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Amazon’s approach to consumers’ usage of the Dash button and its
effect on purchase decision involvement in the U.S. market

Abstract
The Amazon Dash button is a technological innovation that allows consumers to re-order products
at the press of a button. This study aims to test (a) the effects of the relational attributes of retailer’s
trust and love on the continued interaction with the Dash button, and (b) the effects of continued
interaction on shoppers’ purchase decision involvement. The findings of this study indicate that
the Dash button is a hard to replicate strategic tool as it entails consumers to have established a
strong emotional and trustworthy relationship with the retailer beforehand.
Keywords: Amazon; Dash Button; SST; Retailing; Consumer-Retailer Relationship; Purchase
Involvement
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1. Introduction
Technology has been expanding exponentially in the past few decades and is being integrated at
multiple levels in business operations and consumers’ daily lifestyle (Farah and Ramadan, 2017).
Companies that succeed in integrating advanced technological solutions in servicing the end
consumer typically receive positive feedback compared to others’ who failed to do so (Brun et al.,
2014). For instance, retailers such as Amazon have been successful in introducing innovative tools
to their business strategies so as to sustain customer satisfaction and gain long lasting clientele
(Ramaseshan et al., 2015). Indeed, some brands are increasingly seeking to reach their targeted
shoppers through retailers’ advanced technologies. Furthermore, online retailers are being more
and more solicited by brands since customers can nowadays easily connect and buy their products
that are featured on the retailers’ websites and mobile applications (Mukherjee and Nath, 2007).
For example Amazon, one of the top online retailers worldwide, allows customers to shop
effortlessly and receive their desired product in a short period time (Oxford, 2013). Amazon’s
focus on delivering a unique experience to consumers by continuously acquiring top technological
innovations has been contributing to the remarkable success of the company (Farah and Ramadan,
2017). Various technological tools are regularly introduced by Amazon, and each tool has a
specific and meaningful purpose that relates to the consumers’ differing shopping behaviors. In
fact, an increasing number of customers is using the latter retailer as their preferred source of
shopping; this trend has been the result of a constant integration of technological advances into
Amazon’s ordering platform (Curtis, 2013). Examples of such technological and innovative
ordering techniques include AmazonFresh, Amazon PrimeAir, Amazon PrimeNow and various
others (Kantor and Streitfeld, 2015).
The Dash button is one of the latest innovations launched by Amazon in March 2015. The
Dash button allows users to remotely order an associated household brand by the press of a button.
A button costs $4.99 but comes pre-loaded with that same amount to be deducted on the first order;
hence, it is virtually free. The button, a wireless USB-sized device, embeds an adhesive that allows
it to be mounted on any hard surface (Hockett, 2015). Once pressed, a notification confirming the
order appears on the mobile app of the Amazon Prime user. The item is subsequently delivered to
the customer’s set address (Gerpott and May, 2016).
Despite the obvious success of the device, Amazon restricts the disclosure of data related
to the number of Dash button users since its launch, and has only been sporadically communicating
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the growth in orders performed through this device. Indeed, in just a year after its launch, Amazon
reported a 650% increase in the number of orders through this self-service technology (SST)
(Rao, 2017). Furthermore, Amazon has recently expanded the geographical span of this device
to the UK and French markets, and has reported a rapid and substantial growth in the number of
brand partners, which hints to the value of these devices (Business Insider Intelligence, 2016).
Critics contend that the Amazon Dash button can cause discontinued interaction between
the consumer and the retailer as this SST excludes interpersonal communication (Curran and
Meuter, 2005). Other research demonstrate that the continuous interaction with the Dash button
increases the frequency and impulsiveness in using this tool (Farah and Ramadan, 2017).
Consumers’ trust and affective feelings towards the retailer cannot easily be competed with
as their combination has a positive effect on the shopper’s degree of engagement with the retailer
(Mukherjee and Nath, 2007). Specifically, in the context of the Dash button, it is expected that
consumers would have high trust and attachment levels to the retailer providing this tool, hereby
Amazon, which could reinforce the continued interaction with this particular reordering device.
