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Abstract

This study, based on the Uncanny Valley Theory, Task-Technology Fit Theory, and Psychological
Perception Theory, explores the impact of service robot image attributes on consumer usage in-
tentions. Experiments reveal that in mechanical tasks, the “substitute” image of service robots
can enhance usage intentions; however, in emotional tasks, it may provoke resistance. Perceived
benefits and perceived threats act as intermediaries between robot attributes and consumer us-
age intentions. The research provides theoretical support for the design, application, and market
promotion of service robots, fostering industry development and offering valuable market in-
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Figure 1. Experimental model
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Table 1. Independent samples T-Test results for service robot attributes
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& F 2 t HiHE ZEMLGUR)
BRE 3.05 1.496 BESTZE 2417 0.122  -11.611 193 0.000
Bl 5.32 1215 APEEHTE —-11.599  184.476 0.000

Table 2. Independent samples T-Test results for task types
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Table 3. Results of interaction effect test
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*p<0.1,"p <0.05,"p < 0.001.
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Figure 2. The impact of the interaction between service robot attributes and task types on consumer usage intention
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Table 8. Indirect effects results chart
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Figure 3. Mediation effect path diagram (p <0.1%, p <0.05™, p <0.01"")
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