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A study of the generation of value through the interaction between customer and
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In marketing research, little attention has been paid to the interaction
between customers and robots. This study aimed to clarify how customer contextual values are
generated through interaction with robots and how they change over time. This study comprised three
distinct phases: (1) a theoretical investigation of value generation and service robots, (2) an
empirical investigation of interaction with service robots and value generation, and (3) data
analysis and theoretical considerations. Consequently, it was established that service robots have
become an important actor in customers® value generation and that the role (value) of service robots

as perceived by customers has evolved over time.
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