude towards the use of Al and robotization
technologies: young and middle-aged respondents
have a more positive attitude towards the use of
these technologies in services.

In general, the introduction of these technologies
will significantly increase the efficiency of
companies operating in various sectors of the
economy by reducing labor costs, intensifying work
processes, increasing the level and quality of service
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to the population (service enterprises), as well as
the quality of products (for industrial enterprises).
Additional research on the topic, including cross-
cultural analysis of the influencing factors in the
two countries will add important information to
help making relevant decisions in the Al and robots
implementation.

According to the authors of the study, the main
trends in the development of new technologies based
on artificial intelligence will be the following in the
next 20-25 years:

- there will be certain shifts in the use of labor
— this is a transition from the concept of reducing
the labor cost to the organization of production
without the use of human labor (production without
people). As a result, technological unemployment is
projected to be about 50% by the middle of the 21st
century (Bondareva, 2016);

- artificial intelligence-based systems will be
gradually introduced into public administration
systems to manage social infrastructure facilities
and law enforcement systems;

- robots will create new standards of efficiency
in every business sector;

- making profits for new companies using these
technologies will no longer be associated with the
creation of real industries (for example, AliBaba,
Facebook, Uber, etc.);

- markets for the production of robots in “home
conditions”, the so-called illegal markets, which will
pose a certain threat, the appearance of “malicious
robots”, will develop rapidly;

- there will be significant changes in state of
technological security, including military, social,
technological and economic security, the ability to
defend one’s country in hybrid contactless wars;

- the requirements for the competitiveness
of countries in the new hybrid environment will
increase.

Human civilization will move to a new level
of development, with a hybrid habitat forming,
and people will become part of this new hybrid
world in which robots and Al will be presented
in all spheres of life, precisely Al learning
to educate themselves, making independent
decisions in respond to environmental changes.
And there are both positive and negative effects
of this change. Since in the framework of this
study we do not set the task of investigating
various kinds of consequences, as a result of
the robotics development for society, we focus
on the impact of robotics on the business
sector only. Business is interested in the active
implementation of these technologies, as they
can significantly reduce costs and increase
efficiency.

References

1. Bondareva, N. N. (2016). The state and prospects of development of robotics in the world and Russia. MIR (Modernization.

Innovation. Development), 7(3), 49-57.

2. Borghi, M., Mariani, M. M., Vega, R. P., & Wirtz, J. (2023). The impact of service robots on customer satisfaction online
ratings: The moderating effects of rapport and contextual review factors. Psychology & Marketing, 40(11), 2355-2369. https://doi.

org/10.1002/mar.21903

3. Buhalis, D., & Sinarta, Y. (2019). Real-time co-creation and nowness service: Lessons from tourism and hospitality.

Journal of Travel & Tourism Marketing, 36, 563-582.

4. Choi, Y., Choi, M., Oh, M., & Kim, S. (2020). Service robots in hotels: Understanding the service quality perceptions
of human-robot interaction. Journal of Hospitality Marketing & Management, 29(6), 613-635. Available online: https://www.
tandfonline.com/doi/abs/10.1080/13683500.2020.1735318 (accessed on 24 December 2023).

5. Crolic, C., Thomaz, F., Hadi, R., & Stephen, A. T. (2021). Blame the bot: Anthropomorphism and anger in customer—

chatbot interactions. Journal of Marketing, 86(1), 132-148.

6. Ermakova,S.E., & Kovyazin, I. E. (2020). Osnovnye aspekty robotizatsii biznes-protsessov v sfere uslug zdravookhraneniya
[The main aspects of business processes robotization in the healthcare services]. Voprosy innovatsionnoy ekonomiki, 10(1), 433-448.
7. European Central Bank. (2020). Fostering sustainable growth in Europe. Keynote speech by Christine Lagarde at the
European Banking Congress. Available online: https://www.ecb.europa.eu/press/key/date/2020/html/ecb.sp201120~e92d92352f.

en.html (accessed on 11 March 2024).

