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EXTENDED ABSTRACT
The 500 000 accident-free kilometers travelled by the Google 

Car is a dramatic example of the future place of domestic robots in 
everyday life (Rijsdijk and Hultink, 2003). Because of their ability 
to behave autonomously, to interact like human and to communi-
cate with their environment, domestic robots occupy an undefined 
space between objects and human beings. This raises unprecedented 
questions for researchers and managers alike (Rijsdijk, Hultink, and 
Diamantopoulos 2007). One specific concern is the impact of the 
anthropomorphic appearance of domestic robots on consumer adop-
tion. In one study, this research shows that anthropomorphism does 
not favor the adoption of domestic robots. 

Anthropomorphism and Consumer Behavior
Anthropomorphism, usually defined as the attribution of human 

characteristics and features to nonhuman objects (Epley, Waytz, and 
Cacioppo 2007), is an area of growing interest in consumer research 
(Kim and McGill 2011; Landwehr, McGill, and Herrmann 2011). 
Theoretically, three processes account for the influence of product 
anthropomorphism: schema congruence, analogical reasoning and 
the attribution of human mental capacity (Aggarwal and McGill 
2007). Empirical research has shown that the presence of human fa-
cial features and expression (eyes and mouth, smiling and frowning) 
in products leads to more favorable consumer attitudes and behav-
iors (Kim and McGill 2011) especially in interaction with contextual 
(framing) or individual (social power) variables. 

As to other anatomical features like the presence of limbs (head, 
neck, legs, arms, and trunk), results are less clear. Social robotics posits 
that humanoid robots (robots with limbs but without flesh-like skin) 
would be preferred to machine-like robots. At the same time, people 
declare that they do not want robots to look like human or to perform 
task performed by human beings (reading books, cooking, interacting 
with children) (Ray, Mondada, and Siegwart 2008). And experiments 
show contradictory results (Ho and MacDorman 2010; Mori, MacDor-
man, and Kageki 2012; Yee, Bailenson, and Rickertsen 2007). How-
ever, it is hard to draw conclusions from these experiments because 
of the presence of confounding effects, the limited size of samples, 
the focus on tech-oriented people in the experiments, and the unclear 
descriptions of context of use. Moreover, research has focused on the 
appreciation of the robot at the expense of adoption behavior.

The goal of this research is to study the impact of anatomical 
features as sources of anthropomorphism on adoption behavior. In 
line with dominant theory, the central hypothesis is that the presence 
of anatomical features has a positive influence on adoption behavior.

Method and Findings
263 working mothers, aged 25-55, were randomly assigned to 

one of four conditions.  In each condition there was a photo of a do-
mestic robot with a brief text that presented it as a product that could 
entertain, teach and look after children. The only difference between 
conditions was the anatomical appearance of the robot that varied in 
the level of anthropomorphism (the two anchors being machine-like 
and human-like with two other robots in between).  233 participants 
completed questionnaires.

The results of the study do not confirm the hypothesis. Despite 
significant differences in humanlike appearance of the robots (F(1, 

229)=3.432, p=.018), in their perceived personality (F(1, 229)= 
3.695, p=.013) and in the anxiety they generated (F(1, 229 = 3.382, 
p=.019), anatomical anthropomorphism did not influence context 
compatibility (F(1, 229)=.146, p=.932), utilitarian attitude (F(1, 
229)=.492, p=.688), hedonic attitude (F(1, 229)=1.016, p=.387), 
ease of use (F(1, 229)=2.274, p=.081) or purchase intention (F(1, 
229)=.697, p=.555). Results were similar when computer and mobile 
phone equipment, familiarity with technology and technology pho-
bia were controlled for. 

Only when the binary variable that measures whether interview-
ee use the Internet on their smartphone was introduced as a factor, 
did results change. Significant interaction effects between anatomi-
cal anthropomorphism and the use of Internet on the smartphone 
appeared for utilitarian attitude (F(1, 225)=2.699, p=.011), context 
compatibility (F(1, 225)=2.923, p=.006) and purchase intention 
(F(1, 225)=3.581, p=.001). The mean scores for the two anchor ro-
bots (machinelike and humanlike) did not differ significantly but the 
means for the two other robots were higher when respondents said 
they used Internet on their smartphones than when they did not.  Our 
interpretation is that, as domestic robots are moving extensions of 
smartphones, people that use Internet on their smartphones are able 
to use these as a reference schema for their evaluation of the robots 
whilst people that do not have to resort to other stereotypes (machine 
and human). 

Conclusion
From this study, it seems that previous results on the impact 

of anthropomorphism cannot be extended to domestic robots and 
to anatomical features. Should this be confirmed, it raises questions 
as to the processes explaining the impact of anthropomorphism on 
consumer perceptions. It also raises questions about the strategies of 
robotic companies that invest thousand millions of dollars in devel-
oping humanoid robots, when these do not seem to be preferred by 
consumers. 

REFERENCES
Aggarwal, Pankaj, and Ann L. McGill (2007), “Is That Car 

Smiling at Me ? Schema Congruity as a Basis for Evaluating 
Anthropomorphized Products”, Journal of Consumer 
Research, 34 (December), 468–479.

Epley, Nicholas, Adam Waytz, and John T Cacioppo (2007), “On 
Seeing Human: a Three-factor Theory of Anthropomorphism”, 
Psychological Review, 114 (4) (October), 864–86.

Ho, Chin-Chang, and Karl F. MacDorman (2010), “Revisiting 
the Uncanny Valley Theory: Developing and Validating an 
Alternative to the Godspeed Indices”, Computers in Human 
Behavior, 26 (6) (November), 1508–1518.

Kim, Sara, and Ann L. McGill (2011), “Gaming with Mr. Slot or 
Gaming the Slot Machine? Power, Anthropomorphism, and 
Risk Perception”, Journal of Consumer Research, 38 (1) 
(June), 94–107.

Landwehr, Jan R, Ann L McGill, and Andreas Herrmann (2011), 
“It’s Got the Look: The Effect of Friendly and Aggressive 
‘Facial’ Expressions on Product Liking and Sales”, Journal of 
Marketing, 75 (May), 132–146.



554 / Do You Have to Look Like a Human to Be Smart? An Exploratory Study of the Influence of Anatomy and Expressivity of Domestic Robots

Mori, Masahiro, Karl F. MacDorman, and Norri Kageki (2012), 
“The Uncanny Valley”, IEEE Robotics & Automation 
Magazine, 19 (2), 98–100.

Ray, C., F. Mondada, and R. Siegwart (2008), “What Do People 
Expect from Robots?”, 2008 IEEE/RSJ International 
Conference on Intelligent Robots and Systems, 3816–3821.

Rijsdijk, Serge A., and Erik Jan Hultink (2003), “‘Honey, Have You 
Seen Our Hamster?’ Consumer Evaluations of Autonomous 
Domestic Products”, Journal of Product Innovation 
Management, 20 (3) (May), 204–216.

Rijsdijk, Serge A., Erik Jan Hultink, and Adamantios 
Diamantopoulos (2007), “Product Intelligence: Its 
Conceptualization, Measurement and Impact on Consumer 
Satisfaction”, Journal of the Academy of Marketing Science, 
35 (3), 340–356.

Yee, Nick, Jeremy N Bailenson, and Kathryn Rickertsen (2007), 
“A Meta-analysis of the Impact of the Inclusion and Realism 
of Human-like Faces on User Experiences in Interfaces”, 
Proceedings of the SIGCHI Conference on Human Factors in 
Computing Systems - CHI’07.