This paper argues that given a certain level of trust and affective feelings towards the retailer, selfmotivating reordering tools could reinforce the feeling of purchase decision involvement. In sum,
this study aims to test on one hand the effects of the relational attributes of retailer’s trust and love
on the continued interaction with Amazon’s latest tech-innovation, hereby the Dash button, and
on the other hand, the effects of the latter on shoppers’ purchase decision involvement level.
2. Conceptual Framework
2.1 The effects of the retailer’s trust on the continuous interaction with the Dash button
The lack of trust in retailers has been increasingly rising due to external factors; hence, consumer
trust became a fundamental need for retailers so as to sustain long term success (Brun et al., 2014).
Indeed, maintaining a fair level of customer trust is an essential component that has been used and
studied in various business contexts (Viktoria Rampl et al., 2012).
Satisfaction is the starting point of trust to a certain retailer since a satisfied shopper will
eventually build positive experience, trust and probably loyalty (Edward and Sahadev, 2011). To
attain and maintain consumer trust, brands should focus on choosing the ideal retailer since the
consumer-retailer relationship is essential for perfecting the ultimate brand experience
(Thorbjørnsen et al., 2002). When retailer trust is acquired, the consumer will not feel the need to
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constantly review the benefits of the usually purchased product. Consumer satisfaction is hence
met when the experience with the product meets or even surpasses his/her expectations (Wu et al.,
2014); thus increasing retailer trust. This is especially important and effective for online consumers
since their dependence on retailers is more significant when it comes to making a decision about
certain brands (Arnott, 2007). If the perceived value of the service provided by retailers is high,
the shoppers’ overall experience will be positively affected (Chen and Dibb, 2010). In fact, one of
the main objectives behind Amazon’s launching the Dash button is to provide their prime users a
convenient way to reorder products from their online platform.
Some might argue that consumers might be loyal to some retailers due to lack of better
alternatives. Indeed, consumers’ repeated purchases do not equate customer loyalty, as relying
frequently on the same retailer does not always indicate customer satisfaction (Dagger and David,
2012). With an ever increasing number of online retailers providing various options for easier
purchase processes via mobile apps, websites, technological advances, and online wallets, it has
become relatively easy to find a consumer-friendly solution that offers a convenient shopping
experience (Chen and Dibb, 2010).
In the past decades, firms have become customer-centric, relying heavily on marketing to
provide an unmatched brand experience to lessen consumer price sensitivity (Wu et al., 2014). In
addition, there is a very high level of competition due to the increasing number of online retailers
in the market. Most companies acknowledge that shoppers are commonly sensitive to increasing
costs; hence, retailers attempt to provide a superior shopping experience with reasonable costs
resulting in customer satisfaction (Lacey, 2007). With the abundance of online retailers, there are
virtually no significant switching costs that impede customers from churning (Agrawal, 2017).
This rationale reflects the necessity for retailers to come up with differentiated services and tools
to maintain customer satisfaction and trust at their highest.
Trust is largely affected by how customers are receiving the service; whether face to face
or through innovative tools and interfaces (Arnott, 2007). Due to the absence of the physical
presence between the buyer and the seller in online platforms, online retailers prioritize their
relationship with their consumers by focusing on sustaining their trust through technological tools
(Mukherjee and Nath, 2007). An example of the impact of technological tools on retailer trust is
self-checkout services found in supermarkets; these services improve customer experience
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whereby good service quality leads to satisfaction and thus, repeated purchase (Orel and Kara,
2014). Continuous interaction is hence established using such SSTs.
SSTs are defined as technological innovations and tools used independently by consumers
where no external assistance is present (Curran and Meuter, 2005; (Larivière et al., 2017)). These
technologies are crucial for retailers yearning to provide customers with an up-to-date shopping
experience that exceeds their expectations by seeking exceptional improvements to the delivery of
their goods and services (Bagdare and Jain, 2013). Nowadays, the delivery of products and services
greatly depends on transactions that are facilitated by efficient technological developments.
