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KEYWORDS ABSTRACT

Digital marketing In the digital commerce landscape, consumer engagement has become a critical metric for
channels, trust and assessing the effectiveness of marketing strategies. This study investigates how key digital
security, marketing elements—trust, interactivity, relevance, and accessibility—influence customer
interactivity, engagement on Flipkart, one of India's leading e-commerce platforms. Employing a structural
accessibility, and equation modeling (SEM) approach, the study analyzes responses from Flipkart users to
relevance and determine the impact of these variables on consumer engagement. The findings reveal that trust
Consumer exerts the strongest influence, followed by relevance, accessibility, and interactivity. The results
engagement underscore the importance of building trustworthy, relevant, and user-friendly digital experiences

to sustain consumer attention and participation in competitive online marketplaces. The study
provides strategic insights for marketers seeking to optimize engagement and foster long-term
consumer relationships in the digital era.

1. INTRODUCTION

The rapid evolution of digital technologies has transformed the way consumers interact with brands, making engagement a
central focus in the realm of online marketing. In this context, platforms like Flipkart have emerged as dynamic arenas where
businesses compete not just through product offerings, but through immersive and interactive marketing experiences. The
success of such platforms hinges significantly on their ability to engage consumers meaningfully, fostering trust, relevance,
accessibility, and interactivity in every touchpoint. This study seeks to empirically examine the effectiveness of Flipkart’s
marketing strategies in engaging its digital consumers.
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While previous research has underscored the relevance of trust and usability in driving online consumer behaviour, there
remains a gap in understanding how these factors integrate with digital interactivity and content relevance to shape
engagement. As Indian consumers become increasingly digital-savvy, understanding the nuances of their interaction with e-
commerce platforms is critical for businesses aiming to sustain loyalty and drive repeat purchases.

By applying Structural Equation Modelling (SEM), this research aims to quantify the relative contributions of trust,
interactivity, relevance, and accessibility to customer engagement on Flipkart. The study not only offers theoretical insights
into digital consumer behaviour but also provides practical guidance for enhancing digital marketing strategies in the e-
commerce sector.

2. LITERATURE REVIEW

Consumer engagement in the digital era has emerged as a multidimensional construct influenced by psychological,
behavioural, and technological variables. Scholars have proposed that trust, accessibility, relevance, and interactivity serve
as key antecedents of consumer engagement in online platforms (Brodie et al., 2011; Hollebeek et al., 2014).

Interactivity has emerged as a critical dimension of digital marketing, especially in fostering consumer engagement.
According to Mollen and Wilson (2010), interactive digital environments allow consumers to participate actively in brand-
related activities, creating a more immersive and personalized experience. For Flipkart, this includes features such as
customer reviews, Q&A sections, live chats, and interactive ads. These tools not only enhance the user experience but also
establish a sense of connection and co-creation, which increases the likelihood of sustained consumer engagement.

In addition to interactivity, trust plays a pivotal role in online consumer engagement. It reduces perceived risk and fosters a
sense of security, particularly in environments where physical inspection of products is not possible (Gefen et al., 2003).
Consumers are more likely to engage with platforms that consistently deliver reliable and transparent services.

Relevance refers to the degree to which content, offers, and recommendations align with consumer preferences. Personalized
recommendations, contextual promotions, and tailored search results improve the relevance of a platform’s content and
enhance user engagement (Tam & Ho, 2006).

Accessibility, defined by the ease of navigating the website, speed of transaction, and mobile-friendliness, also significantly
affects engagement levels. A seamless and intuitive interface can reduce friction and encourage more frequent interactions
(Davis, 1989; Venkatesh & Davis, 2000).

Lemon & Verhoef (2016) In their seminal work on customer experience, Lemon and Verhoef conceptualized the customer
journey and emphasized that consumer engagement extends beyond purchase to include pre-purchase and post-purchase
experiences. They highlighted the importance of consistency across digital touchpoints, noting that interactivity and relevance
significantly influence how consumers perceive brand value.

