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Abstract. The development of service robots and chatbots has changed the way companies interact with 
their customers. Several automated tasks have been taken over by AI, such as communication with 
customers, processing of orders and also other automated tasks. To measure the impact AI will have on our 
society, we have analyzed AI’s agency by testing different scenarios of AI’s ability to perform human-
specific tasks such as having own political opinions, religious beliefs and other situations which go beyond 
the simple execution of tasks. The results show that consumers perceive a low probability that AI has such 
thoughts. However, AI with stronger anthropomorphic characteristics is more likely to have agency to 
perform these types of tasks. According to our study, a human-like appearance enhances the perception that 
AI can have political views, religious beliefs and an own identity. Moreover, people consider that AI with 
anthropomorphic characteristics should be responsible for their mistakes and punished if they do something 
wrong. In spite of this, AI, independent of its anthropomorphic characteristics, is not believed to have the 
ability to solve mankind problems such as reducing pollution, stabilizing the world economy or to ensure 
world peace. Our research also shows that men are more inclined to attribute agency to AI compared to 
women, which perceive a lower AI agency.      
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Introduction 
The continuous development of AI has changed the business environment by implementing and 
integrating them in companies in different activities and processes. Studies show that different 
types of AI are being progressively included in the company activities because of their numerous 
advantages such as high accessibility, adaptability, fairness, and lower cost (Longoni & Cian, 2022; 
McLeay et al., 2021).  Although it may depend on industry and work environment, AI could 
develop skills and abilities similar to those of humans. Introducing a robot into an existing team 
could be embraced as highly professional and an investment in the future, as well as questionable 
in terms of capabilities and the sentiment of replacement among existing workers (Huang & Rust, 
2018). In order to make them look like front-line workers capable of performing traditional human 
service tasks, there is a tendency to anthropomorphize AI to better resemble human appearance 
and interactivity (Ciechanowski et al., 2019; Chong et al., 2021). Even if some users understand 
that AI are not people, they continue to communicate with them as if they were real people. These 
findings argue that some people find it reassuring to interact with chatbots as if they were friends 
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(Chong et al., 2021). They also find that the human-like appearance enhances social presence, 
credibility, and competence, while the bot-like appearance lowers customers' expectations of AI 
behavioral competence (Chong et al., 2021). Moreover, the increased tendency to 
anthropomorphize AI could lead to the idea that AI will develop their own opinions and 
preferences. Starting from this development, in our research we focus on analyzing AI’s agency 
related to different human specific tasks. Based on a brainstorming, we have developed items 
related to AI’s agency and measured people’s perception depending on anthropomorphic 
characteristics. The paper begins with a literature review followed by the methodology and result 
of research and ends with discussions and conclusions.  
 
Literature review 
Artificial intelligence is defined as the ability of devices to perform human-specific tasks such as 
cognition and reasoning, problem-solving, learning and the ability to communicate, as well as 
perception and action (Huang & Rust, 2018). Because of these abilities, artificial intelligence is 
increasingly present in many activities of consumers’ life, playing different roles. For instance, 
several authors have found that chatbots are increasingly used by businesses to improve user 
experience, to automate tasks and improve customer service (Lee and Li, 2023; Song et al., 2023). 
Studies have demonstrated that artificial intelligence, machine learning and cloud computing have 
revolutionized business-consumer interactions, enabling chatbots to provide consumer advisory 
services in all phases of the shopping experience (Granulo et al., 2020; Longoni & Cian, 2022; 
McLeay et al., 2021; Rad et al., 2023).  

Including AI in business-consumer interaction still faces several challenges. Some authors 
have acknowledged that although consumers are increasingly using AI, they are still reluctant to 
use it for a variety of tasks that humans can still execute well (Castelo et al., 2019; Pelau et al., 
2021). According to Wirtz et al. (2018), the acceptance of a service robot will depend greatly on 
how well it performs the tasks that are determined by society. Studies on the adoption of service 
robots (Belanche et al., 2020; Van Doorn et al., 2017) suggest that consumer acceptance of AI 
chatbots may be influenced by a number of factors, including chatbot type, interaction mode and 
the relationship between chatbots and humans.  