Through an effective SST system, firms are allowing their customer to play a new role in the area
of products and services acquisition (Chen et al., 2009). For instance, customers can use mobile
phone applications to check their bank accounts and conduct various online transactions. While
SST operations aim to deliver superior customer service and to provide financial benefits for the
company, even so often it can be difficult to implement and manage (Ramaseshan et al., 2015).
Hence, in order for an SST system to be effective, firms should be ready to provide the basic
mechanisms, and should always be abreast of improvements. Therefore, it is important for a firm
to have a clear strategy before adopting such technologies (Lee, 2015).
The Amazon Dash button has been in high demand by consumers who have great trust in
the retailer itself (Smith, 2016). Indeed, consumers’ trust and reliance on Amazon are likely to
increase the demand and interaction with this tool by prime users and ultimately by shoppers at
large. The latter reflects how trust in retailers is likely to affect consumer interaction with
technological innovations. Therefore, the researchers hypothesize:
H1: The higher the consumer’s trust in the retailer (Amazon), the higher the continuous
interaction with the Dash button.
2.2 The effects of retailers’ love (affective feeling) on the continuous interaction with the Dash
button
Consumers express affection and attachment for retailers with which they feel at ease, making it
difficult for them to shift to other competing retailers (Thorbjørnsen et al., 2002). Since consumer
love is defined as a psychological state in which the consumer expresses deep affection, related
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decision-making becomes more intuitive (Ortiz and Harrison, 2011) as the consumer would reach
a sense of commitment towards the retailer (Choi and Choi, 2014).
Consumers experience great affection towards online retailers and have their own
particular way of showing their brand devotion (Roy et al., 2014). For instance, they post online
articles, create blogs, and even join certain chat rooms in order to positively encourage other
potential customers. Moreover, word of mouth is much faster and far reaching with online
shoppers, since a large number of potential individuals willing to bond with a given retailer can be
targeted (Blazevic et al., 2013).
In addition, retailer love leads to the formation of various feelings, boosting consumer
confidence, motivation, and assertiveness (Farah and Ramadan, 2017). Typically, consumers
would make decisions more efficiently when their reliance on the retailer is enforced by a strong
connection which is an emotional attachment expressed in the form of love (Kim et al., 2010). This
motivation would trigger an impulsive feeling that shortens the consumer journey, thus making it
faster and less time consuming. Particularly, the Amazon Dash button has been introduced to
facilitate and encourage the prompt re-ordering process for shoppers (Farah and Ramadan, 2017).
Every so often, retailers have to deal with consumers who opt not to patronize a single
retailer. Hence, retailers heavily rely on their prime consumers and those who have experienced
service delight to the extent of love (Moussa and Touzani, 2013) in order to sustain the usage of
their services. For an optimal consumer experience, retailer love is essential in building a longlasting relationship with the consumer. This feeling entails that consumers become emotionally
attached to the retailer creating stronger connections with the services provided (Farah and
Ramadan, 2017). This affective relationship could lead customers to maintain their interaction with
the retailer and its services. This aspect is crucial since it builds a durable bond between the retailer
and the consumer (Thorbjørnsen et al., 2002), leading to an emotional union between the two
(Vesel and Zabkar, 2010).
Prime Amazon users have found the Dash button to be very useful as it adds convenience
to their purchasing process. Indeed, Amazon has had a long streak of favorable feedback on the
launches of its various new services mainly driven by its customers’ affective feeling (Burke, 2002;
Farah and Ramadan, 2017). Accordingly, the researchers hypothesize:
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H2: The higher the consumer’s love to the retailer (Amazon), the higher the
continuous interaction with the Dash button.