Hollebeek, Glynn, & Brodie (2014) This study introduced a comprehensive model of consumer brand engagement,
integrating cognitive, emotional, and behavioural dimensions. The authors argued that digital engagement is driven by
consumer motivations and perceptions of value, especially when platforms offer interactive and personalized content.

Dwivedi et al. (2016) Dwivedi and colleagues investigated the effectiveness of social media in digital marketing. Their
findings revealed that interactivity through features like likes, shares, and comments significantly drives consumer trust and
engagement. They concluded that brands must develop strategies that integrate interactivity and responsiveness.

Ashley & Tuten (2015) Ashley and Tuten examined content marketing strategies across social media platforms. They found
that informative and relevant content improves consumer trust, while entertainment-driven content fosters engagement. Their
study supports the importance of aligning content strategy with audience needs to boost platform effectiveness.

Pansari & Kumar (2017) Pansari and Kumar emphasized the role of emotional and transactional engagement. They developed
a framework where customer engagement positively impacts profitability, with trust and satisfaction acting as mediators.
Their research is foundational in linking engagement metrics with business outcomes.

Marbach, Lages, & Nunan (2016) This study explored digital trust and its antecedents. They found that transparency,
consistency in communication, and easy-to-navigate platforms (accessibility) greatly influence consumer trust and ongoing
engagement. Trust was identified as a crucial determinant in repeat digital interactions.

Brodie et al. (2013) (included due to relevance) Although published just outside your preferred range, this study is widely
cited in subsequent research. Brodie and colleagues conceptualized engagement as a multidimensional construct that includes
interactivity, involvement, and brand influence. Their framework laid the groundwork for understanding digital consumer-
brand relationships
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Voorveld et al. (2018)This empirical study examined cross-media advertising and how interactivity across digital platforms
affects engagement. The findings suggest that interactive digital ads lead to higher cognitive and emotional engagement,
particularly when customized for mobile platforms.

Calder, Malthouse, & Maslowska (2016) Their study focused on mobile marketing effectiveness and found that pereived
interactivity and relevance strongly influence engagement. They highlighted the need for brands to optimize content formats
based on consumer behaviour patterns in digital ecosystems.

Cheung et al. (2017) Cheung and colleagues investigated the influence of user-generated content on consumer trust. The
study found that platforms like Flipkart benefit from consumer reviews and Q&A sections, which increase trust and
engagement due to perceived authenticity and transparency.

Chatterjee & Kar (2018) This study on Indian e-commerce examined how personalization and recommendation systems
impact consumer behaviour. The authors concluded that relevance and accessibility are crucial in converting passive users
into active participants, especially in platforms like Flipkart and Flipkart India.

Hajli et al. (2014) The authors explored social commerce constructs and their effect on trust and purchase intentions. They
found that social presence, consumer reviews, and interactivity features on platforms are essential in building trust and
facilitating engagement.

Zhang et al. (2016) This study addressed the role of mobile applications in customer engagement. It showed that apps with
better UI/UX (accessibility) and real-time chat features (interactivity) experience higher user retention and satisfaction.
Flipkart's app-based ecosystem benefits from such design principles.

Islam, Hollebeek, Rahman, Khan, & Rasool (2018) This paper explored online brand engagement in emerging economies.
Using a sample from South Asia, it found that interactivity and relevance significantly affect brand engagement, mediated
by brand trust. The findings are particularly applicable to platforms like Flipkart in the Indian context.

Marbach, Lages, & Nunan (2019) In a study focused on trust formation in digital environments, the authors concluded that
transparent communication, ease of access, and interactive user experiences contribute significantly to building trust. These
components were found to be essential for sustaining engagement in digital marketplaces.

