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ABSTRACT 

The Indian Railways system is the fourth biggest railroad network in the whole world., 

spanning 67,956 km (42,226 miles) and connecting the interior of the world's seventh 

largest country with its varied topography, which includes the Great Himalayas, large 

hill systems, plateaus, plains, massive river basins, deserts, dense forests, and more. 

Millions of people use the Indian Railways every year, and the organization has 

responded to the trend toward urbanisation and the need for more immersive travel 

experiences over the last three decades by offering a wider range of services. It offers 

an extensive catalogue of travel options, from dirt-cheap fares to first-class suites. The 

vast variety of people who travel on Indian Railways is one of its defining features. 

Many different types of passenger services and trains were offered by Indian Railways 

to meet the demands of its diverse client base. Meeting customer expectations in the 

face of such enormous diversity and a number of activities is incredibly difficult. 

Complaints arise when people's expectations aren't realised. Passengers on Indian 

Railways have been said to range from very happy to extremely dissatisfied. The 

Minister of Railways apprehended that novel approaches were required to address the 

problem. He chose to ”utilise social media platforms to communicate with 

their customers to have productive customer engagement so that the organisation could 

satisfy a broad variety of customers' demands.” This was done to ensure that the 

company had successful customer engagement. 

The ppresent “study is based on three zones of Indian Railways which encompasses the 

states of West Bengal, Sikkim, Assam, Manipur, Tripura, Nagaland, Arunachal 

Pradesh, Meghalaya, and Mizoram.” It provides a picture of customer engagement 

towards Indian Railways in the northeast region of India. As such, the research analysis 

is carried out on the customers of Indian Railways, defined as people who had 

purchased a ticket for any destination, belonging to these nine states and were well 

aware of the various social media handles of Indian Railways. The first and foremost 

objective was to identify a customer engagement framework for Indian Railways. Next 

objective was to determine factors affecting the customer engagement towards Indian 

Railways on social media handles. The third objective focused on studying the 

influence of demographics on customer engagement towards Indian Railways on social 

media handles based on the framework and factors determined in the previous two 

objectives. Thus, the five standard dimensions that were identified for measuring 
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customer engagement towards Indian Railways were Identification, Enthusiasm, 

Attention, Absorption and Interaction. The current study helps us to understand how 

customer engagement initiatives through social media platforms are helping transform 

the organisation into a customer-centric undertaking in the face of digitalisation.  

The  study  also  helped  in  understanding  how “public sector  services  could focus 

on its customers for connecting and engaging with them on social media platforms for 

better customer engagement. The current study and the framework developed along 

with the identified dimensions will help the Indian Railways in bringing reforms and 

enhancing customer engagement across the country. Similar research has been 

undertaken in other contexts. This contemporary study is distinctive as it provided a 

fresh perspective on the topic of customer engagement on the social media platforms of 

government services.” 
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Introduction 

Since Gutenberg's printing press in 1450 and TimgBerner Lee'sgdiscovery of the 

WorldgWidegWebg (www) in 1989, marketing has progressed from hand-delivered 

pamphlets and fliers to the electronic posting of online promotions. Customers are now 

more involved in the research process, actively searching out the goods and services 

they want, and are more likely to be outspoken and use their voices to influence the 

market. As of January 2020, around 59 per cent of thegworld'sgpopulation, or almost 

4.54gbillion people, gare online. When comparing countries with the most internet 

users, China comes out on top, followed by India and the United States. Today, it is 

impossible to imagine doing routine chores without access to the internet. Although it 

has helped link individuals all over the globe, the internet is currently recognized as the 

most important medium for disseminating knowledge in the contemporary day. The 

web presence is strongest in Northern Europe, followed by the United Arab Emirates 

and South Korea and, the weakest of all in North Korea.  

A number of factors, which includes the shift in power from businesses to customers, 

the proliferation of available products, the saturation of key product categories, the 

proliferation of communications channels, the proliferation of visual noise in traditional 

marketing environments, the desire for personalized offerings, consumers' preference 

for interactive information, consumers' focus on time savings, consumers' need to 

validate the information, and the marketers' desire to socialize and build trust with their 

target audiences, have established digital marketing as one of the most effective 

marketing strategies.  

In addition to its value as a low-cost advertising medium, the internet is also being used 

by businesses as a beneficial marketing tool for fostering the growth of new sales leads 

and communicating with existing ones. There has been a meteoric surge in the use of 

the internet and digital marketing strategies in the business world over the last decade. 

Customers have traditionally used the internet for two main purposes: finding 

information and making purchases online.  

However, this is beginning to change as more companies launch interactive websites 

and establish customer service departments whose sole purpose is to address and 

resolve customer complaints. Internet Online Association India estimates that 63% of 

the market is occupied by the sale of transportation tickets (train, plane, and bus), while 
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the remaining 37% is made up of other categories including books, music, video games, 

and festival buying (Sheth et. al., 2022). 

1.1.Indian Railways 

Founded - 16th April 1857. 

Headquarters - New Delhi, India. Owners - Republic of India (100%). 

Employees - 16,00,000 

Divisions - 17, including Konkan Railways. 

Route Length - Over 63,000 km. 

Ranking wise Indian*Railways*is*the*fourth*largest*in*the*world*after*USA, 

Russia*and*China. It is theg largest railwaygnetworkgingAsiagandgthegsecondglargest 

such institution under agsinglegmanagement.  

Figure 1.1: Organizational Structure of Indian Railways 
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With approximately 65,000 running commuter coaches in 17 zones and 68 sub-zones, 

it is considered the backbone of the Indian economy; as it transports over 1.8 billion 

passengers and above 1.1 billion tonnes of freight. Figure 1.1 shows the organisational 

structure of Indian Railways. 

With increasing modernisation the Rail Budget has focused on FDI as a major funding 

aspect. Some of the plans include stronger tracks with scientifically superior rails, state-

of-art electric and diesel locomotives with higher horsepower, modular high-speed 

traveller coaches, and optic fibre and digital conversion in communications.  

1.1.1. The Digitalisation of Indian Railways 

The Online Ticketing Platform was introduced by CRIS as part of Indian Railways' 

foray towards digitalization to attract more customers and relieve the strain caused by 

the peak hour rush of three million. They expanded their offerings to include social 

media and mobile applications.  

Upon introduction of digital technology, Indian Railways underwent a number of 

transformations, some of the most noted ones are - privatisation of the catering and 

tourism aspect of the Railways thus the birth of Indian  Railways Catering and Tourism 

Corporation (IRCTC); increase in the number of super-fast trains such as Rajdhani’s, 

Durontos with the future vision and soon to be a reality Bullet trains and Talgos in the 

near future; real time tracking online and mobile applications of train details tracking; 

recently, Google and Indian Railways came together for Project Nilgiri under which the 

aim is to set up Wi-Fi hotspots around 400 railways stations across India; again in 

collaboration with Google Indian Railways is all set to digitalise its heritage assets in 

the form of a repository of digital universal online free access, thus, helping Indian 

Railways in creating a comprehensive conservation management plan to promote and 

preserve its rich heritage of steam locos, coaches, station buildings, bridges ,etc; 

creation of FOIS, Railnet, for online freight and intrazonal connectivity and tracking; 

and, launching of mobile applications for online reservations and aiding the passengers 

in having a real time train running status at any time. 

Some of the long-term and short-term benefits of Indian Railways’ digitalisation can be 

enumerated as follows-  
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a. Drastic positive change in customer experience panning from pre/post ticket 

booking enquiry,  ticket reservation, online food service on track, 

wheelchair/cab/cloakroom/retiring room booking to sharing of feedback and 

complaints.  

b. Statistically speaking with the shift from web-based to mobile applications there 

has been an increase in the online purchasing of tickets from 50% to 65%, thus adding 

revenue of INR 600 million each day from the revenue generated from E-Ticket sales 

(Statista Research Department, 2021).  

c. Another statistical proof of the benefit of Indian Railways digitalisation is an 

increase in per day sales of tickets from 200 e-tickets per day to 10000 e-tickets per 

minute which increases during major festivals in India (Statista Research Department, 

2021).  

d. With its presence on social media platforms, there is now a sense of transparency, 

information sharing, press releases, complaints, developments, feedback and refunds to 

the consumers and uniformity of communication between both sides.  

e. By integrating Internet services of their own (Railnet) there is a smoothness of 

human resources management, cost cuts, and better management of the services 

prodded with interconnectivity among the sub-departments and zones.  

1.1.2. The Social Media Cell of Indian Railways 

Of all the strategies used for marketing by the Indian Railways, it all comes down to 

passenger safety, connectivity, value-added services, affordability, comfort, passenger 

amenities and maintenance. To have an effective marketing strategy, a robust grievance 

redressal system is required as all marketing strategy is primarily focused on consumers 

and an unfulfilled or grudging consumer is a sales loss and a marketing failure for the 

company and thus starting the vicious circle of negative word-of-mouth and additional 

marketing cost for the company. Thus, the redressal system should be at both customer 

as well as employment levels for the same reasons.  

In the initial 4 months or so, it was all a one-man show for the social media cell of 

Indian Railways, by Mr Ved Prakash (Rathi, 2017), who himself was a newbie to the 

social media platform and was withgthegIndian Railwaysgposted in Dhanbad for 

5gyears. The scenario changed by January 2016, wherein there was a proper social 

media cell for the Indian Railways, consisting of 15 members and was situated on 
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thegfifth floor ofgRail Bhawangunder thegalias of PublicgGrievancegCellgwith twog 

individuals allocated specifically for the complaints received from the Indian Railway 

Catering and Tourism and Corporation (IRCTC). This was a team trained in the 

utilisation  of xsocial  media, xcustomer  service, xapproaching  distressed xpassengers 

and xcomplaint xresolution.  

As of June 2019, Indian Railways decided to hire a team of professional PR 

professionals to run its publicity campaign at, both its Central office as well as in their 

zones under a set of guidelines to manage their publicity. The framework of 70 officers, 

which included the onegchief PublicgRelationsgOfficerg (PRO) gof each of the 17 zones, 

who were responsiblegfor thegdissemination of information through socialgmedia, was 

proposed to be changed for better reach of their publicity reach in an environment where 

Railways is facing stiff competition from the airlines. The Indian Railways plans to hire 

a teamgof 17gtrained professionalsgincluding agteamgleader, a social mediagmanager, a 

contentganalyst, contentgwriters, and videogeditors amongst othersgwho would 

begengaged in each of the zones.  

The primary focus of these teams would be to creategstrategies forgFacebook, gTwitter, 

Instagramgand other social mediagplatforms togidentify thegissues, themes andgsocial 

media influencersgfor having a better impact on the public and also in uplifting their 

image in a positive direction. This includes creating a dashboard on the website of their 

respective zones’ website wherein news articles, television clips, etc would be available 

which would help Indian Railways to create a humane touch with their customers. 

Already the Western Zone of Indian Railways has outsourced their PR, and the other 

17 zones are to follow the same suit, and also the upper officials of the Indian Railways 

are instructed to have their Twitter handles made and grievances regarding their zones 

are to be dealt with in a day at the longest. Reports of each PR team were suggested to 

be made in collaboration with national analysts and submitted to the senior officials 

which would in turn be disseminated to the common public to stage credibility with the 

customers.  

Western Railways outsourced its public relations activities to Ventures Advertising Pvt. 

Ltd. in 2018. This was done to be in sync with the digital India initiative of the Indian 

Government and also to have an effective mechanism to have commuters and 

passengers engage with zonal as well as divisional officials so that their problems were 
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heard by the system. They came up with hashtags such as #TicketToSuraksha to 

#WRKiSawari and used the catchy tune of Apna Time Aayega to correspond to the 

ticketless travelling of passengers by creating its extension of “Tera Time Aayega”. 

They also came up with the concept of a mascot wherein they launched Dablu R as their 

mascot at the Churchgate station. Such campaigns have created hype amongst the 

commuters of the Western Railways and have caught their imagination as well as kept 

the commuters engaged and entertained throughout their journey.  

Social media marketing for any government office or department is a herculean task as 

the marketing is not done with a certain type of consumers in mind but for the general 

public at large. Thus, it creates the dual pressure of information dissemination as well 

as entailing capturing, holding and creating suspense amongst the commuters in the 

long run. Such initiatives will soon be undertaken by the other zones as well through 

the tendering process.  

When we talk about the working of the Tweets received by the Indian railways, all the 

tweets are first received by “OneDirect”, which are then redirected to three aspects viz., 

low, high or urgent priority, which is based on the keywords used in the tweet. Further 

details are then collected from the passenger i.e., their train number, platform number, 

coach number and PNR. It is then redirected to the concerned official of the concerned 

zone with a target of 8 minutes to redress the problem. Some of the salient features of 

Indian Railways Twitter-based complaint redressal system are as follows-  

• “OneDirect” receives tweets from about 23 billion passengers daily with the 

complaint rate being 7000 compliant tweets daily and successfully handles them daily.  

• It is a 24x7 process, meaning for every complaint received a ticket corresponding 

to it is created which until resolved is monitored closely.  

• Tweets are classified into three categories critical, noncritical and suggestions, with 

the critical complaints being conveyed to the concerned official via SMS or call for 

rapid action.  

• Positive feedback is captured through sentiment analysis and such feedback or a 

complaint or suggestions are then used for identifying and mitigating issues curtailing 

a particular train, station or service.  

Indian Railways has used social media for understanding their customers' needs and 

expectations, encouraging customer involvement, and customer retention and create 
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additional revenue opportunities, enhancing brand loyalty and creating organisational 

perception as a catalyst for word-of-mouth for existing customers. Social media was 

used by Indian Railways for broadcasting the Live budget of the Union Government, 

asking for ideas from the public for improving their existing services and for bringing 

forward new services or for the improvement of the problematic areas, promoting safety 

measures that can be undertaken by the public as well as the safety measures present 

for them, for information dissemination, for having a swift and responsive complaint 

redressal system and lastly to contribute towards the empathetic image of the Indian 

Railways.  

1.1.3. Online Services of Indian Railways 

Under the leadership of Suresh Prabhu, back in 2016 the then Union Railway Minister, 

active use of social media was used to spearhead the various digital initiatives to be in 

sync with the Digital India picture put forth by the Indian Government. A triple effect 

was instantly formed with the general public creating Twitter handles just to vocalise 

their grievances and mandatory for the government officials at Rail Bhawan to have 

their accounts made for mitigating the same. This was one of the many steps taken by 

the Indian Government to have their presence felt in the virtual world and to assure the 

consumers that they were their priority.  

The most noticeable change is the progressive change from a paper ticketing system to 

online ticketing. With this single change itself, the number of passengers travelling 

daily had a quantum leap within a year of its induction. Indian railways have come a 

long way since they adopted digital marketing and have a long way to go as right now 

it is still in the pre-bubble phase and with more and more investments, more 

opportunities are up and the user base is increasing exponentially for the same. Some 

of the most noticeable online services of Indian Railways are as follows-  

1. Centre for Railway Information System (CRIS) - CRIS was set up bygthe 

Ministry ofgRailways as agsociety in Julyg1986, gheadquartered ingNew Delhigwith 

regional officesgin Kolkata, gMumbai, gChennai andgSecunderabad. It was created to 

design, develop, implement as well as maintain the information system of Indian 

Railways and its functions include the spectrum of passengergticketing, gfreight 

operations, traingdispatching, gcrewgmanagement, ge-procurement, gmanagementgof 

fixedgand movinggassets andgproduction ofgrolling stock. gInformation dispersion 
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encompasses easy-to-access areas to remote locations i.e., fromgKargil togKanyakumari 

and fromgTwang togthegAndamangIslands. With a personnel count of 800, it includes 

people from IT professionals, system analysts, program developers and domain 

knowledge experts. CRIS aims to deliver cost-effective, sustainable and cutting-edge 

solutions to problems faced daily or for the smooth running of the Railways in the long 

run. With the focus on fixing and adheringgto projectgschedules, goptimising resources 

andgcost, and producingghigh-qualitygsystems for thegdelight of the consumers; some 

of the projects of CRIS include ticketing through mobile phones, linking tickets to 

Aadhar, tracking trains in real-time with the help go GPS, tracking of rolling stock with 

the help of radio frequency identification, creating and setting up of geospatial database 

for the Railways and setting up of state-of-artgdatabase centregfor theg IndiangRailways. 