8. Fernandes, T., & Oliveira, E. (2021). Understanding consumers’ acceptance of automated technologies in service
encounters: Drivers of digital voice assistants’ adoption. Journal of Business Research, 122, 180-191.

9.  Fuentes-Moraleda, L., Diaz-Pérez, P., Orea-Giner, A., Mufioz-Mazén, A., & Villacé-Molinero, T. (2020). Interaction
between hotel service robots and humans: A hotel-specific Service Robot Acceptance Model (SRAM). Tourism Management

Perspectives, 36.

10. Gasumova, S. E., & Porter, L. (2019). Robotization of the social sphere. Sociology of Science and Technology, 10(1), 79-

91.



E.P. Shustova et al.

11. Huang, M. H., & Rust, R. T. (2021). A strategic framework for artificial intelligence in marketing. Journal of the Academy
of Marketing Science, 49(1), 30-50.

12. International Federation of Robotics. (2022). IFR Presents World Robotics Report 2020. Available online: https://ifr.org/
ifr-pressreleases/news/record-2.7-million-robots-work-in-factories-around-the-globe (accessed on 10 December 2023).

13. Ivanov, S., & Webster, C. (2019). Perceived appropriateness and intention to use service robots in tourism. In J. Pesonen & J.
Neidhardt (Eds.), Information and communication technologies in tourism 2019 (pp. 237-248). Springer. https://doi.org/10.1007/978-
3-030-05940-8 19

14. Ivanov, S., Webster, C., & Berezina, K. (2017). Adoption of robots and service automation by tourism and hospitality
companies. Revista Tourismo & Desenvolvimento, 27/28, 1501-1517. https://acortar.link/jfnWvJ

15. Ivanov, S., Webster, C., & Garenko, A. (2018). Young Russian adults’ attitudes towards the potential use of robots in hotels.
Technology in Society, 55, 24-32. https://doi.org/10.1016/j.techsoc.2018.06.004

16. Jorling, M., Bohm, R., & Paluch, S. (2019). Responsibility attribution in encounters with service robots. Available online:
http://JSR_ServiceRobots%20(2).pdf

17. Kim, H., So, K. K. F., & Wirtz, J. (2022). Service robots: Applying social exchange theory to better understand human—
robot interactions. Tourism Management, 92, 104537. https://doi.org/10.1016/j.tourman.2022.104537

18. Kuo, C.-M., Chen, L.-C., & Tseng, C.-Y. (2017). Investigating an innovative service with hospitality robots. International
Journal of Contemporary Hospitality Management, 29(5), 1305-1321. https://doi.org/10.1108/IJCHM-08-2015-0414

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

20. Lu, V. N., Wirtz, J., Kunz, W. H., Paluch, S., Gruber, T., Martins, A., & Patterson, P. G. (2020). Service robots, customers
and service employees: What can we learn from the academic literature and where are the gaps? Journal of Service Theory and
Practice, 30(3), 361-391.

21. Machado, A., Domingos, L., Sousa, M., & Rocha, A. (2023). Developing an innovative digital learning environment with
metaverse. https://doi.org/10.1007/978-3-031-40710-9 8.

22. Mariani, M. M., Hashemi, N., & Wirtz, J. (2023). Artificial intelligence empowered conversational agents: A systematic
literature review and research agenda. Journal of Business Research, 161, Article 113838.

23. Melnichenko, A. A., & Borodach, Yu. V. (2019). The impact of automation and robotization on product quality and the
course of business development.

24. Mende, M., Scott, M. L., van Doorn, J., Grewal, D., & Shanks, 1. (2019). Service robots rising: How humanoid robots
influence service experiences and elicit compensatory consumer responses. Journal of Marketing Research, 56(4), 535-556.

25. Moriuchi, E., & Murdy, S. (2024). The role of robots in the service industry: Factors affecting human-robot interactions.
International Journal of Hospitality Management, 118, Article 103682. https://doi.org/10.1016/j.ijhm.2023.103682.

26. Murphy, J., Hofacker, C., & Gretzel, U. (2017). Dawning of the age of robots in hospitality and tourism: Challenges for
teaching and research. European Journal of Tourism Research, 15, 104—111.

