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With the advancement in technology, social robots are increasingly being used in the service sector (Wirtz et 

al., 2018:405) and have become a critical component for managers due to the shortage of employees (Bennett, 

2022). They are used to deliver food, take orders, give directions, etc. However, the next evolution of integrating 

social robots into the hospitality industry is to understand how social robots can influence consumers' 

preferences. A review of the literature shows that there is a lack of a measurement on the willingness to accept 

social robots’ (SR) recommendations. The research proposes a new scale that will help scholars understand 

consumers’ willingness to accept social robots’ recommendations. The scale will be developed using the six-

step method as suggested by Churchill (1979) and DeVillis (1991). The research will discuss the findings from 

the first three steps of the scale development process. 
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