It has also forayed into international projects through MoUs with them. The most 

important work for CRIS would be the creation of effective applications which are 

flawless in working and that they come up with regular updates for the same.  

2. Online Ticketing System - With the dramatic switch from paper-based 

ticketing to online ticketing, the concept of E-tickets and I-tickets was adopted by the 

Indian Railways and both have shown a polynomial upward trend in the aspect of their 

adoption by consumers. I-tickets were introduced in August 2002, wherein the 

travellers were able to book a train ticket online and they would get the physical ticket 

through courier. E-tickets introduced in August 2005, were the same as the I-tickets but 

they gave travellers the flexibility of having their tickets printed out on their end without 

the hassle of courier services. E-tickets proved to be a big hit with the consumers as it 

not only gave the passengers the ease of printing their tickets from their side but also in 

the aspect of cost wherein service charge for E-tickets was cheaper than I-tickets.  

3. Passenger Reservation System (PRS) - This online nationwide online 

passenger reservation and ticketing system of Indian Railways handles an average of 

15 lakhs transactions per day with the railways plying about 10 lakh reserved passengers 

per day. This online service was started by CRIS back in 1986 and was set in four major 

metros of India viz., Mumbai, Chennai, Kolkata and Delhi initially. CRIS created 

CONCERT (Countrywide Network for Computerised Enhanced Reservation and 

Ticketing) for the smooth running of the current PRS system. Till its full functional 

achievement in 1999, PRS was available in the four major metropolitan cities only. PRS 
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was set up so that passengers can readily book their tickets hassle-free and that they can 

do so in advance through their counters present at the stations or through their online 

link as seen on the official website of Indian Railways or in IRCTC. Details such as 

passengers’ name, train number, boarding station, date of journey, destination station, 

berth preference, child details (if any), reservation quota (if any), return journey details 

and meal preferences are to be provided by the passengers and that the same gets 

reflected on their virtual tickets and then it depends upon the passengers for printing the 

same or to have it send to them via mail or SMS. Passengers must carry their IDs when 

tickets are booked through PRS. The whole of PRS is network dependent and the 

number of transactions is higher than the passengers travelling daily. Activities such as 

mobile ticket booking, cancellations, and refunds are all done through PRS.  

4. National Train Enquiry System (NTES) - This too is agnationwidegintegrated 

onlineginformationgsystem forgdisplaying theglatest traingrunning times and for live 

train tracking. Such information helps passengers who have to travel long distances as 

longer delays of their trains may hamper their plans in general. Apart from live tracking 

of train information such as stopping stations, schedule information, delay status, 

cancelled train information, diverted trains and the platform number where the train is 

expected to arrive are also reflected. Recent adds to this application are the direction of 

the travelling trains, the exact location of the passengers’ coach, the virtual seating 

charts as well as the status of waiting tickets, for the latest update of the application.  

5. Unreserved Ticketing System (UTS) - A major portion of Indian Railways’ 

ticket volume and revenue come from unreserved tickets. Launched in 2018, the UTS 

app created by CRIS aids passengers to buy unreserved tickets from any railway station 

provided he/she must be within a 5 km radius of the said railway station. This app also 

gives services to passengers to buy season tickets and platform tickets 

(UTSONMOBILE app). Though its pilot project was done in 2014, passengers have 

now warmed up to it primarily due to the various initiatives of Digital India.  

6. Freight Operations Information System (FOIS) - This is an indigenously 

built Management Information System (MIS), by CRIS for freight management of 

Indian Railways. It plans, monitors, and helps in the decision-making process which in 

turn results in the better utilisation of rolling stock to reduce the overall operating 

expenses. The aim behind its usage is to help ease in keepinggrecords ofgtrains/wagons, 
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locogmovement andgconsignmentgdetails, traingarrangements, gandgcrew assignments, 

and alsogit givesgdetails such as consignmentgdetails, traingdepartures, gtraingarrivals, 

forecast, shuntinggenroute, locogchanges, traingstabling, gplacement, releases, gremoval 

of sickglines/goods, glocogirregularities and maintenancegdetails. This has facilitated 

customers to make enquiries regarding the above-mentioned aspects and to get real-

time, accurate and reliable information and status regarding the same. FOIS is designed 

in a modular fashion thus, its implementation and maintenance are taken by CRIS, 

keeping in consideration the present as well as the future demands from 

thegIndiangRailways. Some of thegadvantages of thisgsystem can be said that it aids in 

global trackinggof consignmentsgof trainsgandgwagons, timely planninggandgjust-in-

timeginventory management, avoidinggcongestions, bettergdistribution ofgempties, 

stock holding management, long-term planning, better management of line capacity 

holding, accurate statistics related to loading/unloading of freight, providing accurate 

and consistentginformation regarding loco/wagon/yard/terminals etc., and its facilities 

better acceptance ofgbilling, gcash accountancy ofgfreight trafficgfrom nodalgcustomer 

centres. Presently, Terminal Management System (TMS), a sub-part of FOIS, has been 

deployed to aroundg500 locationsgand agpilot projectgfor e-payment ofgfreight has been 

started in Badarpur Power House, Delhi, which will enable the electronic transfer of the 

freight amount to the Railways Account.  

7. Railtel - RailTel Corporation is a mini Ratna Category-I PSU, which provides 

the largestgneutral telecomginfrastructure ingIndia with a PangIndia optic fibregnetwork 

on an exclusive Right Of Way (ROW) along thegRailway tracks. It encompasses about 

70% of Indian cities and towns, over 52,000 km of route, over 5500 POPs and over 

24000 high capacity DWDM. Indian Railways was initially dependent on BSNL for 

their communication circuits and telecom services, thus it became a need for Indian 

Rain Railways to have its communication circuits. So in the early 1970s Indians, 

Railways started building their communication circuits comprising of telephone lines, 

quad cables and microwave signalling. With the introduction of optic fibre cable in the 

Indian Railways in 1983, a revolution in administrative communication, as well as 

service communication with the Indian Railways, was seen with safe, reliable, readily 

available and better service deliverance through this dedicated communications for 

Indian Railways only. The main objectives of RailTel is to xfacilitate xRailways in 

expeditious xmodernising of xtrain operation xand safety xsystems xand xnetwork by 
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providing xstate of xart xcommunication xnetwork infrastructure, xto xplan, xbuild, 

develop, xoperate and xmaintain xa xnationwide xbroadband xtelecom xand 

multimedia xnetwork xto xsupplement xnational xtelecom xinfrastructure xtox spur the 

growth xof xtelecom, xbroadband xand xIT-enabled xvalue-added xservices xin xall 

parts xof xcountry xespecially xrural, x remote xand xbackward xareas xand xto 

generate xrevenue xthrough xcommercial xexploitation xof xits xtelecom xnetwork. x  

8. Railnet - Railnet is the Intranet of Indian railways, which interconnects 17 zonal 

headquarters, 68 subdivisional offices, production units, and training institutes for 

information sharing amongst all the departments. Presently the commercial department 

of Indian Railways is using Railnet as their ‘Complaint Centres’. It is accessible to 

authorised personnel. Railnet also helps in end-to-end solutions and includes features 

of extraction and segmentation.  

9. Tourism Services (IRCTC) - Indian Railway Catering and Tourism 

Corporation Ltd. (IRCTC), too is a mini Ratna company, headquarters in New Delhi, 

and was incorporated on 27th September 1999, by the Government of India in a bid to 

upgrade, professionalize and manage the catering, hospitality and tourism service 

aspect of the Indian railways. It aimed to provide its services at various trains, stations, 

and locations and promote domestic and international tourism by creating curated tour 

packages and providing budget hotels for the same. It also aims for effective 

information dispersion, creating commercial publicity and providing passengers with 

global reservation solutions all under one roof. IRCTC’s core activities include products 

for catering and hospitality, ticketing solutions, travel and tourism packages and 

packaged drinking water (Rail Neer). Under IRCTC’s control, it has various offices and 

plants located at various locations. Some of them are - nine Rail Beer bottling plants, 

four base kitchens, five zonal offices, ten regional offices, one internet ticketing office 

and one tourism office.  

10. Othergprojects - CRIS has undertaken some important projects, viz., Parcel 

Management System forgcomputerisation ofgparcel services; crew Management System 

to provide informationgregardinggtrain crewgon agreal-time basis, Comprehensive 

Payroll Processing System, Workshop Information System, E-Procurement Systemgto 

improvegpurchase efficiencygand transparency, gweb-based electronicgoffice 

management system. 



 

 13 

1.2. Digital Marketing 

The Institute of Direct and Digital Marketing (IDM) has provided the following 

characteristics as constituting the concept of digital marketing: “ the management and 

executive of marketing using electronic media such as the web, email, interactive TV, 

wireless media in conjunction with digital data about consumers characteristics and 

behaviour. ” Digitalx marketing xdifferentiates from the other e-models of xmarketing 

in that it uses machine learning algorithms and their applications in multiple devices 

and platforms to virtually carve itself into an established marketing area. Applying 

digital data aspects that were never previously extracted or considered in formulating 

consumer behaviour, has made digital marketing an ecosystem in itself where advanced 

technologies are used to produce customised messages and promotional campaigns for 

the companies for their consumers.  

Better audience targeting, low-cost leverage, actionable reporting, demographic-based 

messaging, faster fulfilment, multi-channel reach, and rapid customer contact are just a 

few of the reasons why digital marketing is favoured over conventional forms of 

advertising. In comparison to previous e-marketing models, digital marketing has 

flourished because it accounts for the most crucial factor: the ever-evolving nature of 

client engagement methods and needs. Whether in a reactive or proactive state, 

consumers always seek ways to address their problems, and this often involves 

researching available options. The customer may be interested in learning about the 

world at large or in just expanding his or her knowledge base. Since customers' primary 

activity in digital marketing is the discovery of new information, communication with 

such consumers is essential and strategic. The two most common types of 

communication are medium-initiated (push marketing) and consumer-initiated (pull 

marketing) (pull marketing). Together, these two elements provide the basis for the 

three main types of digital marketing technology: search marketing, display advertising, 

and social media marketing. 

To adapt to the ever-evolving consumer statistics and interactive technologies, digital 

marketing employs a five-stage "marketing funnel" idea inside itself. The five steps 

include planning, communicating, interacting, acting, and maintaining. Thus, when 

combined with the customer funnel, the marketing funnel highlights the many value-

creation areas extensively exploited by successful product or service marketers. 



 

 14 

Thus, digital marketing can be of seven types, viz., (i) intend-based marketing (ii) brand 

marketing (iii) content marketing (iv) community-based marketing (v) partner 

marketing (vi) communication channel marketing (vii) platform-based marketing.  

Applyinggthe above seven types of digital marketing five digital marketing models can 

be created based on the use and the outcome targeted by a company. Enumerating the 

models as follows - 

(i) Advertising-based revenue model - Online websites, portals, mobile sites and apps. 

The classic examples are Yahoo and Google. 

(ii) Subscription-based revenue model - Web portals, info educational websites, 

premium service websites like consumer reports.org 

(iii) Consumer-based revenue models - pay per content. E-commerce websites, mobile 

sites and apps like Amazon, Flipkart, iTunes 

(iv)Transaction fee-based revenue model - Pay per referral. E-commerce websites, 

content Websites example My points 

(v) Social collaboration-based revenue model - Paygper lead, gSocial mediagsites, 

portals, blogs, gand messaginggservices like Facebook,  andgWhatsApp 

Digital marketing's many uses and advantages include: increasing profits, raising brand 

awareness, facilitating the research phase of the buying cycle, facilitating faster 

responses to negative customer feedback, levelling the playing field for businesses of 

all sizes, and connecting with consumers in real-time, among other things. Intent, 

interactivity, immersion, timeliness, intrigue, and informational value are all crucial to 

the effectiveness of digital marketing. 

1.2.1. Types of Digital Marketing 

i. Website Marketing - Internet promotion of a personal website is referred to as 

"website marketing." The idea is that users will visit the major site more often than the 

subsidiary sites or external connections (social media platforms). Keeping the website 

and the material provided on it up to date and having a vision of forwardness and not 

stagnation is the biggest challenge in such marketing. This requires constant 

measurement, analysis, rinsing, and repeating. 

ii. Search Engine Optimization - The most popular kind of online advertising, 

search engine optimization (SEO) involves enhancing a website's visibility in search 
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results by making structural and content changes to better suit the indexing and retrieval 

systems used by each individual search engine. 

iii. Online Advertising and Pay-per-click Advertising – Both strategies are useful 

in their own ways and might be seen as extensions of each other. Pay-per-clickg (PPC) 

advertising is a technique for internetgadvertising ingwhich the advertiser agrees to pay 

a fee to the search engine (acting as the publisher) each time one of their ads is clicked. 

The only reason for this is to boost visits to the primary domains. 

iv. Email Marketing - Email marketing is a tried-and-true method for gaining 

customer loyalty, trust, and brand recognition. Marketers use this method to reach out 

to a large group of individuals, some of whom may already be customers and others 

who may become customers in the future, with a standard promotional message. Email 

marketing's primary goal is togstrengthen the bondgbetween thegcompany andgits 

customers, leading to increased brand loyalty, repeat purchases, and, in many 

circumstances, the spread of third-party adverts. 

v. Blog Marketing - The term refers togthe practicegof promoting goods and 

services using blogs that are not connected to the main websites. Blog marketing shows 

its worth in the long run even though it is time-consuming and the results aren't seen 

for a while. It is cheap to run, easy to use, generates website traffic, improves search 

engine ranking, engages the market, generates more revenue opportunities, and builds 

credibility and trust with consumers. 

vi. Interactive Marketing - In this kind of advertising, often called "trigger-based 

marketing," businesses create unique commercials in which consumers may participate 

in a two-way exchange of ideas based on their preferences. Advertisers tailor their 

messages to each individual based on data collected via consumer interactions (such as 

ratings, polls, and surveys) as well as demographic information provided by the 

customer. Even though there are a plethora of interactive marketing options, the most 

frequent kind is most often seen in the form of search engine optimization. 

vii. Social Media Marketing – Section 1.3. 

viii. Mobile Marketing - Marketers are putting their faith in technology to bolster 

their efforts given that most of the public has access to a smartphone. Text message 

promotions and app push notifications are the backbones of mobile marketing, which 

is increasingly focused on user behaviour rather than demographics. Since most current 

technology has privacy settings, data collecting is the primary issue with mobile 

advertising. 
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ix. Content Marketing - Quoting the classic textbook definition, Contentx 

marketing xis the xcreation and xdistribution of xdigital xmarketing xcollateral to 

increase brand xawareness, improving xsearch xengine rankings xand xgenerating 

audience xinterest. xBusinesses xuse content xmarketing xto xnurture xleads xand 

enablex sales xby xusing xsite xanalytics, xkeyword xresearch xand xtargeted xstrategy 

recommendations. xWhen xdone xwell, content marketing demonstrates not just that 

businesses are committed to their brands and making the most of available marketing 

tools, but also that it helps educate consumers, cultivate leads, and boost sales. 

x. Affiliate Marketing - Marketing in which an intermediary is hired by a company 

to promote its goods or services in exchange for payment (the commission) is called 

affiliate marketing. The intermediary earns a commission on every purchase made via 

their service, and their success may be monitored using affiliate links that they place on 

their websites. 

xi. Influencer Marketing - There are elements of both traditional advertising and 

more cutting-edge, content-based strategies like celebrity endorsement. It's a 

partnership between the companies and the people who have power over their 

audiences. When compared to celebrity endorsements, influencer marketing's primary 

distinction is that its advocates are everyday individuals who would never dream of 

becoming celebrities in the real world. 

xii. Viral Marketing - The idea behind this kind of advertising is that well-crafted 

words would spread like a virus, or "word of mouth" as it were, over the web. Viral 

marketing thrives in the organic setting of social media platforms. 