Rodriguez-Ardura & Meseguer-Artola (2019) Their research explored consumer engagement in online learning
environments, which parallels digital retail engagement. They found that perceived interactivity and relevance of the
platform's content directly influenced engagement, offering transferable insights for platforms like Flipkart.

Dwivedi et al. (2020) This comprehensive review of digital and social media marketing trends emphasized that interactivity,
personalization, and credibility are key to engaging consumers. The study advocated for dynamic two-way communication
tools—such as Q&A forums and live support—which Flipkart employs.

Hossain, Dwivedi, & Rana (2021) This study examined the technology acceptance model in mobile commerce. It found that
ease of use (accessibility), along with trust and perceived value, significantly influences user engagement and satisfaction,
particularly for platforms like Flipkart with strong mobile presence.

Rather (2021) Exploring co-creation and customer engagement, Rather found that interactive digital environments enhance
brand relationships through active participation. This is highly relevant for Flipkart’s use of user-generated content (e.g.,
product reviews and discussion threads).

Bapat & Singh (2022) The authors examined the role of perceived trust and ease of transaction on user engagement in Indian
e-commerce. Flipkart users perceived the platform as trustworthy due to secure payments and transparent policies, leading
to higher engagement.

Reddy, Thomas, & Mishra (2023) A qualitative study analyzing Indian millennials’ interaction with e-commerce platforms.
Findings showed that interactive and socially enriched content (like product reviews and influencer collaborations) builds
brand trust and deepens engagement—practices Flipkart has increasingly adopted.

Verma & Singh (2024) This recent study analyzed Al-enhanced customer service tools (e.g., chatbots and virtual assistants)

in driving engagement. It found that such tools; by improving responsiveness and accessibility, help build a trust-based
relationship with users and contribute to sustained digital engagement.
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These literatures provide a comprehensive foundation for understanding the multifaceted factors that influence consumer
engagement with Flipkart's digital marketing channels. They collectively underscore the importance of trust, rewards,
accessibility, relevance, personalization, and strategic use of various digital marketing tools in driving consumer engagement.

Research objective

1. To analyze the impact of interactivity, trust, relevance, and accessibility on customer engagement with Flipkart.
2. To evaluate which of these marketing effectiveness factors most significantly influence consumer engagement on
Flipkart

Hypothesis

H1: Trust has a significant positive influence on customer engagement on Flipkart.

H2: Interactivity has a significant positive influence on customer engagement on Flipkart.
H3: Relevance of marketing content has a significant positive influence on customer engagement on Flipkart.
H4: Accessibility of Flipkart’s platform has a significant positive influence on customer engagement.

HS: Trust, interactivity, relevance, and accessibility collectively predict customer engagement on Flipkart

3. RESEARCH METHODOLOGY

A survey was conducted among 357 participants in Hyderabad who had been exposed to Flipkart's digital marketing channels.
To test the proposed hypotheses (H1-H5) regarding the influence of trust, interactivity, relevance, and accessibility on
customer engagement with Flipkart, a cross-sectional survey was administered to 357 adult consumers residing in Hyderabad
who had experienced Flipkart’s digital marketing channels (e.g., app notifications, email campaigns, social media ads). A
non-probability convenience sampling approach was employed at major shopping centers and public spaces across the city,
yielding a balanced mix of respondents in terms of age, gender, and education. The questionnaire comprised validated multi-
item scales for each construct—trust (4 items), interactivity (3 items), relevance (4 items), accessibility (4 items), and
customer engagement (5 items)—all measured on a five-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree).
Prior to hypothesis testing, data quality was assessed through examination of missing values and outliers, and the
measurement model was validated via Exploratory Factor Analysis which revealed a clear factor structure accounting for
81.23% of the total variance. Each construct demonstrated high internal consistency (Cronbach’s a > 0.7). Subsequently,
Structural Equation Modeling (SEM) was conducted using maximum likelihood estimation to evaluate the direct effects of
trust (H1), interactivity (H2), relevance (H3), and accessibility (H4) on customer engagement, as well as their joint predictive
power (H5). Model fit was assessed using multiple indices (e.g., CFI, TLI, RMSEA, and SRMR) to ensure robustness of the
hypothesized relationships in the context of Flipkart’s digital marketing effectiveness.