2.3 The effects of the continuous interaction with the Dash button on consumer’s purchase
involvement
In order to understand the importance of purchase involvement, its definition should be briefly
tackled from a universal perspective. Numerous descriptions have been associated to involvement
and many have linked this phenomenon to a sense of motivation and interest (Bagdare and Jain,
2013). Involvement is a psychological state whereby an individual has the urge to be part of a
certain activity or a certain product or retailer; also defined as an emotional connection to another
individual, which is based on ego (Bian and Moutinho, 2011). More specifically, product
involvement reflect the degree to which the consumer shows interest and dedication towards any
of the latter and the level of interaction the consumer expresses (Bian and Moutinho, 2011; Liu et
al., 2018). For the purpose of maintaining continuous interaction, retailers are embracing new
technologies to facilitate complex activities. The digital world is encouraging the consumer to be
more involved with technological devices, thus creating new marketing experiences that do not
require direct participation (Ramadan et al., 2017; Ramadan and Farah, 2017). These devices are
expected to become core elements of retail involvement within the coming years (Lee, 2015).
As discussed in the previous hypotheses, continuous interaction reveals a sense of
connection with a specific brand or product or to retailers offering a variety of products.
Consequently, purchase decision involvement is characterized as the level of assertive interest a
consumer has when making a decision before and after the purchase of the product (Slama and
Tashchian, 1985). The consumer is in a stage where he/she is self-aware of the choices being made
before completing a purchase; it shows how consumers are past the doubting phase and are fully
conscious and assertive of the actions being taken (Slama and Tashchian, 1985).
Through advanced technological tools, continued interaction has helped reinforce purchase
decisions (Sashi, 2012; Ramadan et al., 2018). For instance, SSTs have increased the interaction
the consumer has with the company, thus emphasizing decision making and purchase involvement.
These technologies have garnered positive feedback as they have enabled many consumers to get
easy access to goods and services (Castro et al., 2010). Therefore, firms are currently working on
the integration of such SSTs as they ensure countless benefits for both the consumer and the firm
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itself (Ramaseshan et al., 2015). Consequently, consumers are interacting in a much easier manner
with retailers with the help of such innovative tools (Park and Kim, 2003). Moreover, interacting
with an online retailer has been simplified with the help of these self-motivating tech-advances,
which allowed easy access to information (Park and Kim, 2003). For example, the usage of SSTs
such as automated teller machines (ATM), online wallets, and mobile applications pertaining to a
certain retailer or brand, enforces consumer connection and involvement with the latter (Chen et
al., 2009). The choice of getting and using the tool expresses on its own the amount of purchase
decision involvement the consumer is experiencing (Curran and Meuter, 2005). On the other hand,
opposing views claim (e.g. Cheung and To, 2011) that the incorporation of SSTs in the delivery
of services decreases purchase decision involvement, as consumers are processing less information
before making a purchase, leading to a shorter decision-making process.
Other researchers (e.g. Martin et al., 2011) refute this particular direction by arguing how
SSTs actually lead to a heightened purchase involvement. Indeed, by continuously interacting with
the SST, hereby the Amazon Dash button, the customer becomes more involved with the purchase
being made (Leo et al., 2011). In fact, whenever consumers interact with the initially chosen Dash
button linked to a specific brand, they are actually reaffirming their product choice and purchase
decision involvement with every press of a button. Hence, every use of the Amazon Dash button
becomes by its own an actual validation of the presence of constant and sustained conscious
decision-making. This will be based on the shoppers’ interest and motivation which, as defined
earlier, relates to the involvement with the purchase. Consequently, the researchers hypothesize:
H3: The higher the continuous interaction with the Amazon Dash button, the higher the
consumer purchase involvement
INSERT HERE: Figure 1: The Conceptual Model
Accordingly, the aim of this research is to study whether relational attributes with the
retailer, namely trust and love, would enhance the level of continuous interaction with the Dash
button, and how the latter affects shoppers’ purchase decision involvement level.
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3. Research Methodology
Data was collected from U.S. users of the Amazon Dash Button. An Internet survey was devised
and the questionnaire was administered through Qualtrics, a U.S. data collection agency. To avoid
issues related to common method variance, the respondents were firstly assured that their
responses would be kept anonymous (Malhotra et al., 2006). Furthermore, face validity was
checked with a number of respondents during the pilot stage, whereby seven respondents were
asked to give their feedback on the size of the research instrument, and the extent to which the
questions are clear and easy to understand. No particular concern nor alarming patterns were
detected. Exploratory and confirmatory factor analyses were conducted to test discriminant
validity. 630 surveys were completed and returned by the respondents accounting for an incidence
rate of 15%. SPSS 24 and LISREL 8.8 were used for data analysis.