1.2.2.  Platforms of Digital Marketing 

The environment of digital marketing has transformed with advancements in 

technology. There are now more options than ever before for businesses to achieve their 

advertising objectives, thanks to the proliferation of digital tools and channels. After 

taking into account the aforementioned variables, the following digital channels have 

emerged as the most effective for business advertising and marketing  like,  Facebook, 

LinkedIn, Quora, Google AdWords, Google Ecosystem, Twitter, ShareASale, 

WhatsApp, and Instagram.  
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1.3.  SocialgMediagMarketingg 

Theg"marketing of a product or service via the use of various websites and platforms 

associated with social media" is referredgto asgsocial mediagmarketing.  Thanks to the 

built-in data analytics tools of socialgmedia platforms, advertisers can trackgthe success 

of the campaigns they run on such platforms. Through the use of social media 

marketing, companies can communicate with a diverse group of individuals, including 

existing andgprospectivegclients, currentgand formergemployees, journalists, gbloggers, 

andgthe generalgpublic.  Despitegthe continued predominance of e-marketing and 

digital marketing research, social media marketing is gaining popularity not just among 

business professionals but also among academics.   Managing the marketing, 

regulation, defining the scope (such asgwhether moregproactive orgpassive usegis 

desired), andgbuilding agcompany'sgintended "culture"gand "tone" are all part of the 

strategic planning that goes into social media marketing. 

In this regard, social media may be seen as the contemporary equivalent of word of 

mouth in terms of its ability to spread information quickly and cheaply from person to 

person. With the help of social media, users may easily connect with others who have 

similar interests and perspectives, forming a tight-knit online community where opinion 

leaders can exert their influence. Included in this category are online communities such 

as those found on social media networks, social bookmarking sites, blogs, and 

microblogs. In other terms, social media may be compared to a sport or activity in which 

participants take part in both ends of a conversation. To make a splash in the realm of 

social media, one must engage in both content consumption and production. That which 

one publishes online (production) is read by others (consumption) and vice versa is true 

of the most populargsocialgmedia platforms. gAs agresult, businesses may learn more 

about their customers' wants, expectations, problems, and unmet product requirements 

thanks to the interactive nature of social media compared to more conventional forms 

of advertising. 

Features such as discussion boards, instant messaging, email, media sharing, etc., that 

formerly existed as separate websites or applications are now all available under a 

unified social networking platform. Dial-up Internet access paved the way for the 

development of online discussion forums, bulletin boards, and chat rooms; these 
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innovations sparked the rise of virtual communities. Now that there are many different 

kinds of social media, we may categorise them as- 

(i)  Social networking sites viz., Facebook, MySpace, LinkedIn  

(ii)  Blogging websites like, Microsoft Stories, Fubiz, Goodwill Industries International 

(iii)  Microblogging site, primarily Twitter, Tumblr, Pinterest  

(iv)  Social bookmarking sites like Digg, StumbleUpon etc.  

(v)  Media sharing websites viz., YouTube and Flickr  

(vi)  Virtual communities like SecondLife, Instagram  

(vii) Social review sites such as Yelp, Amazon online reviews, Glassdoor  

(viii) Topic-specific websites like business websites, educational websites, and 

membership websites. 

Young people find it quite relieving to use social media sites like Facebook and Twitter 

to keep in touch with friends and family members without having to deal with the hassle 

of actually being in the same room as them. People who want to have virtual 

conversations, professionals who want to broaden their network, singles who want to 

meet new people, students seeking study partners, and those trying to reconnect with 

long-lost friends are among social media's most frequent users. As more and more 

people fall under the umbrella term "millennial," it is becoming more important to tailor 

your marketing efforts toward this demographic. 

In reality, Facebook has more users than any other social network combined (second 

only to Google), but when targeting is implemented, it becomes distracting for users 

since it requires knowledge of the users' mental states over time rather than just their 

location and behaviour at a given moment. Even while the users feel a strong feeling of 

connection and belonging, not everyone in the group is supposed to be there. Facebook 

is the greatest form of a wide audience, allowing for mass placement at the lowest 

possible cost and in the least amount of time, even though the marketers may have 

missed the point. 

Twitter's microblogging feature, in which users are restricted to 140 characters per post, 

is distinct from more established social media platforms in that it is only used for 

broadcasting information to the general public. Businesses utilise microblogs for what 

may be considered a more formalised form of public message transmission, while the 
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general public uses them for the expressing of personal opinions and the sharing of 

personal information. 

More than half of the world's population, from preteens to seniors, is now active on at 

least one social networking site. It has been shown that the more active a customer is 

with a product, the more good word-of-mouth he or she makes, therefore marketers 

benefit by having a varied audience and engaging in conversation with them. Because, 

in the end, social media is just a virtual word-of-mouth service that costs less money 

for advertisers to utilise. This is why smaller competitors in specific areas can unseat 

the industry giants in digital advertising. Social media allows these marketers to be in 

constant contact with their target audience, allowing them to spot and respond to shifts 

in consumer preferences much more quickly than they would be able to if they relied 

solely on the methods of advertising employed by larger corporations that tend to put 

more emphasis on tried-and-true methods. Mentioning anything on social media will 

generate interest and excitement among online communities. The true outcome of this 

"virtual word of mouth" done on social media platforms is increased traffic to the parent 

website and the associated links. 

A company may begin developing a social media marketing plan by becoming an active 

member of an online community that its products or services are relevant to or would 

appeal to. It begins by making profiles for its company and its goods on all of the main 

social media platforms, complete with information about the company and its products 

and a description of its vision for the future. Since social media platforms encourage 

two-way communication, companies need to keep an eye on what is being said about 

them not just by current and future customers, but also by competitors. Adding 

connections to other social media sites in their social media postings helps build trust 

and credibility. 

1.3.1. Social Media In Public Services 

The Indian government was slow to embrace social media, but it has already caught up 

thanks to the country's rapidly expanding population and booming economy. The Prime 

Minister’s Office (PMO’s) Twitter account has the most followers, and it is increasingly 

being utilised for political and policy discussions. There are also frequent updates to 

information on significant laws, legislation, remarks from the PM, news releases, 

updates on official trips, and images. Government agencies see the current 
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technological shift as a wonderful chance to strengthen their connections with the 

public. Asgagresult, socialgmedia has provided a venue for citizens to work together 

toward a common goal. Involvement from the public reveals how people in the 

community feel about the government and how they feel about specific policies. 

As a result, public services are increasingly utilising social media as a tool of disclosure 

and convergence of information, allowing for the rapid dissemination of information 

from the centre to the citizens as well as the transmission of citizen complaints to the 

government, allowing for more nuanced policymaking atgthe localglevel. The use of 

socialgmedia has been revolutionary in several fields, including disaster relief efforts, 

citizen participation, and local government openness. With Digital India's brightest 

future in sight, the government has to do a good job of promoting its many services so 

that it can boost the economy and improve its relationships with the people who elect 

them. 

Government employees that utilise social media run into issues including phishing, 

account duplication, and impersonation. This highlights the necessity for a social media 

framework and norms for government organisations utilising social media for 

communicating with people, as well as the need of providing enough training for 

government workers so that they know what to post and what not to post. They need to 

be trained to distinguish between the beliefs and motivations of the organisation and 

their thoughts. When it comes to social media, the Indian government has established 

certain rules along the lines of objectives, platforms, governance, communication 

strategy, pilot programme development, stakeholder involvement, and 

institutionalisation. The protection of "individual rights and nation's integrity, 

sovereignty, and security" will be enhanced by the adoption of such a framework. In 

the end, a better, more streamlined, unified, and well-networked government is the goal 

of all public service organisations, and their social media presence is one approach to 

encouraging more civic participation. 

1.4.  Customer Engagement 

Customer Engagement as a concept is multidimensional and has various aspects dealing 

with business and communications. When considered Ain a simpler form of customer 

engagement is nothing but a two-way interaction between a business and its consumers. 

As per agstudy by EconomistgIntelligencegUnit, “engagement xrefers xto xthe xcreation 
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of xexperiences xthat xallow xcompanies xto xbuild xdeeper, xmore xmeaningful xand 

sustainable xinteractions xbetween xthe xcompany xand xits xcustomers xor xexternal 

stakeholders”. ForrestergConsulting’sgresearch, defined customergengagement as 

“creating xdeep xconnections xwith xcustomers xthat xdrive xpurchase xdecisions, 

interaction, xand xparticipation, xovervtime”. Of thegmany authors whoghave described 

customergengagement some of the most notable ones are enlisted in Tablel1.1. 

Tablel1.1: Existing definitionslof Customer Engagement 

AUTHORS DEFINITIONgOFgCUSTOMERgENGAGEMENT 

Hollebeekl 

(2011) l  

“ Consumers’ proactive contributions in co-creating their 

personalized experiences and perceived value with 

organizations through active, explicit, and ongoing dialogue and 

interactions ”  

Vivekletgal. 

(2012) l  

“ The intensity of an individual’s participation and connection 

with the organisation’s offering and activities initiated by either 

the customer or the organisation. ”  

Pattersonletgal. 

(2006)  

“ The level of a customer’s physical, cognitive and emotional 

presence in their relationship with a service organisation. ”  

Brodieletgal. 

(2011)  

 

“ A motivational state that occurs by virtue of interactive, co-

creative customer experiences with a focal agent/object (e.g. a 

brand) in focal service relationships. ”  

Bowden (2009)  

“ A psychological process that models the underlying 

mechanisms by which customer loyalty forms for new 

customers of a service brand, as well as the mechanisms by 

which loyalty may be maintained for repeat purchase customers 

of a service brand. ”  

While the fivegdefinitions above take somewhatgdifferent approaches to the notion of 

customer engagement, they all share a core belief that customer engagement is a 

mutually beneficial exchange between a business and its customers. Customers are 

considered engaged when they make contact with a company and, despite facing 

challenges, keep purchasing the company's service whereas, recent researchgfocuses 

more ongthe psychological aspectgof customergengagement. 
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Businesses often see customer engagement as an indicator of their ability to go beyond 

the role of supplier and become a trusted partner to their customers. They see customer 

engagement as an opportunity to cultivate lasting connections with patrons. This will 

benefit the company in terms of growth, expansion, client retention, and revenue. It will 

also help save money and reduce barriers to entry for target markets. 

Academics generally agree that firms may do more to encourage customer loyalty by 

providing a forum where customers can talk to both the company and other customers. 

The fact is that customers choose whether or not to interact with a company, and not 

the other way around. For marketers, this is the single most important contact point that 

prompts an emotional response to products. 

Companies have historically prioritised product and service enhancements to foster 

positive customer relationships; but, with the introduction of internet marketing, these 

efforts are no longer wholly fruitless. The Internet has made it harder for companies to 

differentiate themselves from the crowd of competitors since there are so many of them. 

It's already hard enough for firms to keep up with what customers want without them 

displaying their physical characteristics. The smart move would be for a business to 

stop keeping track of the number of times a customer makes a purchase and instead 

focus on forging a personal relationship with each customer. One that would leave an 

indelible impression on customers' minds every time they thought about the company's 

offerings. In most cases, customer engagement starts with a response to or trigger of 

emotion, and this reaction might be anything at all. When customers make an effort to 

get in touch with a business, it shows that they are receptive to two-way communication 

since it makes them feel valued and in charge of their purchasing decisions, and it offers 

the business an advantage by fostering a closer bond with the customer base.  

Customer engagement used to be seen just as a means to increase profits in the old 

school of marketing, but in the modern day, it is seen as "a path to key corporate goals" 

rather than merely a means to increase profits (Solomon, 2015). It helps people become 

more familiar with the brand, more loyal to the brand, and more satisfied with the brand, 

as well as gives the business information about the level of consumer engagement and 

how it may be leveraged to meet business goals. The real reactive and proactive answers 

made by customers are the issues since they are entirely dependent on the consumers 

and are out of the firms' control. 
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1.4.1.  Customer Engagement and Social Media 

Even when businesses experimented with other advertising strategies and methods of 

boosting and measuring customer engagement, socialgmedia platforms provedgto bega 

formidable opponent. gThe advent of social media was a game-changer in terms of 

customer engagement since it simplified advertising for businesses, expanded their 

access to wider groups of prospective consumers, and made gauging customer 

engagement much simpler. Because of this, businesses can now more easily and 

efficiently run their marketing initiatives.  

The cost-effectiveness and significance of the analysis of the data acquired have made 

gauging client involvement along the lines of social media more important, especially 

in light of the time constraints involved. This has made it much simpler for businesses 

to separate their most valued customers from the rest of their clientele. According to 

research conducted by McKinsey & Company in 2014, digital customer engagement is 

widely regarded as a top strategic objective by Chief-level executives (play the strategic 

role of making company-wide decisions). Companies are drawn to social media 

activities because of the platform's immense user base as a potent tool for producing 

significant and long-term consumer interaction. This vast scope of consumer reach 

presents businesses with a wealth of possibilities for enhancing customer interaction 

activities if it is used effectively. Subscribers, likes, shares, comments, blog entries, etc. 

are all examples of customergengagement in socialgmedia. 

To get customergengagement on socialgmedia, a firm must first get them to visit its 

website. It stresses the importance of corporations attracting more visitors to their 

websites and working to keep them there for longer. To do so, businesses have begun 

including more creative and engaging features on their websites. Inviting individuals to 

take part in surveys, competitions, free subscriptions, and following on social media is 

one strategy among several. This means that businesses need to continually update their 

websites and social media with content that is tailored to individual customers' tastes 

and interests. Because of this, electronic-word-of-mouth (e-WOM) is generated, which 

is a good indicator of customer engagement and has become the new "it" element in 

socialgmedia marketing.  

Withgthe use ofge-WOM, businesses may address both positive and negative customer 

feedback. In the event of unfavourable feedback, the firm may quickly and easily reach 
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out to the offended customer via the established channel and rectify the situation. As a 

result, the organisation can develop meaningful connections with its customers, which 

in turn facilitates the delivery of highly targeted and relevant communications. Because 

of modern algorithms, shops may even advertise things clients have recently looked for 

on other social networking sites. 

1.4.2.  Measuring Customer Engagement  

Five separate characteristics of identification, excitement, attention, absorption, and 

engagement are suggested to capture both the mental and physical embodiments of 

customer engagement. Following this line of reasoning, we might say that customer 

engagement occurs when a consumer's feelings about a brand translate into positive 

thoughts and activities about that brand outside of the context of making a purchase. 

Behavioural manifestations include things like customer-to-customer interactions, 

weblogs, review posting, and similar forms of engagement with the business. 

One school of thought holds that thegconceptgof "customer engagement" isga "second-

order construct," gin whichgthe sum of the five parts is greater than the whole. The 

concept of customer engagement is a more all-encompassing abstraction since it takes 

into account the interrelation of these five factors. Recent conceptual and relational 

evaluations of customer engagement give helpful direction on the causes and effects of 

customer engagement. Involvement, interactivity, rapport (with current clients), 

commitment (with current clients), trust, attachmentgto thegbrand, and satisfaction with 

thegbrand's performance are all potential measurements of customergengagement 

consequences of customergengagement include cocreated value, a positive brand 

experience, customer delight, trust, loyalty, customers satisfaction, brand loyalty, repeat 

purchases, positive brand perception, brand recognition, and financial gains. 

Furthermore, age, computer expertise, and degree of socialisation are all variables that 

may affect the strength of such a psychological link (Funk & James, 2001).  