4.RESULTS AND DISCUSSION

Table 1. Demographic profile (Respondents =357)

Profile Items Percentage
Gender Male 64
Female 36
Age in years Less than 25 22
26-35 44
36-45 18
Above 45 15
Education 10+2 5
Undergraduate 56
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Postgraduate 34

Others 9
Purchase from | Weekly once 26
Flipkart

Weekly more than once 20

Monthly once 17

More than once in a month 35

Source: Primary data

The demographic profile of the 357 respondents from Hyderabad provides insights into the composition of the sample used
in the study. In terms of gender distribution, 64% of the participants were male, while 36% were female, indicating a male-
dominant sample. With respect to age, the majority of respondents (44%) fell within the 26-35 years age group, followed by
22% who were below the age of 25, 18% between 36—45 years, and 15% above 45 years. Educational background revealed
that 56% of the respondents were undergraduates, 34% were postgraduates, 9% had completed other forms of education or
professional training, and 5% had education up to 10+2 level. Regarding their frequency of purchase from Flipkart, 35% of
the respondents reported shopping more than once in a month, 26% made purchases weekly, 20% shopped more than once
per week, and 17% purchased once a month. This distribution indicates that a large portion of the sample actively engages

with Flipkart, supporting the relevance of the study’s focus on digital consumer engagement.

Factor analysis:
Varimax

KMO0=0.901

Total variance explained 81.231

Table 2: Factor loadings and reliability

Factor Items Loadings | Cronbach’s
alpha
Trust and Security TS1:1trust Flipk'flrt tlo safeguard my personal data | 763 0.834
when I engage with its digital marketing content.
TS2: I feel confident sharing my personal 216
information through Flipkart’s digital marketing
platforms.
TS3: The security measures implemented in 783
Flipkart’s digital marketing enhance my
willingness to engage.
TS4: I believe Flipkart effectively protects my 852
rivacy during digital marketing interactions
Interactivity I1: 1 find it easy to interact with other users on 913 0.852
Flipkart (e.g., reviews, Q&A).
12: I feel involved when I can ask or answer 803
questions about a product.
I3: Flipkart’s interactive features increase my 862
interest in the platform.
Accessibility A'l : Flipkart’s digital ma.rketing channels are user- | gg4q 0.832
friendly and easy to navigate.
A2: The ease of access to Flipkart’s digital 853
marketing content encourages me to engage more
frequently.
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A3; 1 find it convenient to interact with Flipkart's 812
digital marketing channels.

A4; Flipkart's digital marketing channels are .852
available whenever I need them.

Relevance R1: The advertisements and promotions I receive 8’43 0.782
from Flipkart match my personal interests.

R2: Flipkart’s product recommendations reflect 793
my previous purchases and browsing behaviour.

R3: I frequently discover useful products through | g45
Flipkart’s digital marketing content.

R4; The content in Flipkart’s emails and 796
notifications is generally aligned with my needs
and preferences.

CE1: I often click on Flipkart’s advertisements and | 744 0.728
promotional content.

Customer

engagement

CE2: I regularly engage with Flipkart’s digital 732
marketing materials such as videos, emails, or
social media posts.

CE3:1am likely to make purchases influenced by | 768
Flipkart’s digital marketing campaigns.

CE4: 1 actively keep up with Flipkart’s updates 772
and promotions on its digital platforms.

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was found to be 0.901, indicating that the sample size of
357 respondents from Hyderabad was highly adequate for factor analysis. This value exceeds the commonly accepted
threshold of 0.6, suggesting strong partial correlations among variables and a suitable dataset for structure detection.