In this context, it is important to define in how far consumers identify AI as entities with 
own agency, that have own thoughts and emotions and are able to make own decisions and act 
based to their own beliefs and consciousness. Agency is defined as people’s ability to control their 
own actions and their effects on others (Legaspi et al., 2024; Chong et al., 2021; Bandura et al., 
2018). AI’s agency is important because people tend to rely on this ability of AI to perform tasks 
based on their own decisions. Especially anthropomorphic features are frequently associated with 
real persons that may induce a sense of agency. According to some studies, children often 
misunderstand the capabilities and functionality of technologies due to their anthropomorphic 
qualities and the personification of agents (Druga & Ko, 2021; Sommer et al., 2019). Especially 
younger children naturally associate human-like attributes with robotic or AI-powered entities, 
believing that they exhibit cognitive, moral, social, or emotional states, according to the literature 
on human-robot interaction. Children's perceptions of conversational assistants are not limited to 
seeing them as either uniquely human or inanimate objects; rather, they perceive them as 
simultaneously combining features from both categories (human-like and non-human), which is 
consistent with how children perceive features of humanoid robots (Festerling & Siraj, 2020; 
Girouard-Hallam & Danovitch, 2023).  
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Agency can also have important implications, depending on the role that AI plays in the 
interaction with the human consumer. Previous studies on the service roles that AI-chatbots 
perform (Kim and Kramer, 2015) classify them into three distinct anthropomorphic roles 
(assistants, coaches, and collaborators). Chong et al. (2021) argue that the anthropomorphic role of 
the AI-chatbot as an assistant can enhance clients' abilities by performing routine tasks on their 
behalf. But at the same time, Shank et al. (2021) found that individuals have different perceptions 
of AI agents compared to human agents performing identical service roles. Zhu et al. (2022) argue 
that chatbots that exhibit autonomy, adaptability, and empathy will be perceived as more effective 
in assisting consumers in reducing the ambiguity of their requests. On the other hand Mori et al. 
(2012) draw attention to the fact that anthropomorphism of technology should be approached with 
caution because of the possible negative effects of integrating systems with human-like 
characteristics. Ciechanowski et al. (2019) found that compared to a basic chatbot design, animated 
and humanoid chatbots generated stronger uncanny valley effects (i.e., participants viewed the 
chatbot as "weird") and were rated less favorably. At the same time, deception is found to have 
increased significantly and customers are more likely to behave unethically when dealing with AI 
agents (Giroux et al., 2022; Kim et al., 2023). According to research that has examined how 
consumers interact with humans and other technologies (such as machines, robots, and AI agents), 
it has been observed that they are more likely to act unethically toward technologies, (Giroux et 
al., 2022; Kim et al., 2023). For example, Sharkey & Sharkey (2010) argue that there are ethical 
implications, as anthropomorphism can be interpreted as a kind of deception, which could 
encourage children to exaggerate the capabilities of the AI-assisted systems they use.  

However, research has shown that AI chatbots cannot replicate the flexibility of human 
thinking, cannot cope with ambiguity (Li & Du, 2017) or uncertain situations, which reduces 
customer trust in them (Zhu et al. 2022; Niculescu et al., 2022). Therefore, consumers with less 
certainty about their desires are less likely to use AI chatbots for consultations in the prepurchase 
stage online. Added to this is the lack of empathy of bots’ that, according to Luo et al. (2019) makes 
consumers consider chatbots less trustworthy for product recommendations. 