The nature of the measuring construct must be taken into account when attempting to 

quantify the notion of customer engagement (i.e., reflective vs. formative). The problem 

of causality has an impact on the field of measurement theory. Different from the 

formative model's presumption that it is the indicators that create the construct, the 

reflecting model holds that the latent component is the cause of the indicators.  
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Therefore, agreflective modelgof customergengagement wasgproposed, in which the 

conceptgof customergengagement is thoughtgto cause itsgspecific dimensions,including 

identification, genthusiasm, gattention, gabsorption, andginteraction, in thegsame way, 

that othergsocial sciencegconstructs, such asgattitudes, gpersonality, andgbehavioural 

intentiongdo. In the world of marketing, "involvement" often relates to how important 

or relevant a product or brand is to the consumer. However, mental effort alone isn't 

enough to sustain interest. A  customer's interaction with a central brand is necessary 

for the development of a certain customer engagement level. Because of these 

distinctions, the multifaceted idea of customer engagement may be considered 

independent of engagement thus, resulting in a second-order construct for measuring 

customer engagement.  

As a consequence of this, it is predicted that the five recommended dimensions would 

covariate with one another. This implies that modifications in one will lead to 

comparable adjustments in the other four. For instance, if customers are invested in the 

brand, it's more likely that they willgengagegonline discussionsgabout thegbrandgand 

attract more attention to it. 

1.4.3.  Conceptual Definitions of the Study 

Customer engagement is one of the pillars of applied marketing; nonetheless, it has 

spawned a wealth of literature, and as a result, some common vocabulary has grown 

into a lexicon for it. A few of the defined vocabulary have developed through time, 

which is also relevant to brush over the topic for the aim of the current study in a more 

substantial way. 

Customer Engagement - Customer engagement is a multifaceted term with many 

different elements dealing with business and communications. Customer engagement, 

in its most basic form, is nothing more than a two-way relationship between a company 

and its customers. According to an EconomistgIntelligencegUnit research, “engagement 

refers xto the xcreation of xexperiences that xallow companies xto buildx deeper, more 

meaningful and xsustainable interactions xbetween the xcompany xand xits xcustomers 

or external stakeholders”. ForrestergConsulting’sgresearch defined customer 

engagement as “creating deep connections xwith xcustomers xthat xdrive xpurchase 

decisions, xinteraction, xand xparticipation, xover xtime”.  
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Effects of CustomergEngagement ongsocial mediagplatforms - Customer 

participation ingbrand creationgand consumer-produced advertising results from 

customer engagement on socialgmedia platforms. gCustomers that interactgwith their 

favourite brandsgand organisations on social media platforms express their wants and 

make recommendations to the organisation on how to better their products/services. 

These customers also take an active role in resolving any issues they may have with the 

product/service. The repercussions of customer engagement (CE) may be separated into 

two categories: implications for customers and consequences for the local company. 

Customers' repercussions are attitudinal, behavioural, and cognitive in character. It is 

commonly considered that effective customer engagement behaviour leads to even 

greater and more frequent engagement, as well as a further extension of customer 

engagement behaviour (Van Doorn et. al., 2010). According to Kietzmann et al. (2011), 

in their research, customers who are satisfied with some businesses often create content 

online to promote their business; customers who engage in addressing their concerns 

relating to the organisation or brand generate content to create awareness about the 

organisation or brand and recommend their product/services to others on social media.  

Antecedents of Customer Engagement - Antecedents that are customer-focused 

reflect customers' emotional states; ggoals, gtraits, gandgresources; gand havegprimarily 

consequential effects ongcustomers, while antecedentsgthat aregfirm-focused have 

primarily consequential effects on the firm like advertisinggeffectiveness, highergsales 

andgideaggeneration. Circumstances that neither the organisation nor the customer can 

control are additional antecedents impacting customer engagement. As a rule, they are 

the end product of some kind of contest or function. 

Government/Public Services – A publicgservice is agservice that isgsupplied bygthe 

governmentgto individuals who live withingits territory. This may be donegeither 

directlyg (via thegpublicgsector) or indirectly (by fundinggthe private supply ofgservices) 

and falls under one of two categories. 

Social media Platforms – The term "social media platform" refers to a mode of online 

communication, such as but not limited to, websitesgfor socialgnetworking 

andgmicroblogging, that enablesgusers to build onlinegcommunities in which they may 

exchangeginformation, gideas, personalgmessages, andgother forms of material. 
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Consumer – “Consumption is the sole end and purpose of all production; and the 

interest of the producer ought to be attended to, only so far as it may be necessary for 

promoting that of the consumer. ” (Adam Smith, 1723-1790). 

Customer - “A customer is an individual or business that purchases another company's 

goods or services. Customers are important because they drive revenues; without them, 

businesses cannot continue to exist.” (Kenton et al., 2021) 

Passenger – “A passenger is a person who travels in a vehicle, but does not bear any 

responsibility for the tasks required for that vehicle to arrive at its destination or 

otherwise operate the vehicle, and is not a steward. The vehicles may be bicycles, buses, 

passenger trains, airliners, ships, ferryboats, and other methods of transportation.” 

(Black’s Law Dictionary, 2023)  

Exposure - It pertains to the incorporation of different sources of information or media 

into the conceptual range of present or future customers or consumers (Kumar & Patra, 

2017). As a result, exposure is the somatic condition caused by being exposed to factors 

in which the mind interacts actively or passively with the source of information. 

Awareness - The term "awareness" refers to the state of being cognizant. Our 

awareness manifests itself in our selected choice and concern for decision-making. 

Typically, awareness is indicated in terms of knowledge and preference for distinct 

features of a certain product or multiple brands of the same product (Kumar & Gogoi, 

2009). The level of a company's presence in customers' minds is referred to as brand 

awareness. Brand equity relies heavily on brand awareness (Keller, 1993). He also 

stated many stages of brand awareness, spanning from ordinary brand recognition to 

domination, which refers to the situation in which the brand in question is the sole brand 

recalled by a customer. 

Relevancex–x“Relevance is the full experience of a product, brand, or cause that we 

can relate to; it’s an experience that not only changes minds but, importantly, changes 

behaviour–and sustains that change” (Kumar & Gogoi, 2009). 

Self-identityx–x “Self-identity refers to a person’s self-conception, self-referent 

cognitions, or self-definition that people apply to themselves as a consequence of the 
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structural role positions he or she occupies or a particular behaviour he or she engages 

in regularly. Self-identities reflect the labels people use to describe themselves” 

(Biddle, Bank, and Slavings 1987, p. 326). 

Rapport – x“Rapport is a characteristic of a relationship if the parties engage in a high 

degree of attention, show a high degree of empathy and share a set of common 

expectations.” (Coan Jr, G. (1984). 

Brand personality x – x“Brand personality refers to a set of characteristics or qualities 

similar to those of human beings that become associated with a brand. In other words, 

when a brand is expressed in terms of human traits and characteristics, it is known as 

brand personality. It could relate to age, gender, socio-economic status, psychographics, 

emotional, and socio-graphic characteristics”x(Kumar & Gogoi, 2009).  

Motivational alliance - A motivating alliance is the early stages of a commercial 

relationship between two or more customers that results in the realisation of objectives 

that neither could have achieved alone. Until the alliance is dissolved, each member of 

the Motivational Alliance maintains its individuality, participates in its administration, 

and reaps the benefits of the alliance as a whole. 

Customer-friendly behaviour - Customer behaviour entails "all activities associated 

with the purchase, use and disposal of goods and services, including the consumer's 

emotional, mental and behavioural responses that precede or follow these activities." 

(Wright et. al., 2013). Customer responses include emotional, mental or behavioural 

i.e., affective, cognitive and conative responses respectively. Customer-friendly 

behaviour elucidates as one of the conative aspects of customer response as a result of 

customer behaviour 

Attitudey–y“From the marketing perspective, attitude can be defined as the set of 

beliefs and emotions a consumer holds for a particular brand/product/service which 

determines the perception of that consumer towards the former” (Kumar & Gogoi, 

2009).  

Dearness & Bonding – It can be explained as the process through which an 

organisation makes connections with its customers to develop a relationship with them 
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so they continue patronizing and recommending the companygproducts/services 

togtheir friendsgand family.  

Brand co-creationy–y“Co-creation, in the context of a business, refers to a product or 

service design process in which input from consumers plays a central role from 

beginning to end.” (Lopera-Molano, 2020). 

Accommodative responsey–y“A management strategy in which a company responds 

to criticism of its social or environmental record by accepting responsibility and seeking 

to improve its practices” (Kumar & Gogoi, 2009).  

1.4.4. Theoretical Framework 

Figure 1.2 shows the theoretical framework of the study. The parameters included in 

the framework are described as follows. 

Figure 1.2: Theoretical Framework of the study 

 

Identification - Identification is based on the social identity theory that says one's 

identity is made up of two parts: one's own and one's group's. People create a sense of 

self and their place in the world by belonging to distinct groups. When it comes to 

consumer electronics, interaction is crucial since it's the means through which 

consumers engage with the product, and it's also useful because it involves the 

expression of consumer sentiment toward the brand. Fans of a certain brand need a 

central forum where they can voice their devotion to that brand. Unfortunately, this 

medium is plagued by major issues related to both time and space. However, the advent 

of social media has deregulated customer engagement, allowing active consumers more 

freedom to voice their opinions on goods and services across several platforms by 

posting, reviewing, blogging, and sharing visual content (photos, videos). 

CUSTOMER 
ENGAGEMENT

IDENTIFICATION ENTHUSIAM ATTENTION ABSORPTION INTERACTION
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Enthusiasm - When a consumer has a favourable impression of agproduct orgservice 

theygare more likelygto investigate it more, which in turn encourages further interaction, 

which in turn develops enthusiasm. One of the emotional connections consumers have 

with a brand is enthusiasm, which is defined as a "high degree of excitement" for the 

designated company or product. Exuberance for a brand is what drives customers to 

become active members of fan networks and/or vocal brand advocates. Even though 

there is some debate in the academic literature as to whether or not enthusiasm and 

passion are separate, both are generally acknowledgedx as being xcrucial  components 

ofx the xemotional xcomponent xof xcustomer xengagement.  

Attention - Researchers agree that paying attention is a crucial aspect of customer 

engagement. As such, attention is a scarce resource that may be divided into many 

different ways. People who are highly involved often focus on the concept of 

engagement, whether they are aware of it or not. The necessity of paying close attention 

is further emphasised by the fact that a xhigh xlevel xof xpersonal xinvolvement xis 

associated xwith xa xsense xof xbeing xlinked xto, integrated xwith, and focused on 

one's performance. Backed by marketing theory, is the idea that paying attention is 

crucial to keeping customers interested and engaged. For instance, in regulatory 

engagement theory, engagement is defined as sustained attention, whereas 

disengagement is achieved by intentional behavioural distraction. To sum up, the 

concept ofgconsciousgparticipation, whichgstands for a consumer'sgdegree ofgattention 

towardga brand, is consistent with the idea of engagement, which is synonymous with 

focused attention. Customer interest in a brand leads to an increased interest in brand-

related content. 

Absorption -gAbsorption isgan extensiongof thegconcept ofgflow theory, which 

describes the engrossment one feels while doing an activity one finds intrinsically 

rewarding. Absorption, in the setting of customer engagement, refers to a state in which 

the consumer is engrossed in, enthusiastic about, and committed to the brand. As a 

characteristic of client interaction, absorption has not been formally quantified, and 

there is no consensus among academics on how to do so. Dessart et al. (2016) 

regarded absorption as part of the cognitivegdimension ofgconsumergengagement, 

butgCheung et al. (2011) andgDwivedi (2015) classified it asga separategdimension. 

Researchers in the area of marketing have also stated that engaging with something 
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involves more than just paying attention; it also involves getting fascinated or immersed 

in it. If a customer can connect with the brand or other customers in such a way that 

they get involved in the experience, the interaction is successful. According to studies 

of customer engagement, highly engaged clients show complete absorption in their 

work, whether it involves interacting with the company's products or with other clients. 

Interaction - The notiongof customergengagement relies heavily on the gwo-way flow 

ofginformation betweengthe companygand its consumers, which includes the sharing of 

thoughts, sentiments, and other forms of interaction. For instance, some academics 

stress the importance of consumers' involvement withgthe firmgor othergcustomers 

ingexchange forginformation, while others encourage customer engagement shown by 

behaviours like customer contacts. The literature on organisational behaviour further 

highlights the significance of engagement's behavioural components by seeing 

customer engagement acts as adaptive rather than mandatory, and as a result, causing 

workers to go above and beyond just maintaining the status quo. An analogous idea 

applies to customer engagement activities, in which consumers do more than just 

consume a product or service.  The more involved the activity, the more likely it is that 

a customer will take part in it. That's why interaction is so important to customer 

engagement; it's the outward embodiment of a customer's emotional connection to the 

company beyond their transactional behaviour. 

1.4.5.  Customer Engagement Examples Of Indian Railways  

Given the nature of services provided by the Indian Railways, customer engagement is 

seen through - the traffic flow on their website and social media platforms along with 

the likes, shares, and comments their posts get; and the real-life actions that it takes as 

response to the complaints received. Some other activities such as being the first ones 

to share some crucial news with the general public and coming up with innovative 

activities to keep the consumers within their grasp i.e., to have active customer 

engagement. Some of the success stories of the above-mentioned factors are as follows: 

• A traingwas haltedgfor a longergduration whenga specialgneeds passengerghad to 

begprovided withgwheelchair assistancegat the platform.  

• ThegIndian Railways provided protection to a female passenger who was facing 

harassment on the train and tweeted about it.  
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• Starting the #MyTrainStory campaign in the form of pictures, write-ups and videos, 

in a bid for emotional bonding with the citizens of the country, which turned out to be 

a huge success for the public.  

• Live tweeting of rail Budget with the #RailBudget as the tagline, which went on to 

become one the top ten Indian Twitter trends.  

• Call for ideas initiative on Twitter for issues such as station and train cleanliness, 

waste management; innovationy challengesyfory“design of wagons for efficient 

loading and transportation of new traffic commodities”, “easy accessibility to trains 

from low-level platforms”, “increasing passenger carrying capacity of coaches of 

Indian Railways”, and “identifying new non-fare revenue sources for Indian Railways”; 

saw a flood of suggestions from the general public.  

• Using socialgmedia platformsgsuch as FacebookgandgYouTube forgdisseminating 

safety-related messages such as risks involved in railway level crossings amongst many.  

• A man got back his phone which he left at Jaipur station when he reached Delhi 

after he tweeted about it.  

• After an elderly faced problem with getting milk, he was provided with the same 

by the officials after the elderly’s son tweeted about it.  

• Starting the initiative of doing 30 squats for a platform ticket in a bid to make Indian 

citizens aware of Fit India movement called by the government.  

• Sending a wake-up call to passengers who are to travel in the wee hours of the 

morning.  

• Using Twitter to give regular updates on train schedules and information regarding 

the cancellation of tickets n the time of the pandemic and providing the procedure for 

passengers to get their refund or to reschedule their journey.  

1.5. Overall view of the problem 

At the moment, research is being conducted on the intrinsic utility, i.e., the direct impact 

of content posting on social media platforms and image-related impact, as determined 

by consumers or competitors. Data mining was previously uncharted territory for Indian 

Railways, but with the sheer volume of data collected per day, categorizing it and 

determining the effect factor of each post based on such data has become a need. 

Formerly, government agencies, particularly Indian Railways, used social media 

platforms for information dissemination; however, with the increased use of social 
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media platforms by private players, Indian Railways have changed their strategy and 

begun using social media platforms for sales volume generation and customer 

engagement.  

1.6. Need of the Study 

The big data generated and collected from consumers narrate a bigger picture in an 

ever-changing virtual scenario. It now depends on how much volume, variety, velocity 

and veracity of data are being utilised for maximum effect by marketers in their 

marketing narrative. This is where data mining plays its role. But in the current social 

media scenario, in India, data is out there which are yet to be classified and understood. 