3.1 Measures
The scales adopted were all extracted from the extant literature. Retailer trust was measured
through the adoption of 3 items from Lacey’s (2007) and Morgan and Hunt’s (1994) trust scale,
initially based on the 9-item Dyadic Trust Scale devised by Larzelere and Huston (1980). The
items allow consumers to rank retailer trust in terms of integrity, honesty and trustworthiness by
allowing for a response on a 7-point gradation of 1 (strongly disagree) to 7 (strongly agree).
Two items were adopted from Thorbjørnsen et al. (2002) to assess shoppers’ level of
retailer love. The original scale was built upon the work of Fournier (1998), which consisted of 33
items. Nonetheless, as this study focuses solely on the study of the love/passion construct, only the
related items were used. The scale utilizes a 7-point ‘strongly disagree-strongly agree’ Likert scale
measuring the attraction of, devotion to and overall exclusiveness of the retailer itself (Farah and
Ramadan, 2017).
Respondents were then asked to assess their likelihood to continue interacting with the
Amazon Dash button on a 3-item scale based upon Shamdasani et al. (2008). These 7-points
Lickert scales were adapted from the original intention-to-use scale devised by Dabholkar (1996).
The continuous interaction construct focused on the likelihood of the Amazon Dash button being
actively used.
Respondents were subsequently asked to indicate their agreement with an adopted 2-item,
7-point Likert scale that assesses their individual level of purchase involvement. This scale was
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based upon Mittal's (1995) modified purchase decision involvement scale, which was based upon
his original 5-item scale (Mittal, 1989). This scale is highly regarded by marketing researchers as
it integrates cognitive and affective elements of consumer involvement with the retailer at hand
since it assesses consumer care, perception of differences, choice, and concern with regards to the
purchase decision (O’Cass and Choy, 2008; Kim and Sung, 2009).
The final section of the questionnaire consisted of a series of 4 demographic questions
related to: the respondent’s age, gender, marital status, and occupation.
3.2 Sample Profiling
Data collection was conducted through a web survey distributed to Amazon prime users of the
Dash Button. The gender distribution was as follows: 55% female and 45% male. The largest age
group from which data was collected was those between 25-34 years old (42%); these were
followed by the 35-44 age group (23.5%), 18-24 group (13.3%), 45-44 group (11%), 55-64 group
(8.2%), and 65 years or above (2%). The vast majority of the responses came from married
shoppers (54.6%), followed by singles (37.1%), divorced (4.8%), and others (3.5%). The
respondents were mostly employed (69.1%), followed by the unemployed segment (10.8%), the
self-employed category (10.3%), and others including students (9.8%). The surveyed customers
were all users of the Dash button; however, they had different patterns of usage of this device,
hence different levels of usage since its launch in 2015: at the time of the study, 74% of the
respondents have been using the Amazon Dash button for less than 6 months, while 17.9% have
been using the device between 7 and 12 months. Only 8.1% of the sampled customers have been
using the button for more than a year.
4. Analysis and constructs validation
The constructs adopted in the research instrument were based on multi-item scales. Table 1 shows
the scales, the mean, standard deviation, AVE, and the Cronbach’s α tests for reliability.
Cronbach’s alpha, which is principally considered to be a conservative estimate of a construct’s
reliability (Carmines and Zeller, 1979), recorded an acceptable value indicating adequate internal
consistency (Nunnally 1978).
INSERT HERE: Table 1: General statistics and exploratory factor analysis
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Exploratory factor analysis was first used to test discriminant validity that reflects the
degree to which measures of two constructs are empirically distinct (Bagozzi, 1991). Support for
discriminant validity was guaranteed by all items loading effectively with no cross-loading, (see
table 1). The latter validity was also tested through the AVE method (Bagozzi, 1981): this
technique entails that the construct is considered empirically distinct if the average variance
extracted (AVE) by the items related to that construct is greater than the construct’s shared
variance with other constructs (Fornell and Larcker, 1981). The AVE for each construct in this
research turned out to be greater than the minimum threshold of .50; this provided evidence of
discriminant validity. The data was also checked for common method bias through conducting the
common latent factor method test. No large differences between the standardized regression
weights (greater than the 0.200 threshold) were observed (Podsakoff et al., 2003).
