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Would consumers experience the same psychological processes when adopting AI service robots in di�erent service
areas? Results of multigroup structural equation modeling (n = 517) indicate that consumers' psychological processes are
not the same in di�erent service areas. Speci�cally, how consumers perceive AI service robots' usefulness is shown to be
a signi�cant underlying mechanism a�ecting consumers' attitudes toward adopting AI service robots in a service setting
with a credence attribute (e.g., a hospital), but is not signi�cant for a service setting with an experience attribute (e.g., a
café). Furthermore, regardless of the di�erent service settings, both privacy concerns and trust toward AI technology are
shown to be signi�cant antecedents, consistent with previous literature. Our results provide empirical insights at the
intersection of psychology, marketing, and AI technology on how consumers adapt to using service robots across
di�erent service areas.
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