Key areas such as persona development for better tracking of consumers along their 

buying steps; web retargeting based on the consumers' web visit and cookie data; 

understanding and measuring customer engagement as well as disengagement to figure 

out patterns for existing as well as new consumers for product/services etc.; 

development of parameters for accurate prospect conversion; and better-paid campaign 

analysis for a better investment, are some of the areas where social media marketing 

can be honed into. All of the above discussion burns down to better monitoring of 

customer engagement. In the current scenario of highly competitive, communicative 

along with the highly cynic mindset of the consumers, organisations and marketers are 

now banking on having a better-engaged customer for effective results.  

Social media marketing is used by various Indian Ministries as a medium for 

transitional communication with the general public. Not only government agencies and 

ministries are using social media platforms as a form of persuasive marketing, but are 

also, in turn, categorising the huge data collected for understanding citizens - needs and 

exceptions, unearthing citizen involvement drivers, ways to retain consumers, ways to 

increase revenue generation opportunities, creating brand loyalty and brand perception 

among the citizens and lastly capitalising on the catalyst i.e., word-of-mouth, amongst 

existing customers for cost free marketing.  

1.7.  Significance of the Study 

India is now in a period of transition. With the new government in place and the transfer 

of leadership, change is a powerful force in the country. As a result, the public has an 

increasing feeling of expectation from the government and government institutions. 

Citizens demand quick service delivery with a high degree of execution, and the 
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government is responsible for achieving this. Citizens desire to communicate with 

government agencies in the same manner that they interact with their mobile phone 

service providers, insurance companies, and e-commerce platforms. They want to be 

able to access the information they seek at any moment, handle several issues on their 

own, or know somebody will be available to answer their questions, whether by live 

chat or phone. 

Citizens want to know them, to grasp what they're trying to achieve and where they're 

going. They need to be able to raise concerns or offer ideas, whether to a contact centre 

representative or through social media, and they want a rapid response and a plan of 

action. Customer engagement enhancements, such as providing a comprehensive online 

presence so customers can quickly seek solutions or incorporating backend systems so 

officials have all the data they need on a single screen to most efficiently and 

successfully serve customers, have been implementedgto notgonly enhancegthe 

customergservicegexperience butgalso to keep their government loyal. In government 

services, active individuals can enhance the general health of communities and cities, 

raise awareness, and perhaps provide a better standard of living for everybody. And, if 

governments and public sector enterprises continue to invest in the proper customer 

engagement infrastructure and products, they may soon equal private-sector quality of 

service. Hence, gthis study of customergengagement in this respect is highly important. 

1.8. Limitations of the Study 

The findings of this study, for instance, cannot be extrapolated beyond the scope of the 

sample because the research was conducted inside a single country, with just three 

zones limited to a certain geographical region, and with the sample being considered as 

per the reach of the researcher. The customer engagement scale and model should be 

validated in subsequent research utilising random samples from around the country, 

each of which represents a different Indian Railway Zone. A second, related argument 

is that India, in and of itself, is very huge and diverse, both in terms of accessibility and, 

more generally, in terms of the distinctions that exist across the states and regions. The 

sample size is not large enough for this fine-grained intra-national examination, as was 

highlighted in the discussion of the study results. Although the sample is broadly 

representative of India's population in a broad sense, but not the population of India as 

a whole is not. Finally, we researched the social media accounts of Indian Railways that 
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had the most followers on the most prominent platforms. In the course of future study, 

it would be beneficial to evaluate the scale and model of not only the other Indian 

Railway zones but also the country as a whole as well as consider the different 

upcoming social media platforms. 
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2.1. gReviewgof Literatureg 

Thegpurposegof a literature review is to identify the gaps in the existing literature that 

the researcher plans to fill in their investigation. Thegpurpose ofgthe literaturegreview 

isgto familiarise the researcher with the relevant theories and prior research. The 

researcher may get a sense of the scope of prior work in the field, the kind of questions 

that have been addressed, the methods that have been used to evaluate data, and other 

relevant background information by doing a literature review. It also aids the researcher 

in identifying the areas of study that have not yet been explored. As the present study 

is intended to find the factors that determine customer engagement on the social media 

handles of Indian Railways, a thorough literature review was done to find such factors 

in academic, marketing and service context. 

Figure 2.1: Division of Literature Review of the Study 

 

2.1.1. Factors/dimensions of Customer Engagement 

Relationship building that extends beyond a single purchase is what meant 

by "customer engagement." It's a strategy that aims to increase customers' trust by 

consistently satisfying customers.  Table 2.1 enlists the articles which talked about 

factors of Customer Engagement with a focus on different aspects. In the digital realm, 

customers interact with businesses, brands, and one another in ways that would be 

unthinkable in the brick-and-mortar world. Online interactive media like forums and 

blogs provide users more freedom of expression than their offline counterparts. Internet 

use skyrocketed in the late 1990s, and since then, advances in broadband speed, 

connectivity, and social media have made online consumer engagement the norm. 

These factors motivate consumers to join discussion boards devoted to various types of 

products and consumer topics. This procedure causes the consumer to get enthusiastic 
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about the company or service, and to act in ways that are indicative of different degrees 

of enthusiasm. 

Tableg2.1: Summarygof factors of CustomergEngagement in extant research 

andgtheirgfocus areas (Year-wise). 

AUTHORS 
TYPE OF 

PAPER 
CONSTRUCT PURPOSE OF THE STUDY 

Vivek et al., 

2012 
Empirical  

Customer 

Engagement 
 

Cognitive, emotional, 

behavioural and social element as 

consequences; participation and 

involvement as antecedents 

Hollebeek, 

2014 
Empirical  

Consumer involvement, self-

brand connection, brand usage 

intent 

Maslowska 

et al., 2016 
Conceptual Brand dialogue behaviour 

Hollebeek et 

al., 2016 
Conceptual 

Strategic drivers, anticipated and 

unanticipated outcomes 

Grewal et 

al., 2017 
Conceptual Effects of emotional engagement 

Chiang et al., 

2017 
Empirical  

Consequences of engagement in 

social media setting 

Heinonen, 

2017 
Conceptual 

Positive and negative valence, 

behavioural, emotional and 

cognitive factors 

Bowden et 

al., 2017 
Conceptual 

Customer Brand 

Engagement 

Positive and negative valence 

with respect to a focal brand 

Naumann et 

al., 2017 
Conceptual 

gCustomerg 

gEngagementg 
 

Positive, negative and disengaged 

aspects of engagement through 

affective, cognitive and 

behavioural dimensions 
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Pansarigand 

Kumar, 

2017g g g 

Conceptual 
Trust, commitment, satisfaction 

and emotional consequences 

Royget al., 

2018 
gEmpiricalg  

Cognitive and effective trust for 

value-in-use understanding 

among consumers 

Wu etgal., 

2018 
gEmpiricalg  

e-WOM in online brand 

community 

Fehrer etg 

al., 2018 
IEmpiricalI  

Drivers of 

customergengagementgin a 

utilitarian servicegsetting 

Chenget al., 

2018 
IEmpiricalI 

Customer rapport, mediation 

effects of service innovation 

Ahn and 

Back, 2018 
IEmpiricalI 

gCustomergBrand 

gEngagementg 

Cognitive andgbehavioural 

engagementg 

Moliner et 

al., 2018 
IEmpiricalI 

Customer advocacy due to 

technological advances 

Li et al., 

2018 
Conceptual 

Actor 

Engagement 

Psychological dispositions 

triggered due to engagement 

Sashi etgal., 

2019g 
IEmpiricalI 

gCustomer g 

gEngagementg 

Customergadvocacy   

Itaniget al., 

2019g 
IEmpiricalI 

Customergvalue consciousness, 

gcustomer perceived value 

Hollebeekget 

al., 2019 
Conceptual 

Customergco-creation, customer 

knowledgegsharing/learning 

Chen etgal., 

2019 
Conceptual 

CustomergBrand 

gEngagement 
Consumer co-innovation 

Naumann 

etgal., 2020 
IEmpiricalI 

Customer 

Engagement 

Negative driver of customer 

engagement through WOM 

Yenget al., 

2020g 
IEmpiricalI Customer value co-creation 
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Clark etgal., 

2020 
Conceptual 

Positive or negative effects of 

customer engagement based on 

multi-level typological method 

Vivek et al. (2012) defined  customer engagement as thetdegree totwhich atperson is 

involved intand connected to an organization'stofferings and/or organisational activities, 

regardless of who takes the first initiative. Present and prospective consumer 

engagement and participation served astantecedents oftcustomertengagement intthe 

authors'tsuggested customertengagement model, twith value, ttrust, temotional 

commitment, tword oftmouth, tloyalty, and brandtcommunitytinvolvement astpossible 

factors. 

Although customer engagement has been extensively studied in academic and 

practitioner literature, Maslowska et al. (2016) note that there is no consensus on its 

meaning, what constitutes "engagement," or the causes and consequences of it. 

Therefore, it was recommended that we stop using the word "engagement" and start 

calling these situations by their proper names. Too many different things may be meant 

by the word "customer engagement," despite the fact that it is altering the dynamics that 

have traditionally guided marketing choices.  

Hollebeek et. al., (2016), investigated the various strategic drivers of customer 

engagement as well as the anticipate and unanticipated results of customer engagement. 

Conceptualising customer engagement further the research themselves have done it on 

offline as well as online basis. The researchers upon compiling their research aspects 

have enumerated the dimensions of customer engagement on two fronts viz., customer 

and the firm. According to them customer engagement is a resultant of operational 

engagement with specific engagement the firms, content elaboration using user 

generated content, regulatory fit for consumer brand engagement, brand dialogue 

utilising the brand related goal relevance and interactivity, personality traits of the 

consumers, social media metrics for analysing the already existing customer 

engagement activities and lastly, consumer involvement, consumer participation and 

self-expressive brand exert differential effects on the consumer brand engagement. 

Grewal et al. (2017) demonstrate how businesses and academics have come to 

acknowledge the importance of cultivating an engaged customer base despite a lack of 
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expertise in doing so. In their article, they suggested that customers would have a better 

overall experience if they patronised businesses that used awareness as a guiding 

principle. With the rapidtgrowth andtdevelopment oftsocialtnetworktservices, 

companiesthave increasedttheir spendington socialtmediatadvertising, astreported 

bytChiang et al. (2017). Intrecent years, tsocialtmediatadvertising hastattracted the 

attentiontof bothtadvertisers andtinternet users. However, few research have examined 

socialtmedia marketingtfrom thetperspective oftcustomertengagement andthave 

insteadtonly analysedtvisit outcomes.  

The purpose of Heinonen's (2017) paper was to outline the various factors that affect 

customer engagement, both favourably and negatively, and to provide theoretical and 

managerial implications for these factors. This study theorised components that 

encouraged consumer participation based on their characteristics and the nature of their 

influence. The purpose of the Bowden et al(2017)’'s study was to learn about the 

participants' relationships with thetbrand and the onlinetbrandtcommunity, as well as 

how the two factors interact with one another. The valence, repercussions, and 

directionality of interactions were coded for and then interpreted using later 

frameworks. The research showed that consumers both positively and negatively 

valanced their demonstrations of involvement with a focal brand and the online brand 

community.  

Research on customer engagement, as shown by Naumann et al. (2017), has focused on 

the positives while ignoring the negative effects. To address this gap, this research 

aimed to examine the dynamics between engaged, disengaged, and dissatisfied 

participants in the social service sector. With this method, they were able to specify the 

object of each valence, which was either the service community or the primary service 

organisation, and show the elements oftpositivetcustomertengagement. Pansaritand 

Kumart (2017), stressedtthe necessity for, andtcreation of, a framework for customer 

engagement in their research bytreviewing marketingtliterature and analysingtpopular 

newsttales. By looking back at how businesses have handled their clients in the past, 

researchers were able to construct the theory of engagement, which states that people 

are more invested in their relationships when they feel emotionally connected. As a 

result, customer engagement made both direct and indirect contributions to the various 

components of connection with consumers. 



 

 42 

A variety of customer engagement behaviours were studied by Roy et al. (2018). The 

relationship between service fairness, trust, value-in-use, and customer 

engagement was also investigated.    It was believed that fostering fairness would 

increase customers' confidence in the company providing thetservice. In atcollectivist 

culture, tmanagers ofta servicetorganisationt wouldtadditionally stressthonesty and 

dependabilitytas they tendedt to stimulatetcustomers totengage intmeaningful 

connections withtthe corporation, which intturn influencedtvalue co-creation. 

Wu et al. (2018) identified the effect that customers' engagement in a company's social 

media marketing platformtonline brandtcommunity maythavetonttword-of-mouth 

behaviour as an opentresearch issue andta significanttbusiness problem intthe realmtof 

e-commerce. The article by Fehrer ettal. (2018) aimedtto broaden thetscope oftexisting 

research ontcustomertengagement in two ways: (i) by formalising the fluidity of the 

engagement process inside a customer-brand pair, and (ii) by analysing the relationships 

between customers, brands, and other network members in a triadic network setting. 

To better understand the factors that influence customer engagement and how they 

affect service innovation and company performance, Chen et al. (2018) performed a 

study. Finally, the study investigated broadening the analysis to incorporate additional 

important features, since there are a large variety of potential precursors to customer 

engagement and only a small amount of theoretical and empirical research on factors 

that lead to consumer engagement. According to the multidimensional engagement 

hypothesis, Ahn and Back (2018) found that customers' sensorial, emotive, behavioural, 

and intellectual experiences with integrated resort brands led to an increase in all four 

types of engagement. People who enjoyed their time at the integrated resort on all levels 

(sensory, emotional, behavioural, and intellectual) brand followers were more likelytto 

engagetin observable behavioural patterns relatedtto thetbrand.  

According to Li et al. (2018), valence is a key factor in customer engagement, but not 

enough is known about it to form a firm understanding. The purpose of theirtresearch 

was totprovide thetgroundwork fortfuture researchton thettopic of engagementtvalence 

in actortnetworks. Four setstof propositionstcharacterising thetfield oftactor/customer 

interaction valencetare derivedtfrom researchtinto tfoundations of thetconcept oftvalence 

and a bibliometrictanalytical assessmenttbased on atmulti-databasetsearch. This study 

would be thetfirst to formallytconceptualisetactor/customer engagement valence, andtit 
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would result intthe developmenttof a moretprecise modeltof actor/customertengagement 

valence.  

Moliner et al. (2018) looked at how factors like customer engagement and consumers' 

identification with their brands affected things like customer advocacy and business 

success. This research looked at a complex organisation with a coherent strategy that 

provides services to the public in several places, with an emphasis on the financial 

sector. Sashi et al. (2019) found that effective customer engagement leads to advocacy, 

with customer retentionteffort andtcalculativetcommitment as the ttwot most 

influentialtfactors in drivingtadvocacy. Affective commitment served as a mediator 

between rational commitment and support for a cause. The use of social media as a 

communication tool led to increased customer loyalty and advocacy as a consequence 

of improved customer retention and rational commitment. Advocacy grew as a direct 

result of the positive feedback loop between customers' rational and emotional 

commitments to a brand.  

 One group of researchers, Itani et al. (2019), looked at what factors can encourage 

customers to take action towards customer engagement. To ensure the model accurately 

predicts the positive impacts of customer engagement, customer value awareness was 

included as a boundary condition. Scientists were asked to investigate potential effects 

on customer engagement in other ways. Various customer value outcomes happened at 

the consumers' cognitive, conative, and emotional levels. Chen et al. (2019) set out to 

rigorously illustrate how users' unstructured data may deliver substantial value for co-

innovation by drawing on the latest breakthroughs in cognitive computing approaches. 

The paper took a high-level assessment of the potential of cognitive computing methods 

for evaluating users' unstructured data in the context of innovation for customer 

engagement.  

