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ARTIFICIAL INTELLIGENCE TECHNOLOGIES
MARKETING AS ELEMENT OF PUBLIC POLICY?

Process of forming artificial intelligence (Al) public policy is open
guestion for all countries today. Anyone country has no synergy effect
of Al public policy. But some countries, as USA, China, Germany,
and United Kingdom developed Al base legislation and infrastructure
conditions for fast Al technologies production last years (Technology
and Innovation, 2021). And such difference in Al base between
countries will form in closer future development and GDP gaps.

Al as technology of Industry 4.0 is already available, but it
diffusion into production, social processes have just begun. It needs to
provide marketing of Al technologies as element of public policy for
achieving wider effects from Al. For understanding what is marketing
measures it necessary to implement we have to characterize readiness
of society to use Al.

Research purpose: to characterize readiness to use artificial
intelligence in life in Ukraine.

Research method: survey.

Technics of survey: age, gender, settlement, type of employment,
region. The error does not exceed 5%.

Questionnaire includes two blocks of questions: 1) awareness of
artificial intelligence; 2) attitude to artificial intelligence technologies.

Gender: 60.1% - women; 39,9% - men. Geographic clusters: 32,6%
- Western cluster; 40,7% - Central cluster; 26,7% - Eastern cluster.
Type of settlement: 26,4 % - rural area; 73,6% - urban area.

The survey results show that Ukrainian men more actively than
women note the advantages of Al for everyday life, marking that these
technologies make life comfortable, save time and help to making

1 Research conducting with support of Kirkland Research grant
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choices. Women more often choose the answer option "no
advantages*.

As advantages of Al for everyday life respondents determine:
saving time (49,8%), increasing comfort (43,7%) and increasing the
availability of services (36,8%).

In the same time respondents believe that Al makes a person
depends on technologies (56,5%), lazy (38,5%) and immerse in virtual
reality (31,6%). Also human freedom is limited due to Al, as Al
increases human control (32,4%).

When we asked respondents what Al technologies they would like
to implement in everyday life 45,3% choose smart house, 30,4% -
medical technology, 28,0 % - autonomous cars (28.0%). 37.9%
respondents express their willingness to work together with a robot.
While every second respondent (49,7%) express unwillingness to
work with a robot. Men are more likely to work with a robot (52,6 %)
than women (43,2%). 27,6% of respondents believe that Al will never
be able to replace humans.

As follows, men show greater support for Al technologies than
women, argue that Al is widely used now and makes life more
comfortable. Readiness to use artificial intelligence of Ukrainians we
can characterize as middle, because only 37.9% respondents agree to
work with a robot in collaboration and almost every third respondent
do not image replacement humans by robots in different activities.

So there are many stereotypes about using Al. That why marketing
in different levels can help to achieve better effects of Al policy.

Marketing recommendations for Al policy in Ukraine:

1) Promotional educational events about Al;

2) Special information program about Al for women;

3) Focus on estimation market needs of devices for smart house;
medical control devices.
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