 
Methodology 
The objective of our research is to determine whether AI is perceived as having agency and making 
its own decisions. To do this, based on a brainstorming, we have developed a set of items that can 
define the agency of AI, referring to the ability of AI to have decision power in fields specific to 
human behavior and if AI should be responsible for its own decisions. The first category of items 
referred to the ability of AI to have own political views, religious beliefs and the ability to pray as 
well as to have its own identity. Another category of items tests whether AI should be responsible 
for its actions and even be punished in case it makes the wrong decisions. A last category of items 
tested if AI may have superpowers that could impact mankind such as the power to reduce pollution 
or crime rates as well as to stabilize the world economy or assure world peace. We acknowledge 
the fact that all these situations are potential scenarios for the development of AI, but in order to 
determine the future place of AI in society, it is important to observe how people perceive these 
situations. In addition to this, we have tested the perception of these scenarios in two 
anthropomorphic conditions: once for strong and weak anthropomorphic features of AI.  

In order to test empirically this objective, an online survey with two conditions 
(anthropomorphic vs. non-anthropomorphic) has been designed. In both conditions, the 
respondents have watched a picture of AI with strong and weak anthropomorphic appearance. After 
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seeing the pictures, the respondents had to evaluate the mentioned constructs. All items have been 
measured with the help of a 7-point Likert scale, where 1 represents total disagreement and 7 
represents total agreement. Data collection for this research took place between October and 
November 2023. A number of 489 valid responses have been received (268 women and 221 men). 
 
Results and discussions 
The results of the research show the main differences between the perceptions of the respondents 
for AI with strong and weak anthropomorphic physical appearance on subjects regarding higher 
sense of implication such as interest in politics, religion, as well as the responsibility of AI for its 
own actions. The result is based on our discriminant analysis performed with the help of the t-test 
function in Excel, which can be observed in Table no. 1. The perception of the respondents is first 
of all gender-based, differentiating between men and women. It can vary greatly between them in 
terms of age, cultural background, interest in technology development and past experiences. This 
study is based on how men and women perceive AI ability to have agency. All item values are 
below average, which indicates that people tend to consider that AI has no agency. However 
significant differences have been found between the strong and weak anthropomorphic conditions. 
Some of the answers may indicate a fine line in the transformation and future impact of AI. 
 The item with the highest average value refers to the ability of AI to have political views. 
The highest scores are attributed to the humanoid robot related to the situation that it may have 
political views. Women and men believe that a humanoid AI could express political ideologies 
better than a classic robot (Mwomen a=3.08, Mmen a=3.45, Mwomen b=2.60, Mmen b=2.93). It can be 
observed that there is a significant difference between the condition with strong and weak 
anthropomorphism (p=0.005). The fact that AI may have political views leads to the situation in 
which they could express emotions, are engaged in continuous learning and reflecting and 
transform their personal beliefs into strong, augmented opinions. Self-learning is an objective of 
AI development, which aligns with specific political ideologies through data. Consequently, robots 
can reflect or also amplify human perspectives with the help of the existing data on which they are 
trained. This fact could lead to the perception of the consumers of potential ethical implications in 
various domains, including politics. 
 Artificial intelligence, as seen and known today, does not possess spirituality or self-
consciousness, so in theory it cannot engage in praying or choose its own religion. However, it 
could be programmed to simulate prayers based on predefined patterns. There is a significant 
difference on how men and women perceive the spirituality of AI. Men rather consider that a 
humanoid robot could pray, although at lower values, which indicated the fact that the human-like 
appearance of a robot has more chances of touching upper consciousness (Mwomen a=2.62,  
Mmen a=3.01, Mwomen b=2.20, Mmen b=2.33).  
 The affirmation that humanoid robots could have their own identity is partially agreed by 
men, with lower values compared to women (Mwomen a=2.41, Mmen a=3.21, Mwomen b=2.07, Mmen 

