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Introduction

The home: a place for security and control, for activity, for
relationships and continuity, and for identity and values [2]. But
also a place for smart home products intended to lower energy
consumption and improve convenience, efficiency, safety,
health and pleasure. However, research shows that not all smart
home appliances live up to their promises, as there are a lot of
unintended side effects caused by the smart home devices [6].
This study is about researching the effects of smart home
products further in order to gain a better understanding of how
they can influence the choices of their users. In this case, as an
opportunity to create awareness around food consumption.

Three hypotheses were formulated:

1. Social awareness created by humans has more credibility
than an artificial agent [1].

2. Behavioral awareness raised by a human agent is considered
more desirable than when raised by an artificial agent [4].

3. The intent for positive behavioral change is higher when
behavioral awareness is raised by a human agent.

Conclusion

From the research can be concluded that all hypotheses can
be confirmed. However, the validation test shows that the
reliability and significance for the two parameters ‘desirability’
and ‘intent for behaviour change’ were less than for the first
parameter ‘credibility’. Therefore, further research is needed to
affirm the conclusions on hypotheses two and three. The
confirmation of the three hypotheses implies that smart home
products such as the voice assistant in this case, could
influence their user’s behavior. In this case, the intent for
behavior change related to food consumption was measured
but the influence that artificial agents have on our behavior
could extend beyond that.

From this study can be concluded that there are only a small
differences in behavioural awareness created by humans and
artificial agents. These insights and results can be used to make
better choices in the desigh and advertisement of smart home
products, but it also raises new questions such as: “What would
happen if the artificial agent becomes more credible or
desirable than the human?”. Or: “What if the artificial agent is

Two videos with the same scenario but a different waiter
were included in the questionnaire to visualize a specific
scenario and context. The message brought by the human
and artificial agent, was the same in both cases, so that the
reactions to both of these could be compared.

giving advice on other topics such as exercise or social
activities, in the actual home context?”. Questions that need to
be studied further in order to gain a better understanding of the
reasoning behind the found results and the effects of the ever
changing presence of artificial agents in our lives.
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