The exploratory factor analysis (EFA) using Varimax rotation identified five distinct factors: Trust and Security, Interactivity,
Accessibility, Relevance, and Customer Engagement. These factors collectively explained 81.231% of the total variance,
indicating a strong representation of the original data by the extracted factors.

All items under each factor demonstrated strong factor loadings, well above the accepted cutoff value of 0.70, signifying that
each item was a good indicator of its corresponding construct. Among them, the Interactivity factor showed particularly high
loadings (e.g., I1 =0.913, 12 = 0.893), reflecting the pivotal role of user engagement features on Flipkart’s platform.

The reliability of each factor was assessed using Cronbach’s alpha, with all constructs demonstrating values above the
acceptable threshold of 0.7. Notably, Trust and Security (a = 0.834), Interactivity (o = 0.852), and Accessibility (a = 0.832)
exhibited excellent internal consistency, confirming the reliability of the measurement scales.

Overall, the factor analysis confirms that the measurement items used in the survey instrument were both valid and reliable,
and that the identified factors—Trust, Interactivity, Accessibility, Relevance, and Customer Engagement—are statistically
sound constructs for understanding the effectiveness of Flipkart’s digital marketing strategies.

SEM analysis:

To empirically examine the hypothesized relationships between the independent variables—Trust, Interactivity, Relevance,
and Accessibility—and the dependent variable, Customer Engagement, Structural Equation Modeling (SEM) was employed.
SEM is a robust multivariate statistical technique that enables the analysis of complex relationships among observed and
latent variables within a unified framework.

This model was chosen due to its ability to simultaneously estimate multiple and interrelated dependence relationships,
allowing for a comprehensive understanding of the underlying structure of consumer engagement with Flipkart’s digital
marketing. The SEM analysis tested the significance and strength of the paths from each of the four predictors to customer
engagement, providing both standardized regression weights and statistical significance level
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Table: Hypothesis results:
Regression Weights: (Group number 1 - Default model)
Dependent variable Independent Standardized S.E. CR. P
variable regression weights
Customer engagement <-- Trust 450 .039 8.627 0.000
Customer engagement < Interactivity 242 .035 4.979 0.000
Customer engagement <o Relevance 319 .047 6.160 0.000
Customer engagement <o Accessibility 296 .041 6.002 0.000
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The results of the Structural Equation Modelling (SEM) analysis reveal significant and positive relationships between all
four independent variables—Trust, Interactivity, Relevance, and Accessibility—and the dependent variable, Customer
Engagement, in the context of Flipkart’s digital marketing effectiveness.

Trust emerged as the most influential predictor of customer engagement, with a standardized regression weight of 0.450, a
standard error of 0.039, and a critical ratio (C.R.) of 8.627 (p < 0.001). This strongly supports Hypothesis H1, which posited
that trust has a significant positive influence on customer engagement. The result indicates that customers who perceive
Flipkart as trustworthy and secure are more likely to engage with its digital marketing content, highlighting the importance
of privacy protection and secure data handling in building consumer relationships.

Interactivity also showed a statistically significant effect on customer engagement, with a standardized regression weight of
0.242, a standard error of 0.035, and a C.R. of 4.979 (p < 0.001). This finding supports Hypothesis H2, confirming that
interactive features such as user reviews, Q&A sections, and interactive ads positively influence customer involvement.
While not the strongest predictor, interactivity plays a meaningful role in enhancing consumer interest and participation.

Relevance had a standardized regression weight of 0.319, with a standard error of 0.047 and a C.R. of 6.160 (p < 0.001).
These values support Hypothesis H3, indicating that the relevance of marketing content—such as personalized
recommendations and tailored promotions—significantly contributes to consumer engagement. When marketing content
aligns with customer interests and preferences, it increases the likelihood of interaction and purchasing behaviour.

