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3	
  key	
  research	
  ques8ons	
  

1.  How	
  does	
  the	
  Roomba	
  adop8on	
  process	
  look	
  like?	
  

2.  What	
  is	
  the	
  impact	
  of	
  a	
  vacuum	
  cleaning	
  robot	
  on	
  the	
  
family	
  ecosystem?	
  

3.  How	
  are	
  robots	
  perceived?	
  Does	
  it	
  evolve	
  over	
  8me?	
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Study	
  Design	
  &	
  Sample	
  

•  6	
  months	
  ethnographic	
  study	
  (9	
  households)	
  

•  Combina8on	
  of	
  qualita8ve	
  +	
  quan8ta8ve	
  methods:	
  
–  Household	
  visits	
  with	
  interviews,	
  observa8ons,	
  home	
  tours	
  

–  Cleaning	
  +	
  Roomba	
  diaries	
  

3	
  

2	
  singles	
  

m	
  (40)	
  

w	
  (71)	
  

+	
  dog	
  

1	
  couple	
  	
  d	
  

w	
  +	
  m	
  (60ies)	
  

+	
  2	
  cats	
  

6	
  families	
  	
  	
  
father	
  (40)	
  +	
  3	
  kids	
  (8-­‐11)	
  

parents	
  (30ies)	
  +	
  1	
  kid	
  (1.5)	
  

parents	
  (40ies)	
  +	
  2	
  kids	
  (7,8)	
  

parents	
  (40ies)	
  +	
  2	
  kids	
  (8,	
  10)	
  +	
  cat	
  

parents	
  (20ies)	
  +	
  3	
  kids	
  (1/2-­‐5)	
  +	
  cat	
  

parents	
  (40ies)	
  +	
  4	
  kids	
  (12-­‐18)	
  +	
  dog	
  



Key	
  findings	
  

1.  Roomba	
  adop+on	
  	
  
•  3	
  out	
  of	
  9	
  households	
  adopted	
  Roomba	
  

•  Decision	
  was	
  made	
  fast	
  (in	
  first	
  2	
  weeks)	
  

2.  Impact	
  on	
  family	
  ecosystem	
  
•  Roomba	
  did	
  not	
  impact	
  cleaning	
  roles	
  

•  Roomba	
  encouraged	
  few	
  social	
  interac8on	
  

3.  Percep+on	
  of	
  robots	
  
•  Roomba	
  was	
  not	
  considered	
  as	
  a	
  robot	
  	
  

•  Robot’s	
  acceptance	
  was	
  higher	
  aSer	
  the	
  study	
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Take	
  away:	
  	
  

7	
  adop8on	
  steps	
  check	
  list	
  	
  

•  We	
  believe	
  that	
  this	
  list	
  is	
  solid:	
  
–  Matches	
  exis8ng	
  models	
  of	
  

technology	
  adop8on	
  	
  
(e.g.	
  TAM3,	
  Venkatesh)	
  

–  Matches	
  my	
  personal	
  experience	
  
along	
  these	
  last	
  10	
  years	
  

•  I	
  poten8ally	
  can	
  be	
  applied	
  
outside	
  robo8cs:	
  e.g.	
  ICT	
  

CraS	
  



Take	
  away:	
  	
  

Check	
  if	
  your	
  technology	
  can	
  jump	
  accross	
  
the	
  7	
  steps	
  towards	
  full	
  adop8on	
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Step1:	
  prac8cal	
  u8lity	
  

Do	
  I	
  gain	
  8me?	
  Is	
  my	
  home	
  cleaner?	
  

•  People	
  who	
  fully	
  adopted	
  Roomba	
  could	
  feel	
  a	
  clear	
  
u+lity	
  in	
  using	
  Roomba:	
  	
  

•  The	
  others	
  not:	
  “I	
  clean	
  faster	
  and	
  be/er	
  than	
  Roomba.	
  I	
  
lose	
  5me	
  when	
  I	
  am	
  using	
  Roomba.”	
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Step	
  2:	
  physical	
  space	
  

How	
  much	
  do	
  I	
  have	
  to	
  change	
  in	
  my	
  
home	
  for	
  Roomba?	
  

•  All	
  our	
  Roomba	
  full	
  adopters	
  either	
  had	
  an	
  op+mal	
  
environment	
  for	
  Roomba	
  to	
  work	
  or	
  adapted	
  their	
  
physical	
  space	
  to	
  the	
  robot	
  to	
  make	
  it	
  to	
  work	
  op8mally	
  

•  The	
  others	
  not…	
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Placing	
  a	
  table	
  on	
  the	
  sofa	
  to	
  
let	
  Roomba	
  vacuum	
  op8mally	
  



Step	
  3:	
  learning	
  to	
  use	
  technology	
  

How	
  much	
  effort	
  do	
  I	
  need	
  to	
  do	
  	
  
to	
  learn	
  using	
  the	
  robot?	
  