27. Rasul, T., Sanrini, F. de O., Lim, W. M., Buhalis, D., Ramkissoon, H., Ladeira, W. J., Pinto, D. C., & Azhar, M. (2024).
Tourist engagement: Toward an integrated framework using meta-analysis. Journal of Vacation Marketing, 1-23. https://doi.
org/10.1177/13567667241238456.

28. Schepers, J., Belanche, D., Casalo, L. V., & Flavian, C. (2022). How smart should a service robot be? Journal of Service
Research, 25(4), 565-582.

29. Sheehan, B., Jin, H. S., & Gottlieb, U. (2020). Customer service chatbots: Anthropomorphism and adoption. Journal of
Business Research, 115, 14-24.

30. So, K. K. F,, Kim, H., Liu, S. Q., Fang, X., & Wirtz, J. (2023). Service robots: The dynamic effects of anthropomorphism
and functional perceptions on consumers’ responses. European Journal of Marketing. https://doi.org/10.1108/EJM-03-2022-0176

31. Soliman, M., Ivanov, S., Elgammal, 1., Webster, G., & Al-Alawi, A. (2024). Pursuing the drivers of consumer behaviour
toward service robots in the hotel industry. International Journal of Hospitality Management, 120, Article 103752.

32. Sousa, M.J., & Rocha, A. (2019). Skills for disruptive digital business. Journal of Business Research, 94, 257-263. https:/
doi.org/10.1016/j.j

33. Starovatova, D. A. (2023). The relationship between robots and labour productivity: Does business scale matter? Journal
of New Economy, 24(1), 81-103.

34. Tikhomirov, Yu. A., Krysenkova, N. B., Nanba, S. B., & Margusheva, Zh. A. (2018). Robot and Human: A new partnership.
Journal of International Law and Comparative Legal Practices. https://cyberleninka.ru/article/n/svyaz-urovnya-robotizatsii-i-
proizvoditelnosti-truda-vazhen-li-masshtab-biznesa

35. Van Doorn, J., Mende, M., Noble, S. M., Hulland, J., Ostrom, A. L., Grewal, D., & Petersen, J. A. (2017). Domo arigato
Mr. Roboto: Emergence of automated social presence in organizational frontlines and customers’ service experiences. Journal of
Service Research, 20, 43-58.

36. Wang, X., Zhang, Z., Huang, D., & Li, Z. (2023). Consumer resistance to service robots at the hotel front desk: A mixed-
methods research. Tourism Management Perspectives, 46, Article 101074. https://doi.org/10.1016/j.tmp.2023.101074.

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



Perception of using service robots in Kazakhstan and Russia

Aemopnap mypansl monimem:

Llycmosa Enena [1a6108HA-9KOHOMUKA 2bLILIMOAPBIHbIY KAHOUOAmMbl, Kaybimoacmuipwiiean npogeccop, PhD, MBA, Anmai
memnexemmik ynusepcumemi (bapuayn k., Peceil, e-mail: shustova_yelena@mail.ru )

bnacoee Becenun- PhD, npogheccop, Bapna menedocmenm ynugepcumemi (Cogus, boreapus, e-mail: blagoev@vum.bg )

Ky Anacmacus Heanoena — 1-xkypc acnupanmel, Anmaii memnexemmix ynusepcumemi (bapnayn k., Pecetl, e-mail: zhuk-
olen@mail.ru )

Information about the authors:

Shustova Elena Pavlovna — candidate of Economic Sciences, Associate Professor, PhD, MBA, Altai State University (Barnaul,
Russia, e-mail: shustova_yelena@mail.ru )

Blagoev Veselin — PhD, professor, Varna University of Management (Sofia, Bulgaria, e-mail: blagoev@vum.bg)

Zhuk Anastasia Ivanovna — Ist year doctoral student, Altai State University (Barnaul, Russia, e-mail: zhuk-olen@mail.ru)

Received: 20 March 2024
Accepted: 06 June 2024