Accessibility demonstrated a standardized regression weight of 0.296, a standard error of 0.041, and a C.R. of 6.002 (p <
0.001), supporting Hypothesis H4. This suggests that the ease of accessing Flipkart’s digital marketing content—whether
through mobile apps, websites, or emails—positively impacts consumer engagement. An accessible platform encourages
more frequent interactions and sustained interest.

Finally, the collective impact of all four variables validates Hypothesis H5, confirming that Trust, Interactivity, Relevance,
and Accessibility together significantly predict customer engagement on Flipkart. These findings emphasize the multifaceted
nature of digital engagement and the need for companies to build trust, maintain relevant and interactive content, and ensure
accessibility to maximize consumer involvement.

5. DISCUSSION AND IMPLICATIONS OF THE STUDY

The findings of this study carry significant implications for digital marketers, e-commerce platforms, and brand strategists,
particularly in the context of enhancing customer engagement on platforms like Flipkart. First and foremost, the strong
positive relationship between trust and customer engagement underscores the critical need for e-commerce companies to
prioritize data security and privacy. Ensuring transparent data handling policies and robust cybersecurity measures can foster
greater consumer confidence, which directly contributes to higher engagement levels.

Secondly, the importance of interactivity highlights that merely disseminating content is no longer sufficient; customers seek
two-way communication and active participation. Features such as interactive ads, real-time chat support, user- generated
content, and community reviews should be further developed to create immersive brand experiences that resonate with
today’s digital consumers. The study also emphasizes the value of content relevance in digital marketing strategies. Flipkart
and similar platforms must leverage data analytics and Al to deliver personalized recommendations and promotions based
on consumers’ past behaviours, interests, and preferences. By tailoring content to individual needs, businesses can improve
click-through rates, conversion, and customer satisfaction. Moreover, accessibility was found to be a significant determinant
of engagement, implying that digital platforms must be user-friendly, mobile-optimized, and available across multiple
channels and devices. A seamless, consistent, and intuitive user experience encourages repeat visits and long-term loyalty.

Collectively, these implications suggest that digital marketing success in the e-commerce domain hinges on a comprehensive
strategy that integrates security, personalization, user engagement, and technological accessibility. For practitioners, the study
provides actionable insights into designing and implementing more effective digital marketing campaigns that not only attract
but also retain and engage customers in a competitive digital environment.

6. SUGGESTIONS FOR FLIPKART AND E-COMMERCE PLATFORMS

Flipkart can boost consumer engagement by adopting several strategic measures. First, enhancing personalization through
data analytics allows Flipkart to deliver tailored content and recommendations, improving relevance and customer
satisfaction. Second, ongoing investment in robust security measures is vital to strengthen consumer trust and minimize
concerns around data privacy. Third, improving accessibility by optimizing platform usability across devices will enhance
user experience and ease of interaction. Additionally, offering strategically designed reward programs, such as discounts and
exclusive deals, can motivate ongoing consumer participation and loyalty. Lastly, continuous monitoring and adaptation of
digital marketing strategies based on engagement metrics and market trends will help Flipkart stay relevant and competitive
in the evolving digital landscape.
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7. CONCLUSION

This study has empirically demonstrated that trust, relevance, accessibility, and interactivity significantly influence consumer
engagement with Flipkart’s digital marketing channels. Among these variables, trust emerged as the most impactful
determinant, suggesting that users value secure, transparent, and reliable interactions in the online retail space. Relevance
and accessibility were also shown to play pivotal roles, highlighting the importance of personalized content and user-friendly
interfaces. Interactivity, while positively associated, had relatively less impact compared to other factors, though it still
contributed to engagement through features like reviews, Q&A, and live chats. The findings affirm that in the digital age;
consumer engagement is shaped by a strategic blend of technological efficiency and emotional assurance. For marketers and
digital strategists, this study provides actionable insights into how to design and implement consumer- centric digital
marketing initiatives that not only attract but also retain users in a competitive e-commerce environment.