The data was then tested for validity though LISREL 8.8 (Jöreskog and Sörbom, 1993)
using confirmatory factor analysis. The resulting indices were chi-square (χ2) = 103 (29 degrees
of freedom (d.f.)) and p-value=0.00. The model also had good fit indices: NFI=0.989, IFI = 0.992,
CFI= 0.992, GFI= 0.970, and RMSEA=0.0617.
5. Model Estimation and empirical research findings
All the hypotheses were statistically significant and supported. Upon the model estimation, the
findings showed that all linkages were significant. The estimated standardized path coefficients of
the constructs investigated are depicted in figure 2 and showed to be significant. The goodness of
fit index (GFI), the comparative fit index (CFI), the normed fit index (NFI), the incremental fit
index (IFI), as well as the root mean square error of approximation (RMSEA) were used to assess
the fit of the model. GFI, which assesses the degree to which the reproduced correlation matrix
based on the specified model accounts for the original sample correlation matrix, scored higher
than the recommended threshold level of 0.90. Furthermore, CFI, NFI and IFI were all found to
have acceptable fits for their indices (Steenkamp and Baumgartner, 2000). Lastly, the RMSEA
came at 0.060, which was deemed as suitable since a value of 0.08 typically represents a reasonable
error of approximation for this absolute measure of fit (Browne and Cudeck, 1993). In sum, the
estimation of the model showed a good fit with χ2=106 (31), p-value=0.00, NFI=0.989,
IFI=0.992, CFI= 0.992, GFI = 0.969, and RMSEA = 0.060 (see figure 2).

Page 11 of 19

INSERT HERE: Figure 2: Model Estimation
As hypothesized, retailer’s trust had a direct impact on continued interaction (H1: β = .500,
p < .001). Retailer’s love had also a significant positive effect on continued interaction (H2: β =
.191, p < .01). Continued interaction had also as expected a significant effect on purchase
involvement (H3: β = .512, p < .001). In sum, all the research hypotheses tested were statistically
supported.
6. Discussion of the findings and implications
Nowadays, consumers are finding it easier to deal with online retailers and look for products and
brands (Brynjolfsson et al., 2013). Technological innovations launched by retailers, such as the
Amazon Dash button, are further facilitating this process (Butler, 2016). This research reflects on
how consumers’ trust and love for the retailer, hereby Amazon, have reinforced the continuous
usage and interaction with the technological device proposed by this retailer. It demonstrates that
the continuous usage of this SST affects positively the level of purchase involvement that the
customers exhibit.
The findings gathered through this empirical study indicate how technological advances
are re-affirming the continuous interaction consumers are having with retailers. When a consumer
trusts the retailer, he/she becomes more prone to accept technological advances provided by the
latter. Furthermore, the emotional attachment the shopper has to the retailer is essential for the
adoption of any technological device that enforces the connection the consumer has with the
retailer. Hence, this study shows that the consumer trust and love to Amazon are key factors in the
success of the Amazon Dash button. Furthermore, the continuous use of the Dash button seems to
reinforce the consumer purchase involvement.
From a scholarly perspective, this paper filled a sizeable gap in the literature as it tackled
the effects of technological re-ordering tools offered by progressive online retailers. Customers’
trust and emotional predisposition towards these retailers are at the base of using such devices. All
proposed hypotheses were supported. The trust and love factors proved to be important antecedents
of a continuous interaction with the retailer’s Dash button. This continuous interaction with the
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tech device led to a higher purchase involvement, reinforcing the feel of the shoppers to have taken
the right choice.