The research conducted by Hollebeek et al. (2019) examined the growth of a crucial 

notion in the field of customer engagement: its micro-foundational entity. 

Simultaneously, it was observed that the macro-foundational theory of service-

dominant logic is robust and robustly functional. Despite widespread acknowledgement 

of customer engagement's compatibility on social media, this work investigates why a 

clear grasp of the theoretical interface between the two remains challenging. In 
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continuation of Brodie et al.'s work, the research team developed an updated set of 

customer engagement factors that take service-dominant logic into account.  

Study authors Naumann et al. (2020) sought to operationalize and assess the effects of 

both good and negative customertengagement. Participation is a key factor in creating 

favourabletcustomertengagement, and customer engagement has a large impact on 

word-of-mouth. These correlations were true for both the "brand" and "community" 

categories, indicating that varied elements of a link consistently supported positive 

customer engagement. To further understand the mediating influence of customer 

engagement, Yen et al. (2020) studied theteffect oftinnovativeness ontcustomertvalue 

co-creationtbehaviours. tIn addition, the connection between innovation and customer 

value co-creation activities was mediated by the level of customer engagement. By 

delving into the connections between inventiveness, customer engagement, tand 

customertvaluetco-creationtbehaviours, theirtresearch contributes to thetknowledge of 

customertco-creation.  

According to Clark et al. (2020), researchers have made significant strides in our 

understanding of customer engagement over the last several years. This includes 

developments in the understanding of customer engagement's conceptualization, 

valence, measurement, and theoretical links. Their research proved that the level of 

participation a consumer has with a brand affects the stakeholders to whom they are 

connected. Accordingly, it is impossible to assess a customer's engagement in a 

vacuum; rather, it must be considered in the context of the customer's networks and the 

interdependencies of important actors, which in turn produces many time frames for 

research.  

2.1.2. Customer Engagement in Academic Context 

An overview of the various customer engagement studies in the academic context, 

wherein the theoretical background of the concept is determined is represented in table 

2.2.  
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Table 2.2: Summary review of Customer Engagement in extant literature 

(Academic context, Year-wise) 

AUTHORS 
TYPE OF 

PAPER 
CONSTRUCT PURPOSE OF THE STUDY 

Fournier, 

1998 
Conceptual 

Customer Brand 

Engagement 

Relationship Theory in 

Consumer Research 

gBowden, 

2009g 
gConceptualg 

Customer 

Engagement 

Segmenting customer–brand 

relationship  

Higginsgandg 

Scholer, 

2009g g g 

Conceptual 
Sciencegand art of thegvalue 

creation processg g g g g  

Verhoef 

etgal., 2010 
tConceptual 

Conceptual model of the 

antecedents, timpediments, tand 

firmtconsequences oftcustomer 

engagementttt 

Kumargetgal., 

2010 
Conceptualt 

Components ofta customer’s 

engagementtvalue (CEV) twith 

atfirm  

Doorn et al., 

2010 
Conceptual 

CustomergBrand 

Engagement 

Behaviouralgmanifestation 

toward agbrand or firm, gbeyond 

purchase, 

resultinggfrommotivational 

drivers  

Hollebeek, 

2011 
Conceptual Explored the loyalty nexus  

Jahn and 

Kunz, 2012 
Empirical  

Investigategthe effect ofgfan 

pages on the customer-

brandgrelationship and whatg 

motivatesgusers togparticipate  

Kuo and 

Feng, 2013 
Empirical  

Brand 

Engagement 

Interaction characteristics of 

brand community  

Hollebeek, 

2013 
Conceptual 

Customer 

Engagement 

Ways ingwhich CEgmay 

contribute toggenerating 
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customergvalue (CV) and 

ensuinggloyalty for 

utilitariangand hedonic brandsg   

Franzak et al., 

2014 
Conceptual 

Brand 

Engagement 

Understandinggof 

brandgengagement 

bygexamining two of 

itsgantecedents: design 

benefitsgand consumer 

emotionsg  

Islam and 

Rahman, 

2016 

Conceptual 

Customer 

Engagement 

Conceptualizations, 

gdimensions, antecedentsgand 

consequencesgof 

customergengagementg g g g 

Dessart et al., 

2016 
Empirical  

Conceptualisation andg 

operationalisationgof consumer 

engagementgin the contextgof 

online brandgcommunitiesg g 

Harrigan et 

al., 2018 
Empirical  

Customer Brand 

Engagement 

Strategies to develop customer 

brand engagement 

Roy et al. 

2018 
Empirical  

Managing 

customergengagement 

behaviourg g 

Alvarez-

Milantet al., 

2019 

Conceptual 

Customer 

Engagement 

Exploresgcustomer 

engagementgas a firm-

initiatedgresourceg g  

Hollebeek, 

2018 
Conceptual 

Consumersgdisplaying differing 

culturalgtraits engaginggwith 

brands, gand theirgdifferencesg  

Beckerstettal., 

2018t 
Empirical  

Investigate thegvalue-related 

consequencesgof firm-initiated 

customergengagement 

behaviours, usinggshareholder 

evaluationsgof the 
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publicgannouncements as 

initiativesg g g g  

Lin et al., 

2019 
Conceptual 

Peer 

Engagement 

Rolegduality, rolegfluidity, 

platformgcentrality, gtie 

strength, andgmultidirectional 

ofgpeer 

engagementgbehavioursg  

Jenssen 

etgal., g2020 
Empirical  

Customer 

gEngagementg 

Augmented Reality as stages of 

customer engagement 

AngandgHan, 

2020g g 
Empirical  

Psychological motivation of 

customer engagement  

The findings of Fournier (1998) enable theoretically sound relationship applications in 

the brand context. This article's extensive analyses of symbolic consumption, brand 

loyalty, and brand personality opened up many new study fields. Consumer-relevant 

connection themes transcend artificial distinctions. Bowden (2009) wanted to explore 

the role oftengagement, tinvolvement, andttrust in creatingtengaged andtloyal customers. 

A conceptualtframework fortsegmentingtcustomer–brand relationshipstbytfirst-timetvs. 

repeat customers of a service brand is offered. In conclusion, scholars and practitioners 

should recognise that engagement is a process including calculative commitment, trust, 

participation, and emotional commitment. 

The research of Higgins and Scholer (2009) explores numerous sources of engagement 

strength, such as overcoming hurdles through opposing interfering influences and 

overcoming personal reluctance, preparing for a probable occurrence, and using "fit" or 

"appropriate" goal-pursuit methods. Verhoef et al. (2010) detailed how customer 

engagement research has influenced marketing since the 2000’s. In a networked world 

where consumers may easily interact withtother customerstand enterprisestthrough 

socialtnetworks andtother new media, thetauthors suggesttthat customertengagement ista 

key newtdevelopmenttin marketing. 

Kumartettal. (2010) defined four tengagement factors. First is customer lifetime value, 

then referral, influencer, and knowledge value. Customer engagement factors described 

in this research offer a foundation for improved marketing approaches that encourage 

long-term customer engagement. Doorn et al. (2010) developed and examined customer 
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engagement behaviours, which continue beyond purchase and are driven by 

motivational reasons. Such behaviours include word-of-mouth, referrals, helping other 

consumers, blogging, writing reviews, and legal action. 

According to Hollebeek (2011), engaged consumers may be more loyal to targeted 

firms. Despite advancements, engagement remains untapped. This article fills the void 

by analysing data in multiple sectors of marketing to create a tripartite consumer brand 

engagement conception. Atconceptualtmodelt highlighting the unique nature of 

consumer brandtengagement andtother marketingtaspects wastalso constructed, 

followed by customertengagement/loyalty-basedtsegmentationtresearch. Jahntand 

Kunzt (2012) revealed thattfan pagetonline servicetuse affects thetcustomer-brand 

relationshipt. Theoretically and practically, their results were fascinating. Their research 

was the first to investigate fan page influence on customer behaviour, reasons for 

engagement, and management components.  

Members of online communities establish "oppositional brand loyalty" by speaking out 

for the firms they support, argued Kuo and Feng (2013). This research examined how 

brand community interaction elements affect members' perceived benefits, whether 

perceived benefits induce community commitment and the connection between 

community commitment and oppositional customer engagement 

According to Hollebeek (2013), the customertengagement approachtis swiftlytgaining 

tractiontintacademic marketingtliterature. Pioneeringtresearch hast revealed 

fundamentaltinsights intthis emergingtarea, but little is understood about how customer 

engagement may assist utilitarian and hedonic enterprises to produce customer value 

and loyalty. Franzak et al. (2014) studied design benefits and customer emotions to 

understand customer engagement. As designtbenefits changed from utilitarian to 

hedonic to symbolic, emotional arousal improved brand engagement. This article's 

conceptual model has applications in product design, branding, and brand messaging. 

Marketers should anticipate brandtengagement results earlytin thetproduct ortservice 

developmenttprocess, includetconsumers, clearlytcommunicate designtbenefits, tand 

provide support. Brand involvement is a unique brand-related behaviour overlooked in 

design and marketing literature. 
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According to Islam and Rahman (2016), marketing researchers who wish to fully 

understand consumers should investigate customer engagement. Marketers viewed 

customer interaction as their top branding tactic. Marketers recognised customer 

participation as a driver of consumer decision-making, organisational performance, 

reputation, and value. This research helps organisations understand customer 

engagement. 

Dessart ettal. t (2016) define customertengagement in onlinetbrandtcommunities. 

Previous research ontparticipation dimensionstand engagement foci has had major 

theoretical and empirical ramifications. Prior studies in relationshiptmarketing, 

brandtcommunities, andtconsumer identificationtadvised separating research foci to 

minimise misunderstanding. The varietytof focuses is particularlytcrucial online, twhere 

engagementtis high but complexitytis high. This approach is akin to firms acting as 

social agents in brand-related organisations. The research adds to brand community and 

social network literature by capturing multidimensional interactive 

customer engagement on various platforms. 

Harrigan et al. (2018) show how customers utilised social media to communicate with 

tourism enterprises. The researchers used social exchange theory to model’s link to 

customer engagement, self-brand connection, and brand use. According to Roy et al. 

(2018), organisations should prioritise regulating consumer engagement behaviourtto 

build tcustomer-firmtalliances. Thistresearch explored consumer interaction behaviour. 

The research examined service fairness, trust, value-in-use, and customer engagement. 

Hollebeek (2018) made two theoretical advancements. While consumer engagement 

was gaining popularity, little was known about how consumers with varied cultural 

features interacted with organisations. This paper examined customer engagement with 

brands for consumers with different cultural features and created research propositions 

for their cognitive, emotional, behavioural, and social customertengagement intbrand-

relatedtactivities. Beckers et al. (2018) contend that academictresearch ontthetbusiness 

valuetramifications of customertengagement activities is scarce. Theirtstudy examines 

firm-initiatedtconsumertengagement activitiestusing shareholdertjudgements oftpublic 

announcements. Social media-supported programmes that promotetword-of-mouthtare 

less negativetthan thosetthat requiretcustomertinput. 
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In their study, Alvarez-Milan et al. (2019) investigated consumer involvement as a firm-

initiated resource, drawing on social exchange theory. For starters, while their research 

outlined how managers understood customer engagement, it was unclear how firms 

arrived at these conceptualizations. Finally, as possible targets, the currenttstudy 

distinguishedtbetween end-userstandtintermediaries. Customertengagement has been 

and continues to be widely addressed in the context of social media marketing, and 

researchtin this areathas therefore highlightedtthetof manytstakeholders. Lin et al. (2019) 

evaluated peer engagement behaviours about customer, employee, and 

actortengagement behaviours using socialtnetwork theorytas a theoreticaltframework. 

Their study focuses on role dualism, roletfluidity, platformtcentrality, tietstrength, tand 

multidirectionaltpeer interactiontbehaviours. 

Jessen et al. (2020) proposed a novel sort of customer engagement based on user 

interaction. They described a system of creative consumer interaction in 

which customer creativity derives from enhanced customer engagement and generates 

intrinsic delight for consumers. An and Han's (2020) study examines the psychological 

reasons for customer engagement and offline retail consumer behaviour. It examined 

customer engagement and value creation. Using a psychological perspective, this 

research described the process of customer engagement. 

2.1.3.  Customer Engagement in Marketing and Service Context 

An overview of the various customer engagement studies in the marketing and service 

context, wherein the theoretical background of the concept is determined is represented 

in table 2.3.  

Tableg2.3: Agsummarygreview ofgCustomer Engagement in extant literature 

(Marketing and Service context, Year-wise) 

AUTHORS 
TYPE OF 

PAPER 
CONSTRUCT 

PURPOSE OF THE 

STUDY 

Roberts and Alpert, 

2010 
Conceptual 

Customer Brand 

Engagement 
Service engagement models 

Brodie et al., 2011 tConceptual 
Customer 

Engagement 
 

Relationship marketing 

Jaakola and 

Alexander, 2014 
tEmpirical  

Private sector rail transport 

firm operating in Scotland 
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Lemon and 

Verhoef, 2016 
tConceptual Brand customer experience 

Harmelinggetgal., 

2017g g g 
tEmpirical  Supermarket conjunction 

Hollebeekgandg 

Andreassen, 2018g  
tConceptual Serviceginnovationg g g 

Abdul-Ghani 

etgal., 2019 
tConceptual 

Customer-to-

customerginteractionsg 

Johnson etal., 2019 tEmpirical  Healthcaregservices ingIndia 

Bayighomog and 

Arasl, 2019  
tEmpirical  Servicegemployees of hotels 

Kumar et al., 2019 tConceptual 

Business-to-customer service 

firms from the perspective of 

managers 

Singh et al. 2021 tConceptual Artificial intelligence  

Hollebeek et al., 

2021 
tConceptual Artificial intelligence  

Roberts and Alpert (2010) note that organisations have several challenges nowadays, 

making customer engagement more important than ever. How companies usually 

operate makes customer engagement difficult. Perhaps the hardest part of boosting 

customer engagement is combining consumer branding, corporate marketing, and 

service delivery. Some experts believe that word-of-mouth appreciation from 

consumers has a far greater impact on target audiences than conventional marketing 

tactics. Engaged customers provide valuable input and are less likely to take their 

complaints elsewhere, boosting their value. Brand and internal culture are key. The 

organisation should explain its customer value proposition across all brand 

characteristics. Because employees fulfil the brand promise, business culture is key to 

maintaining staff commitment. 

Brodie et al. (2011) created atconceptual framework for futurettheoretical andtempirical 

customertengagement exploration. Despite the interest, scholarly research on the idea 

and its conceptual differentiation from comparable relational notions is limited. Five 

propositions were used to build a future research framework that would refine customer 
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engagement's conceptual realm. Jaakkola and Alexander's (2014) study highlights the 

uncertainty between firms and consumers. Customer engagement comprises non-

transactional consumer behaviours that affect a firm. They offered nine analytical 

frameworks that relate customer engagement totvalue co-creationtby focaltcustomers, 

thetfocal firm, tandtothertstakeholders. 

Lemon and Verhoef (2016) say organisations must comprehend consumers' travels 

throughout time. Customers engage with companies acrosstchannelstandtmedia, and 

customertexperiencestare becomingtsocial. Customertengagement triesttotdistinguish 

customertattitudes andt behaviourstbeyondtpurchases. Attitudinally, customer 

engagement is a "psychological state that comes through interactive, co-creative 

consumer interactions with a focal agent/object in focal service relationships." 

Harmeling et al. (2017) discussed how customer engagement marketing indicates a 

revolutiontintmarketing research andtcompanytpractice. tAftert definingt and 

differentiatingtengagementtmarketing, thetauthors proposedta typologytof itsttwo 

primarytforms and offeredttenets thattlink strategictelements totcustomer outcomestand 

firmtperformance. They theorisedtthat engagement marketing'steffectiveness stems 

from psychological ownership and self-transformation. 