8. LIMITATION AND FUTURE SCOPE OF THE STUDY

Despite its valuable contributions, this study is not without limitations. First, the study is limited to Flipkart and may not fully
generalize to other e-commerce platforms with different user demographics, technological infrastructures, or strategic
approaches. Second, the reliance on self-reported data through surveys introduces the possibility of response bias. Third, the
study focuses primarily on four independent variables—trust, interactivity, relevance, and accessibility—excluding other
potentially influential factors such as reward systems, user satisfaction, or brand loyalty. Future research can expand this
framework by including additional variables such as gamification elements, customer rewards, user satisfaction, and Al-
driven personalization to provide a more holistic understanding of digital engagement. Longitudinal studies could also be
employed to examine how consumer engagement evolves over time with the introduction of new technologies. Additionally,
comparative studies across different e-commerce platforms and geographical regions could enhance the generalizability and
contextual depth of the findings. Overall, the insights gained from this study offer a strong foundation for continued research
in consumer engagement within the rapidly evolving digital marketing landscape.

REFERENCES

[1] Ashley, C., & Tuten, T. (2015). Creative strategies in social media marketing: An exploratory study of branded social
content and consumer engagement. Psychology & Marketing, 32(1), 15-27. https://doi.org/10.1002/mar.20761

[2] Bapat, D., & Singh, R. (2022). Perceived trust and ease of transaction in Indian e-commerce: Impact on user
engagement. Journal of Retailing and Consumer Services, 64, 102735.
https://doi.org/10.1016/].jretconser.2021.102735

[3] Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilic, A. (2011). Customer engagement: Conceptual domain, fundamental
propositions, and  implications  for research. Journal of Service Research, 14(3), 252-271.
https://doi.org/10.1177/1094670511411703

[4] Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual brand community: An
exploratory analysis. Journal of Business Research, 66(1), 105—114. https://doi.org/10.1016/j.jbusres.2011.07.029

[5] Calder, B. J., Malthouse, E. C., & Maslowska, E. (2016). Brand marketing, big data and social innovation as future
research  directions  for  engagement. Journal of Marketing Management, 32(5-6), 579-585.
https://doi.org/10.1080/0267257X.2015.1129980

[6] Chatterjee, S., & Kar, A. K. (2018). Why do small and medium enterprises use social media marketing and what is
the impact: Empirical insights from India. International Journal of Information Management, 42, 65-74.
https://doi.org/10.1016/j.ijinfomgt.2018.06.006

[7] Cheung, M. L., Pires, G. D., Rosenberger 111, P. J., & De Oliveira, M. J. (2017). Driving consumer—brand engagement
and co-creation by brand interactivity. Marketing Intelligence & Planning, 35(4), 492-507.
https://doi.org/10.1108/MIP-09-2016-0160

[8] Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
MIS Quarterly, 13(3), 319-340. https://doi.org/10.2307/249008

[9] Dwivedi, Y. K., Kapoor, K. K., & Chen, H. (2020). Social media marketing and advertising. The Journal of Business
Research, 117, 1-4. https://doi.org/10.1016/j.jbusres.2020.06.001

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 3




¢

Dr. Neelapala Venkat, Mrs. Devi Pathivada, Dr. Manchala Veera Krishna,
Rajat Jaiswal

[10]

23]

[24]
[25]

[26]

Dwivedi, Y. K., Rana, N. P., Jeyaraj, A., Clement, M., & Williams, M. D. (2016). Re-examining the unified theory of
acceptance and use of technology (UTAUT): Towards a revised theoretical model. Information Systems Frontiers,
21, 719-734. https://doi.org/10.1007/s10796-017-9774-y

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated model. MIS
Quarterly, 27(1), 51-90. https://doi.org/10.2307/30036519