b=2.37). AI, regardless of their appearance, are operating based on algorithms, data and 
programming created by humans. AI can simulate certain aspects of identity, such as generating 
responses or texts in a consistent manner, leading the consumer to an association with human 
identity. Self-awareness and consciousness are put in question, as seen by the under-average results 
of the answers. Therefore, any semblance of identity exhibited by robots is nowadays a result of 
its programming rather than an inherited characteristic. 
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The lower values scored by the affirmation that AI should be punished with imprisonment, by both 
genders (Mwomen a=2.53, Mmen a=3.17, Mwomen b=1.98, Mmen b=2.41) indicate the fact, that there is a 
common belief about self-intent or the moral agency of humanoid or classical robot. The concept 
of punishing robots with imprisonment does not apply neither to women nor men. However, the 
creators or operators of robots can be held accountable for the actions that result in harm or illegal 
activities. 
 Low scores are registered in the perception that robots could ensure world peace. A more 
humanoid AI wins in the perception of the respondents about the assurance of world peace  
(Mwomen a=2.59, Mmen a=3.33, Mwomen b=2.16, Mmen b=2.65). The humanoid AI could have the 
potential to contribute positively to global efforts for peace by analyzing data, identifying patterns 
and providing insights that may form decision-making processes. For example, robots can help to 
resolve conflicts by analyzing historical data and suggesting diplomatic strategies. AI could also 
be used for early warning systems or to facilitate communication between different parties. 
However, achieving world peace is a complex challenge that involves a wide range of capabilities. 
 

Table 1. The differences in acceptance of women and men towards humanoid  
and classic robots regarding work-related themes 

Item 
Average women Average men 

p-value humanoid 
robot (a) 

classic 
robot (b) 

humanoid 
robot (a) 

classic 
robot (b) 

This AI may have political views 3,08 2,60 3,45 2,93 0,005 
This AI can pray 2,62 2,20 3,01 2,33 0,001 
This AI has its identity 2,41 2,07 3,21 2,37 0,001 
This AI should answer for its mistakes 3.11 2.66 3.66 3.29 0.039 
This AI should be punished with imprisonment 2,53 1,98 3,17 2,41 0,000 
This AI has the ability to reduce crime rates 2,88 2,85 3,81 3,11 0,090 
This AI has the ability to reduce pollution 2,96 3,16 3,82 3,41 0,800 
This AI has the ability to stabilize the world 
economy 2,67 2,58 3,44 2,85 0,093 

This AI has the ability to ensure world peace 2,59 2,16 3,33 2,65 0,002 
I feel safe in a robotic future 2,59 2,29 3,34 3,11 0,182 

Source: Authors’ own research. 
 
Conclusion 
The results of our research show that anthropomorphic features enhance AI agency and that men 
have a higher tendency to attribute agency to AI. As it can be observed in the results of our study, 
there is a significant difference between the attribution of agency to AI with strong 
anthropomorphic characteristics compared to AI with weak humanoid characteristics. For both 
decisions related to political views, religious beliefs and identity, as well as the responsibility of 
AI for its own actions, respondents perceive that AI with stronger anthropomorphic features rather 
has agency. These believes are stronger for men compared to women for all items. The questions 
related to the superpower of AI such as reducing crime rates or pollution or the stabilization of 
world economy and world peace, have lower average values compared to previous categories. For 
these items, there is no significant value between the two anthropomorphic conditions, however, 
men rather believe that AI has the power to solve these situations. The results also show that human 
specific emotions and thoughts are rather attributed to AI compared to super-powers.  
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Our results have important implications for the future development and integration of AI in 
society and in the business field. Attributing a certain agency to AI gives them power of decision 
and it changes the way in which human consumers interact with them. The higher the AI agency 
is, the more people will communicate with them as with humans. For instance, in situations with 
low agency, in which the AI will perform the tasks commanded by the human consumer, the 
communication will be simple, less empathetic and it will rely more on the creativity and decision 
making of the human consumer. In situations with high agency, AI will have a higher creative 
contribution to the interaction with the human consumer and thus, communication will be more 
empathetic and will have to consider AI preferences. Practically, the AI perceived agency will 
shape the type of future relation with the human consumer. For this reason, it is important to 
understand how agency is perceived and to acknowledge the factors that affect it.  

The limitations of our study refer to the general consideration of agency. Based on a 
brainstorming, we tried to identify the main items that can express AI’s agency. In future research, 
we aim to research deeper the different facets of agency and measure their impact on the way AI 
makes decisions and on the relationship with the human consumer.  
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