According to Hollebeek and Andreassen (2018), while research on customer 

engagement and service innovation was quickly growing, there was little understanding 

of how these two topics intersect. However, given the underlying sense of interaction 

shared by both notions, the goal of this work was to investigate their theoretical 

interface, which has remained elusive to far. Abdul-Ghani et al. (2018) found that 

consumer-to-consumer connections are growing. Online platforms let consumers 

socialise, trade, and exchange digital content. Models of engagement in marketing 

settings are regulated by consumer-brand or consumer-firm interactions, which are 

often conceptualised using S-D Logic. 

In their paper, Johnson et al. (2019) investigated the impact of the customer-to-customer 

relationship on consumers' willingness to participate in altruistic customer engagement 

or co-production activities. It then examines how consumer scepticism about services 

affects interaction on altruistic customer engagement and customer happiness. 

Bayighomog and Arasl (2019) explain that growing customer engagement requires top 

frontline service performance and management-recommended behaviours. This 
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research examined employee customer-oriented boundary-spanning behaviours as a 

consequence of spiritual leadership utilising social exchange and social identity 

theories, using employee spiritual survival and well-being as a moderator. 

Based on service-dominant reasoning, Kumar et al. (2019), created a framework to help 

customer engagement in service. This framework's applicability and relevance to 

companies in both established and emerging markets was a unique characteristic. Singh 

et al. (2021) studied the increase of service firms' customer contact streams. This article 

provides a conceptual framework of firm capacity that allows organisations to perform 

with "one voice" so customer engagement is smooth, harmonic, and reliable. 

Hollebeek et al. (2021), highlight how artificial intelligence is expected to have a 

revolutionary transformative influence on service organisations, particularly 

influencing how businesses interact with their consumers. In parallel, customer 

engagement, which represented customer engagements with brands, services, or 

companies, had moved to the top of many managers' strategic wish lists in the previous 

decade. In response to this gap, their study provided a ground-breaking investigation of 

customer engagement in automated or AI-based service interactions. It was therefore 

closed with a summary of other study options in this expanding topic, which has the 

potential to evolve into a major service research subfield. Regardless of the dispute, 

numerous customer engagement characteristics exist, as listed below. To begin, as the 

preceding definitions demonstrate, customer engagement developed through consumer 

encounters with a brand, service, or company. AI likely influenced customers' 

investments in their service interactions by responding to or forecasting consumer 

requirements, therefore impacting customer engagement. Second, although positive 

customer engagement resulted in good brand-related cognitions, emotions, and actions, 

negative customer engagement attempted to degrade specific actors. While customer 

engagement states might change, consumers' more stable engagement styles 

represented their usual or characteristic involvement with a brand/firm, making the 

latter a more appropriate customer segmentation variable. Following that, the 

researchers disseminated the AI- and customer engagement-based knowledge by 

establishing a set of customer engagement propositions in automated service 

interactions. Given the emerging knowledge of customer engagement in automated 
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service encounters, their study provided a framework for integrating two previously 

separate research streams. 

2.1.4. Customer Engagement and Social Media 

While experimenting with different methods of marketing and techniques to encourage 

and assess consumer engagement, social media has proven to be a formidable force. 

Social media brought about a revolution that had the greatest impact on customer 

engagement since it made marketing cheaper for businesses, reached out to bigger 

masses of prospective consumers, and made gauging customer engagement much 

easier. This has made company marketing efforts considerably easier and more 

simplified. 

The customer begins their social media engagement by viewing a company's website. 

It emphasises the necessity for businesses to attract increasing amounts of visitors to 

their websites while simultaneously attempting to retain people there for an extended 

length of time. Companies provide more unique and engaging content for their websites 

in order to achieve this. Asking individuals to engage in surveys, marketing events, 

freebies, contests, free membership, and social media platform following is just one of 

the numerous techniques that may be used. This means that businesses must constantly 

update their social media accounts, as well as their own websites, with postings that are 

tailored to the consumers' tastes and requirements. This generates e-WOM, which 

seems to be the new element that every company strives for in social media marketing 

and is a good indicator of consumer involvement. e-WOM gives businesses the ability 

to deal with both negative and positive consumer impressions.  

In the event of a bad perception or comment, the firm has the chance to clear the air, 

and therefore a primed platform to connect with the unhappy customer and give a quick 

and effective reaction. This establishes a personal relationship with every company's 

consumer, assisting in the generation of personalised and selected communications for 

each individual. Analytics now allows shops to reach consumers on other social media 

sites depending on the items they have recently looked for. Table 2.4, provides a 

summarised extant literature in the same context. 
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g g gTable 2.4: A summary review ofgCustomergEngagementg (CE) 

andgsocialgmediagin extantgliteratureg (Year-wise) g g 

AUTHORS 
TYPE OF 

PAPER 
CONSTRUCT 

PURPOSE OF THE 

STUDY 

Mollentandt 

Wilson, 2010 
tConceptual Engagement 

Brandtpersonificationtin 

websites 

Chu and Kim, 

2011 
Empirical  

Customer 

Engagement 

e-WOM in social media 

platforms 

Sashi, 2012 Conceptual 
Buyer seller relationships on 

social media 

Smith et al., 2012 Empirical  

User generated content on 

social media platforms 

oftFacebook, tYouTube andt 

Twitter 

Gummerus ettal., 

2012 
Empirical  

Gaming brand community on 

Facebook 

Brodiegetgal., 

2013 
Empirical  Virtualgbrandgcommunityg g 

Oviedo-Garcia et 

al., 2014 
Conceptual 

Comprehensive measurement 

metric for Facebook 

engagement 

Verleye et al., 

2014 
ttEmpirical  

CustomertBrand 

Engagement 

Engagementt through online 

feedback 

Cabiddutet al., 

2014t 
ttEmpirical  

Social media brand 

engagement 

Murchardie et al., 

2016 
ttEmpirical  

Effects of socialgmedia 

marketinggongcustomer 

engagementg g 

Moreno-Munzo 

etg al., g2016 
Conceptual 

Customer 

gEngagementg 

Mobiletsocialtmediatsmart 

grids 

Tafesse, 2016g g g Empirical  Social media brand pages 

Marbach etgal., 

2016g 
Empirical  

Socialgmediagbrand 

communitiesgpersonality 
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Guesalaga, 2016 tEmpirical  
Socialgmediagingsales 

engagement 

Islamgetgal., 

2017g 
tEmpirical  

Personality traits in Facebook 

based online brand 

community   

Harrigan etgal., 

2017g 
tEmpirical  

Measurement scale based on 

social media context 

Mathwick and 

Mosteller, 2017 
Empirical  Engagement 

Amazon online reviewer 

engagement 

Saragih, 2017 Empirical  

gCustomerg 

Engagement 

Online social media in 

transport 

Song et al., 2018 Empirical  
Restaurant brand page 

engagement on Facebook 

Zhangget al., 2018 Empirical  
Value creation/destruction in 

online platforms 

Carvalho and 

Fernandes, 2018 
Empirical  

CustomergBrand 

gEngagementg 

Virtual brand community in 

social media platforms 

Algharabat et al., 

2018 
Empirical  

Facebook page of non-profit 

organisations based in Jordan 

Voorveldget al., 

2018g 
Empirical  

Customer 

Engagement 

Socialgmediagplatforms 

engagementg 

Machadogetgal., 

2019 
Empirical  

CustomergBrand 

gEngagementg 

Brand gender analysis on 

Facebook  

Carlson etgal., 

2019 
Empirical  

Customer g 

gEngagementgg 

Socialgmediagbrand pagesg 

Busalim etgal., 

2019g g g g 
Conceptual Socialgcommercegwebsites 

Read etgal., 2019g Empirical  Twitter handles of brands 

Hollebeek etgal., 

2019 
Conceptual 

Evolving technological 

environment 

Hanson etgal., 

2019 
Empirical 

CustomergBrand 

gEngagementg 
Online brand community 
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Connellgetgal., 

2019 
Empirical  

Customer 

Engagement 

Online retailgbrand websites 

Kim etgal., g2020 Empirical 
Social media engagement 

among restaurant customers 

Santini et al., 2020 Empirical  Social media engagement  

Riley, 2020 Conceptual 
Social media brand 

communities 

Mollen andt Wilsont (2010) created atconceptualtframeworkt that harmonises 

professionals' notion of customertengagement as vital to online best practise with the 

academic approach, which uses other factors to quantify customer experience. Based 

on e-learning and online marketing research, they described thetconsumer'stresponse to 

websitetand ambienttstimuli as atdynamic, ttiered perceptualtspectrum thattincludes 

interactivity, ttelepresence, andtengagement. 

Astmore marketers utilise socialtmedia as parttof their promotionaltmix, Chu and Kim 

(2011) say it's crucial to study the aspects that impact customers' eWOM through social 

networks. Given the social and communal components of Facebook, MySpace, and 

Friendster, this research examined how social connection characteristics relate to online 

eWOM promoting customer engagement.  

According to Sashi (2012), the internet, especially Web 2.0's interactive features, has 

increased customer contact in recent years. Social media's ability to help build personal 

customer interactions has captivated global managers' curiosity. The article presents a 

customer engagement cycle model that incorporates connection, interaction, 

satisfaction, retention, loyalty, advocacy, and engagement. It places customers in a 

customer engagement matrix depending on their connection with retailers. Smith et al. 

(2012) compared Twitter and YouTube user-generated content. The researchers aimed 

to provide a preliminary framework for comparing brand-related posts, to add another 

dimension to understanding how selective social media channels influence user-

generated content, and to bring forward the various user-generated content used by 

brands that rely heavily on them for marketing and promotiontand 

customertengagement. It was hypothesised that: Millennials preferred side panel ads, 

they did not like pop-up ads, personalised digital marketing was able to grab the 

attention and prompt the Millennials to repeatedly visit a website, and that personal 
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benefit is the motivator for millennials to write peer reviews. Considering 571 

millennials of a prominent Southwest US university as sample, it was concluded that 

features such as pop-ups, flashing items, links, compulsory software downloads, and 

un-closable browser tabs were considered as the annoying strategies undertaken by 

companies and that Millennials ignore them in an instant. 

Customertengagement comprisestatcustomer's whole spectrum of company-related 

behaviours. Gummerustettal. (2012) examined the impact of customertengagement on 

perceivedtrelationship benefitstandtresults.  This was the first study to relate customer 

activity in a Facebook brand community to relationship structures. Their study was one 

of the first empirical studies to distinguish distinct types of online interaction and assess 

their influence on brand ties. Despite the frequent use of the word "engagement" in 

brand communities, Brodie et al. (2013) say its theoretical meaning and roots remain 

unexplored. This research employed ethnographic methodologies to analyse customer 

engagement in an online brand community. Integrating other consumer behaviour 

theories that address individual and/or social identity is also important.  

Oviedo-Garcia ettal. t(2014) tdeveloped a technique for evaluating 

customertengagement on Facebook. The study shows how to calculate client 

engagement on social media. Such analytics will help marketers discover posts and 

content that stimulate customer engagement and what they should avoid to prevent 

retribution. The researchers have provided an insight in to the starting for calculation 

of customer engagement on social media platforms. It has been argued that such metrics 

would help in understanding the types of posts and content that inspire active customer 

engagement and what the marketers must avoid to avoid backlash. This  gives the 

marketers with better data analysis for better decision making process and also helps 

them to understand the varied dimensions to customer engagement and the current 

trends and future trends to expect in a bid to active customer engagement. Verleye et 

al. (2014) said organisations wanting long-term success must increase customer 

engagement. Methods to manage various customer engagement behaviours may help 

accomplish this aim. This research proposes and tests a managerial and psychological 

model to promote customer engagement integrated in a broader network of customers 

and stakeholders to establish more effective and efficient management practices.  
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According to Cabiddu et al. (2014), despitetthe recognised usefulness of socialtmedia 

for customertengagement, comprehension is limited, and new theories may shed more 

light on social media in the tourist context. Moreno-Munzo et al. (2016) show how 

social media platforms may be used to engage customers in the energy industry and 

influence consumer perceptions regarding renewable energy sources. Smart grids in 

social networking sites, along with developing technology and hardware, may provide 

users access to new consumer engagement options. One of the most commonly aspect 

talked on social media marketing is the lack of human touch which for the energy 

providing firms can turn around by being an energy advisor rather than just energy 

provider for their consumers. As observed that customer engagement actions have been 

following gamification route for going more attention of the consumers, it would take 

a combination of personalisation, exclusivity and technology for the energy firms to 

bring about long term and active customer engagement from their consumers. 

Murchardie et al. (2016) studied socialtmediatmarketing'stinfluence ontconsumer 

engagementtand loyalty. Connection, tsatisfaction, tretention, tcommitment, tadvocacy, 

andtengagementtdetermined customertengagement, whereas participation, openness, 

conversation, community, and connectedness prompted enterprises to employ social 

media marketing.  Using path analysis it was concluded that social media had an deeper 

effect on customer engagement and not the other way around and that for better 

customers engagement it won’t be too prudent for the marketers to prefer having a 

dedicated social media cell for dealing with the content and feedback on the social 

media sites of the company. According to Tafesse (2016), brand sites that provide 

perceptual, cognitive, bodily, and social experiences increase customer engagement. 

When evaluated as a route for customer interaction, brand pages exhibited more active 

customer engagement, but as a medium for information exchange, they carried more 

complaints than communication with consumers. This reduces the need for firms to 

follow a top-down approach, where marketers work from broad objectives to specific 

parts. This in itself is a proof that by building a strong core in social medial capabilities 

on their webpages in the form of experimental content production and distribution, a 

firm will have higher chances of having active customer engagement from their 

customers in the long run. 
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Marbach et al. (2016) explored how customers engage with online goods and services 

and how organisations engage customers actively. Researchers developed a theoretical 

framework for social media brand communities based on 28 semi-structured interviews. 

tExtroversion/introversion, tagreeableness/disagreeableness, tconscientiousness, 

openness to experiences, tneuroticism, tneed for activity, thetneed fortlearning, thetneed 

fortstimulation, andt altruism influenced customer engagement in 

consumers.  Guesalaga (2016) showed customer contact on social media platforms of 

different firms and how a person or organisation may participate. Both the sales staff 

and the customers' passion and expertise had a synergistic effect that led to active, long-

term customer engagement for the businesses. Sample size of 220 sales executes based 

in United States of America was considered and Sobel test was used on the data 

collected from them. It was then concluded the both factors of commitment and 

competence from both the sales force and the consumers created a synergistic effect 

which brought bout an active customer engagement for the business firms which turned 

out to be long tern due to their relationship with each other. 

Islam et al. t (2017) examinetthe connection between customertpersonality andtonline 

brand communitytengagement. Their study also examined customer engagement and 

buying intent. This article explains how marketers may use customertpersonalityttraits 

to boost customertengagement in onlinetbrand communities and buy intent for particular 

offers. Harrigan et al. (2017) confirmed the So, King, and Sparks model of tourist 

branding (2014). Findings showed a shift in enterprises' social media customer contact. 

Three primary components of customer engagement have been identified: cognitive, 

emotional, and behavioural. This generates a necessity for companies to understand 

how efficiently and effectively could they use the various social media platforms and 

their functions such as pictures, videos, polls, reviews, comments, blogs etc., which 

being both marketer and user generated, fulfil the three main aspects of customer 

engagement 

Mathwick and Mosteller (2017) study examines online reviewer engagement. A 

diversified sample showed excellent theoretical and managerial insights.  Some 

scholars suggest that public ranking systems may be used to ostracise substandard 

performance. Researchers should examine the impact of community rank on reviewers 

who perceive social inclusion gaps.  Saragih (2017) looked at customer engagement in 
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the transportation industry online by mining Facebook and Twitter comments. Social 

media comments may be used to assess online corporate transportation services. Using 

sentiment analysis, the researcher observed that most comments were complaints to the 

business and that corporate feedback and customer feedback garnered the most 

comments.  