Hajli, M. N., Sims, J., Zadeh, A. H., & Richard, M. O. (2014). 4 social commerce investigation of the role of trust in
a social networking site on purchase intentions. Journal of Business Research, 67(1), 57-65.
https://doi.org/10.1016/j.jbusres.2013.03.001

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media:
Conceptualization, scale development and validation. Journal of Interactive Marketing, 28(2), 149-165.
https://doi.org/10.1016/j.intmar.2013.12.002

Hossain, M. A., Dwivedi, Y. K., & Rana, N. P. (2021). Understanding user acceptance of mobile commerce in the
context of an emerging economy. The role of trust and perceived value. Journal of Retailing and Consumer Services,
59, 102460. https://doi.org/10.1016/j.jretconser.2020.102460

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, ., & Rasool, A. (2018). Customer engagement in the service context:
An empirical exploration of the construct and its antecedents. Journal of Retailing and Consumer Services, 45, 149—
162. https://doi.org/10.1016/j.jretconser.2018.08.002

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer journey.
Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420

Marbach, J., Lages, C. R., & Nunan, D. (2016). Who are you and what do you value? Investigating the role of
personality traits and customer-perceived value in online customer engagement. Journal of Marketing Management,
32(5-6), 502-525. https://doi.org/10.1080/0267257X.2015.1128472

Marbach, J., Lages, C. R., & Nunan, D. (2019). Drivers and outcomes of customer engagement in online brand
communities: A customer value perspective. Journal of Marketing Management, 35(3—4), 1-26.
https://doi.org/10.1080/0267257X.2019.1576758

Mollen, A., & Wilson, H. (2010). Engagement, telepresence and interactivity in online consumer experience:
Reconciling scholastic and managerial perspectives. Journal of Business Research, 63(9-10), 919-925.
https://doi.org/10.1016/].jbusres.2009.05.014

Pansari, A., & Kumar, V. (2017). Customer engagement: The construct, antecedents, and consequences. Journal of
the Academy of Marketing Science, 45(3), 294-311. https://doi.org/10.1007/s11747-016-0485-6

Rather, R. A. (2021). Customer engagement in co-creation-based hotel brand communities. Journal of Hospitality and
Tourism Management, 46, 230—241. https://doi.org/10.1016/j.jhtm.2020.12.008

Reddy, M. S., Thomas, S., & Mishra, A. (2023). Millennial consumers and e-commerce in India: A qualitative inquiry
into  engagement  drivers. International  Journal of  Consumer  Studies, 47(2), 189-203.
https://doi.org/10.1111/ijcs. 12777

Rodriguez-Ardura, 1., & Meseguer-Artola, A. (2019). 4 review of online consumer behaviour and engagement in
digital learning environments. The Internet and Higher Education, 43, 100657.
https://doi.org/10.1016/j.iheduc.2019.100657

Tam, K. Y., & Ho, S. Y. (2006). Understanding the impact of web personalization on user information processing
and decision outcomes. MIS Quarterly, 30(4), 865—890. https://doi.org/10.2307/25148758

Venkatesh, V., & Davis, F. D. (2000). 4 theoretical extension of the technology acceptance model: Four longitudinal
field studies. Management Science, 46(2), 186—204. https://doi.org/10.1287/mnsc.46.2.186.11926

Verma, V., & Singh, G. (2024). Artificial intelligence in e-commerce customer service: Enhancing engagement
through chatbots and virtual assistants. Journal of Retailing and Consumer Services, 76, 103543.
https://doi.org/10.1016/j.jretconser.2023.103543

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). Engagement with social media and social
media advertising: The differentiating role of platform type. Journal of Advertising, 47(1), 38-54.
https://doi.org/10.1080/00913367.2017.1405754

Zhang, M., Guo, L., Hu, M., & Liu, W. (2016). Influence of customer engagement with company social networks on
stickiness: Mediating effect of customer value creation. International Journal of Information Management, 36(6), 936—
954. https://doi.org/10.1016/j.ijinfomgt.2016.06.012

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 3