From a managerial perspective, the implications of this study are also significant. As
discussed in the literature review, consumer interaction with tech tools has been studied in various
industries. The findings of this research show that this particular interaction has altered the
consumer journey, while at the same time refining shoppers’ purchase involvement. Indeed, the
usage of the Amazon Dash button has reduced several stages on the path to purchase. With the
help of this technological device, consumers are foregoing the first moment of truth, which
typically takes place at the physical store. Retailers, whether operating online or offline, are all
working towards building a competitive advantage as they increasingly face fierce competition in
the marketplace (Lee, 2015). Furthermore, retailers are trying to differentiate themselves with
added value services and additional appealing attributes through the launching of new
technological solutions. The Amazon Dash button seems to be a strategic technological tool that
will be hard to compete with. Indeed, the challenge raised by this tech innovation is high for
competing retailers, who will need to follow suit in incorporating similar advanced technologies
into their strategies. This integration of innovations into their operations is however not sufficient
as it will require consumers to have established a strong emotional and trustworthy relationship
with the retailer beforehand. When the latter bond is properly established, retailers who lack such
technologies should then develop and launch innovative and competitive technological tools. In
sum, retailers should work at different strategic levels, from the most basic ones where they
establish an unbreakable relationship with their clients, to more advanced levels whereby they
integrate technological improvements into their business strategies. One might argue that
competing retailers might easily copy Amazon’s Dash button, causing this retailer to lose its
exceptional lead. Nevertheless, the Dash button is a unique tool, which has its own inherent success
factors that are intertwined with those of Amazon, and which will be difficult to duplicate given
its unique features. Finally, this study demonstrates that every time the customer shops through
the Amazon Dash button he/she is reconfirming his/her initial purchase choice, hence reinforcing
purchase involvement with the chosen product. Indeed, product involvement is closely related to
a consumer’s interest and dedication towards a given purchase. As discussed in the literature
review, purchase involvement reflects the level of assertive decision making, whereby the
consumer is self-aware of the choice being made before confirming a purchase. Hence, this study
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implies that each time a consumer uses the Dash button; he/she is confirming their conviction of
doing the right product choice. Remarkably, wherever the tool is placed in the house and every
time the consumer interacts with the button, more will ensue.
7. Limitations and future research
Although it provides a detailed view of the factors ensuring the continuous interaction with a
technological tool introduced by an online retailer, this study is not without limitations. First, the
study focused on a U.S. sample and researched specifically one tech tool, namely the Amazon
Dash button. Second, the research did not study any particular product category, which might have
differing effects on shoppers’ involvement. Thirdly, as the majority of the users studied in this
research are new adopters who started using the Dash button less than 6 months ago, the results
are valid only for the short-term period (i.e. less than one year from the date of adoption).
Accordingly, future research could tackle different geographical customer markets alongside
different technological devices or could study distinctive products sold through the Dash button
and their ensuing effects on consumers. Furthermore, future research could tackle how continued
usage differently affects involvement over time.
8. Conclusion
The Amazon Dash button has revolutionized the way retailers look for new competitive
advantages. Typically, physical stores have always had an advantage over online retailers given
the physical experience that the shopper can enjoy and which is usually difficult to imitate on the
online platform (Sunil, 2015). Nevertheless, through the Dash button, Amazon has replicated in
its own way the physical retail experience by emulating a store environment. Indeed, this new
“home-store” environment, whereby the customer is surrounded by a tangible representation of
his/her preferred brands, allowed Amazon to counter one of the major disadvantages related to
operating purely online.
The findings of this study demonstrate how the continuous interaction with a technological
tool, specifically the Amazon Dash button fixed in one’s own home, enhance the consumer
purchase decision involvement. The findings also reflect how a consumer trust and affective
feeling towards the retailer act as a barrier to entry to other retailers who might consider launching
a similar device. Therefore, competing online retailers should aim to build strong relationships
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with their shoppers before considering to replicate the Amazon Dash button’s case, especially
since this device is a new technological breakthrough in the world of retail. Furthermore, as
retailers start integrating such new technological innovations, offline retailers will need to take
quick actions to join this new competition.
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