•  Roomba	
  rejectors	
  or	
  low	
  users	
  have	
  not	
  taken	
  the	
  +me	
  to	
  
learn	
  to	
  use	
  Roomba	
  op+mally,	
  and	
  have	
  not	
  been	
  
therefore	
  able	
  to	
  trust	
  its	
  func8oning	
  
–  One	
  mother	
  did	
  not	
  bother	
  learning	
  how	
  to	
  use	
  the	
  virtual	
  walls	
  

(infrared	
  barriers	
  for	
  Roomba)	
  

–  Others	
  said:	
  “We	
  don’t	
  trust	
  it	
  fully”,	
  “Shau	
  mal,	
  was	
  macht	
  er	
  
jetzt?	
  Jetzt	
  dreht	
  er	
  weg.	
  Er	
  ist	
  doch	
  noch	
  nicht	
  fer5g	
  hier”	
  	
  
complaining	
  about	
  the	
  fact	
  that	
  Roomba	
  appears	
  to	
  move	
  around	
  
in	
  an	
  uncoordinated	
  way	
  

•  Full	
  adopters	
  trust	
  Roomba	
  fully,	
  and	
  knowhow	
  to	
  use	
  it	
  
op8mally,	
  namely	
  when	
  they	
  are	
  away	
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Step	
  4:	
  habits	
  

What	
  do	
  I	
  have	
  to	
  change	
  to	
  my	
  habits?	
  

•  Some	
  households	
  had	
  issues	
  using	
  Roomba	
  because	
  it	
  
would	
  force	
  them	
  to	
  adapt	
  their	
  habits:	
  
–  One	
  par8cipant	
  had	
  many	
  statues	
  on	
  the	
  ground	
  she	
  has	
  built	
  

herself	
  as	
  well	
  as	
  piles	
  of	
  books	
  	
  

–  Other	
  users	
  liked	
  ea8ng	
  in	
  their	
  living	
  room	
  and	
  used	
  to	
  leave	
  
trays	
  on	
  the	
  ground	
  with	
  for	
  instance	
  marmalade	
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Habits	
  to	
  change:	
  being	
  surrounded	
  by	
  your	
  favourite	
  
objects,	
  books,	
  leaving	
  trays	
  with	
  marmelade	
  on	
  the	
  ground	
  



Step	
  5:	
  emo8onal	
  rela8onship	
  to	
  technology:	
  	
  

Can	
  I	
  aiach	
  myself	
  to	
  Roomba?	
  

•  Being	
  able	
  to	
  develop	
  a	
  sort	
  of	
  emo+onal	
  a?achment	
  
with	
  Roomba	
  helped	
  for	
  some	
  to	
  foster	
  adop8on:	
  
–  Children	
  invented	
  games,	
  theatre	
  plays	
  with	
  Roomba	
  
–  One	
  elderly	
  lady	
  gave	
  Roomba	
  a	
  name,	
  «	
  Elvis	
  »	
  

–  	
  Another	
  elderly	
  lady	
  used	
  to	
  talk	
  directly	
  to	
  Roomba	
  8me	
  “Go	
  
and	
  do	
  your	
  work	
  in	
  the	
  kitchen…”,	
  	
  

•  Nevertheless	
  this	
  phenomenon	
  faded	
  with	
  the	
  8me	
  



Step	
  6:	
  social	
  influence:	
  	
  

How	
  can	
  it	
  impact	
  my	
  social	
  life?	
  

•  Roomba	
  had	
  in	
  some	
  cases	
  a	
  posi8ve	
  social	
  influence	
  that	
  
supported	
  adop8on:	
  
–  Many	
  par8cipants	
  showed	
  or	
  even	
  lent	
  out	
  Roomba	
  to	
  friends	
  or	
  

colleagues.	
  	
  

–  One	
  par8cipant	
  said	
  “It	
  provides	
  you	
  a	
  subject	
  of	
  conversa5on	
  at	
  
work	
  with	
  your	
  colleagues	
  or	
  when	
  you	
  have	
  guests	
  at	
  home”	
  	
  

•  Nevertheless,	
  it	
  was	
  not	
  a	
  key	
  factor	
  



Step	
  7:	
  financial	
  u8lity:	
  	
  

What	
  financial	
  benefits?	
  

•  We	
  gave	
  Roomba	
  for	
  free.	
  This	
  is	
  why	
  financial	
  u+lity	
  was	
  
NOT	
  a	
  key	
  factor	
  for	
  adop8on	
  in	
  our	
  research	
  

•  Nevertheless,	
  it	
  could	
  have	
  been	
  a	
  key	
  factor	
  
–  One	
  of	
  our	
  par8cipant	
  said	
  “I	
  am	
  not	
  sure	
  I	
  would	
  have	
  paid	
  that	
  

much.	
  When	
  you	
  buy	
  Miele,	
  you	
  know	
  what	
  you	
  get”	
  	
  

–  Cost	
  of	
  replacement	
  of	
  spare	
  parts	
  and	
  the	
  longevity	
  of	
  the	
  
baiery	
  were	
  also	
  oSen	
  men8oned	
  as	
  a	
  poten8al	
  issues	
  



To	
  conclude:	
  	
  

Test	
  out	
  these	
  steps	
  

Refine	
  them	
  and	
  challenge	
  them…	
  

…and	
  give	
  us	
  your	
  feed	
  backs	
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