Song et al. (2018) evaluated thetinfluencetoftthree socialtpresencetcharacteristics on 

customertengagement andtcustomer-brand identification. By using socialtpresence and 

socialtidentity theories on Facebooktbrand pages, this research highlighted the 

mechanism driving customer engagement and generating psychological closeness 

between consumers and companies.  Zhang et al. (2018) construct a model to explain 

online consumer co-creation/co-destruction. When customerstare happy, feeltvalued, 

experience reciprocity, tobtain organisational incentives, aretsought fortfeedback, and 

cantdepend ontservice recoverytefforts, co-creation maytoccur. Their study highlighted 

the components and framework that lead to customertengagement-inducedtco-creation 

andtco-destruction in online channels.  

Carvalho and Fernandes (2018) say social media has changed marketing by enabling 

people to connect with firms in new ways. Their article aimed to model the causes, 

effects, and moderators of customertengagement in socialtmedia virtual 

brandtcommunities. Engagement, interaction, tand flow experience are primary drivers, 

while satisfaction, trust, word-of-mouth referrals, and commitment are linked 

outcomes, with brand community identity and confidence as possible 

mediators.  According to Algharabat et al. (2018), although social media marketing has 

had many marketing consequences, less attention has been paid to the influence of 

customer engagement on organisations. Their major purpose was to evaluate the effect 

of telepresence, social presence, and participation on customer engagement, which 

affected electronic word of mouth and willingness to contribute. 

Voorveld et al. (2018) studied how customerstengagement with socialtmediatplatforms 

led to engagementtwith advertising and evaluations of this advertising. Their survey 

analysed social media users' usage of Facebook, YouTube, LinkedIn, Twitter, Google, 

Instagram, Pinterest, and Snapchat, as well as their advertising experiences and 

views. Brand gender is a source of consumer-based brand equity, according to Machado 

et al.(2018) This research investigated how consumer–brand contact and brand love 
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mediate the correlation between brand gender and customer engagement. This study 

shows the advantages of clear gender positioning and suggests that organisations with 

strong gender identities will promote customer engagement.  

Carlson et al. (2019) found implicationstfor adjusting socialtmediatmarketing 

approaches totproactively developtcustomertengagement based on usertfeedback and 

collaborationtintentions ontbrandtsites. Busalim et al. (2019) reviewed customer 

engagement in social commerce. E-commerce popularity shows how this new 

phenomenon captivates consumers. They focused on an empirical study of customer 

engagement in e-commerce. Social commerce has helped companies and consumers. 

Knowing client interaction behaviour in e-commerce is a competitive advantage for 

organisations striving to become customer-centric. Their study examines e-commerce 

customer engagement studies.  

Read et al. (2019) built and tested a theoretical framework for Twitter customer 

engagement. In-depth interviews were used to gauge Twitter user engagement. 

Consumer perceptions of a brand's Twitter popularity and value delivery were 

moderators in the conceptual framework. Hollebeek et al. (2019) studied how 

consumers engage with brands and enterprises in changing technologies. Their research 

examines how companies employ new technology to enhance customer engagement. 

New technology may be used at every stage of the marketing process, including 

segmentation, targeting, and positioning, to support or modify any marketing mix 

element, altering consumer engagement with firms. Similarly, marketing mix pieces 

must be changed to meet customers' technical expectations, which may vary across 

product offerings or over time.  

Hanson et al. (2019) studied how user reputation signals might promote 

customer engagement. This research conducted four tests on customer reactions to 

online brand forum reputation signals. Role clarity and connection were the 

psychological factors that emphasised the influence of reputation signalling on 

customer involvement. Connell et al. (2019) found that product-related contextual 

signals affected customer engagement on a website, showing customer 

engagement occurred at the product level. Websites serve as the third node in a triadic 

interaction between consumer, brand, and website. This research showed a relationship 
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between website environmental cues and customer engagement, helping managers 

drive customer engagement. 

Kim et al. (2020) noted how internet contact has become an integral part of the hotel 

consumer experience. Flow theory is vital for understanding online 

customer engagement. It also showed how to get a competitive advantage by 

proactively managing customer engagement with social media marketing through flow. 

Flow is key to understanding online customer engagement. Santini et al. (2020) 

analysed consumer engagement with social media utilising contentment, pleasant 

sensations, and trust to encourage customer engagement, not commitment. Satisfaction 

better predicts customer engagement in high convenience and Twitter. Riley (2020) 

said customers spend too much time on social media. Because of social media, 

marketers must innovate to stay top-of-mind with consumers and rethink the customer 

engagement path. Socialtmedia facilitated offline brand communities online. The 

research aimed to build a paradigm for maintaining socialtmedia brandtcommunities via 

customertengagement and content generation.  

2.1.5. Government services, and Indian Railways in social media, technological 

initiatives and online services. 

Governments are taking advantage of the rise of social media as a key platform for 

online interactive engagement to increase customer engagement in socio-political 

matters. These new forms of communication have also been adopted by the government 

services, which employ them for a variety of reasons, including breaking down the 

traditionally high communication barriers that exist with government. Numerous 

scholars have noted the positive effects of social media on public-sector 

communication, customer engagement, transparency, trust, democracy, and the sharing 

of best practises amongst different government organisations. Various schools of 

thought on the subject of social media's role in public administration and civic life have 

been taken into account. While there is evidence that social media is being employed 

to increase customer engagement, there has been relatively little study of this 

phenomenon. Table 2.5, provides a summarised literature in the same context. 
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Table 2.5: A summary review of Government services, and Indian Railways  in 

social media, technological initiatives and online services in extant literature 

(Year-wise) 

AUTHORS 
TYPE OF 

PAPER 
CONSTRUCT 

PURPOSE OF THE 

STUDY 

Kochak and 

Sinha (2004)  
Conceptual 

Social media 

and online 

services 

Government technology 

initiatives 

Raghuram (2007) Conceptual 
Technological 

initiatives 

Indian Railways digital 

transformation 

Jain and Yadav 

(2013)  
Empirical 

Social media 

marketing 

Internet marketing of Indian 

Railways 

Cegarra-Navarro 

et al. (2014) 
Empirical 

Technology 

adoption 

Launching of technology 

related services by 

government bodies 

Pareira and 

Narayanamurthy 

(2016)  

Conceptual 
Technology 

advancement 

Indian Railways' need for 

modernisation 

Sinha and Sarma 

(2016)  
Empirical Technology   

Indian Railways customer 

experience and service quality 

Rosario et al. 

(2016) 
Empirical 

Social media 

platforms 

Spanish citizens' municipal 

government interactions on 

Twitter and Facebook 

Mahajan-Cusack 

(2016) 
Empirical 

Socialgmediag 

platformsg g g g 

How socialgmedia affects 

engagementgand government 

openness in US municipalities 

context  

Medaglia and 

Zheng (2017) 
Conceptual 

Socialgmedia 

platformsg g g g 

Phenomenon ofggovernment 

socialgmedia 

Sachdevagand 

Sharma (2017)  
Empirical Online services 

E-Services developments in 

the Indian Railways 
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Marino and Presti 

(2018)  
Empirical 

Customer 

engagement 

Analysing consumer 

engagement based on message 

to evaluate European 

Commissioners' social media 

postings 

Narayanaswami 

(2018)  
Empirical 

Social media 

and online 

services 

Paradigm shift in customers' 

interest and attention toward 

Indian Railways on their 

social media handles. 

Kochak and Sinha (2004) emphasise the innovative changes Indian Railways can make 

in moderntbusinesstvision, markettorientation, newttechnologytandtmaterials, 

alternativetfuels, managerialtcompetency, individual and organisational development, 

and managing fortthe future to keep up with the 21st century. Smart cards for identity, 

ticket booking, attendance, interagency communication, banking, health, and personal 

health updates will benefit customers and adoption of high-speed 

technologies. Raghuram (2007) analyses the Indian Railways' "turnaround" in freight, 

passengers, and other procedures. According to the researcher, the best strategies are 

those that the Indian Railways think are best for customers, not initiatives. Despite their 

many endeavours, the Indian Railways' plans are supply-driven rather than customer-

driven, which dissatisfies consumers and starts the cycle of failure. Executives resist 

organisational reforms. The researcher advises organisational modifications for general 

transformation.  

In their study, Jain and Yadav (2013) gave a comprehensive assessment of all the key 

measures done by the Indian Railways to enhance internet marketing and tracked the 

rate and pattern of technical changes. The pre-bubble era may last till maturity due to 

the growing user base and new prospects. To demonstrate the internet's potential, this 

article covers online ticket reservation patterns and Indian Railways' online marketing 

revenues. According to Cegarra-Navarro et al. (2014), governmental bodies should 

promote technology-knowledge before launching a technology-related activity to 

involve citizens. Technology-knowledge supports civic engagement, thus local 

government website designers should take attention. 
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Pareira and Narayanamurthy (2016) explain why Indian Railways value consumers. 

According to the Government of India's assessment, Indian Railways needs 

modernization and generational transition to ensure safety, boost efficiency, take 

advantage of technology advances, satisfy rising demand, and achieve inclusive 

growth. Sinha and Sarma (2016) detailed the Indian Railways' difficulties and potential 

to accelerate expansion.  After independent investigations showed concerns about 

service quality and timeliness, Indian Railways committed to customer experience. 

Under private investing regions, Indian Railways proposes redeveloping and equipping 

key stations with world standards. 

Local governments are realising that social media may improve public participation in 

political and social issues, according to Rosario et al. (2016). This article examines the 

dedication of Spanish citizens' municipal government interactions on Twitter and 

Facebook. Online transparency, temperament, social media activity, and local 

government website interactivity also affect participation levels. This study illuminates 

how governments' social media use impacts customer engagement. Mahajan-Cusack 

(2016) examined how social media affects engagement and government openness in a 

nationally representative sample of highly successful US municipal governments. This 

study evaluated this sample's social media use to find best practises and explore the pros 

and cons of utilising social media in local government. Areas discussed included the 

company's desire to utilise social media, social media management throughout the 

organisation, social media tool selection, official and informal social media rules and 

procedures, and social media's benefits and hazards. 

The growingtphenomenon oftgovernment socialtmedia, as statedtbytMedaglia and 

Zheng (2017), demands fortbetter-informedtand moretintricatetstudies, tbut theytall 

begin with a deepertunderstanding of thetliterature already out there. Ontthe basis of a 

comprehensivetreviewtof the e-government literature, the researchers created a 

taxonomy of tgovernment socialtmedia research, dividing ittinto thetfollowingtsix 

sections: context; tuser characteristics; tusertbehaviour; platformtqualities; 

tmanagement; andtimpacts. Socialtmedia platform characteristics, as well as the 

interplay between different perspectives on thetgovernment socialtmediatphenomenon, 

are under-researched, while the focus is on government rather than users, context, and 

management. 
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Sachdeva and Sharma (2017) examined E-Services developments in the Indian 

Railways. They concluded that Indian railway E-Services benefited internet users. To 

encourage the Indian Railways and its customers to embrace e-marketing and E-

Services, the researchers present a bird's-eye perspective of forthcoming trends. The 

major subject was how Indian Railways passengers profited from their passenger 

reservation system and their reaction to their online offerings. After analysing data from 

publications, journals, and websites, they found that Indian Railways was the leading 

e-services provider in India. Railway e-ticket booking has grown faster than airline 

ticketing. India's e-services are growing thanks to the government's Digital India plan. 

Indian Railways is a model online service provider with its online tickets and services. 

Marino and Presti (2018) suggested analysing consumer engagement based on message 

to evaluate European Commissioners' social media postings. The paper also suggests 

ways governments might use social media to provide content for consumer interaction. 

Customer engagement must be quantified to discover which types of public 

communication best encourage interaction and deepen citizen-public institution 

interactions. 

In his study, Narayanaswami (2018) highlighted the paradigm shift in customers' 

interest and attention toward Indian Railways information gathering and distribution. 

He thought social media was the best way for people and big companies to 

communicate. Indian Railways receives about 7000 tweets a day with complaints, 

recommendations, and help. After succeeding in social media, India Railways now has 

a Social Media Cell that classifies tweets as low, high, or urgent and mitigates them 

with relevant authorities within 8 minutes. Indian Railways heavily subsidises airlines 

to compete with cost-conscious ones. They might improve their image among 

travellers. This caught travellers' emotions. Their Twitter account began receiving 

#MyTrainStory tales and photos. Thus, it became the national emotional link. Indian 

Railways improved consumer involvement by live streaming the rail Budget, calling 

for public suggestions, disseminating safety measures, providing information from a 

trustworthy source, and responding quickly to customer complaints. The ministries that 

utilise social media for marketing use three types of interactive methods: managerial, 

consultative, and participatory. The Indian Railways adopts Mor's Twitter Handle 

technique for customer communication, with @RailMinIndia focused on participatory 
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civic body involvement and @sureshprabhu on management. Retweets are "Feedbacks" 

while tweets are "Responses." The researcher suggested that Indian railway needs learn 

from successful foreign initiatives to increase its social media presence. He gave 

examples of European railway operators using Twitter and Facebook for grievance 

redressal rather than revenue generating with videos as their campaigning weapon. 

Display advertising, social media education, and real-time customer assistance should 

be the priorities of renowned stations. 

2.2. Research Gap 

In recent social media marketing, facts and trends such as voice marketing, micro-

influencing, general data protection and regulation, profile hacking, programmatic 

buying and real-time bidding, responsive design and visual storytelling, automated 

marketing, personalisation micro-targeting along with localisation and translation, 

whole social media marketing concept have changed from its initial conceptualisation.  

So the main points wherein more research must be focussed include the following -  

• Currently, research is done on the intrinsic utility i.e., the direct impact of content 

posting on social media platforms and image-related impact, concluded from the 

consumers' or competitors' perspective.  

• Data mining was previously an unchartered area for Indian railways, but now with 

the sheer volume of data generated per day categorising them and calculating the impact 

factor of each post based on such data has become a necessity.  

• Previously Government agencies and especially Indian Railways used social media 

platforms for information dissemination purposes but with the multi-usage of social 

media platforms by the private players, Indian Railways have changed their tactics and 

have started using social media platforms for sales volume generation and customer 

engagement purposes  

The big data generated and collected from consumers narrate a bigger picture in an 

ever-changing virtual scenario. It now depends on how much volume, variety, velocity 

and veracity of data are being utilised for maximum effect by marketers in their 

marketing narrative. This is where data mining plays its role. But in the current social 

media scenario, in India, data is out there which are yet to be classified and understood. 

Key areas such as persona development for better tracking of consumers along their 

buying steps; web retargeting based on the consumers' web visit and cookie data; 
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understanding and measuring customer engagement as well as disengagement to figure 

out patterns for existing as well as new consumers for product/services etc.; 

development of parameters for accurate prospect conversion; and better-paid campaign 

analysis for a better investment, are some of the areas where social media marketing 

can be honed into. All of the above discussion burns down to better monitoring of 

customer engagement. In the current scenario of highly competitive, communicative 

along with the highly cynic mindset of the consumers, organisations and marketers are 

now banking on having a better-engaged customer for effective results.  

Social media marketing is used by various Indian Ministries as a medium for 

transitional communication with the general public. Not only government agencies and 

ministries are using social media platforms as a form of persuasive marketing, but are 

also, in turn, categorising the huge data collected for understanding citizens - needs and 

exceptions, unearthing citizen involvement drivers, ways to retain consumers, ways to 

increase revenue generation opportunities, creating brand loyalty and brand perception 

among the citizens and lastly capitalising on the catalyst i.e., word-of-mouth, amongst 

existing customers for coat free marketing.  

The interest of thiststudy istto present exploratory research intotthe socialtmedia 

marketingtaspect of Digital Marketing, focusing on the social media platforms of Indian 

Railways. The main purposetis totunderstand the evolution of 

thetCustomertEngagementtconcept and to evaluate the customers’ psychological and 

behavioural connections with a public service provider going beyondtthetservice user 

experience. The present work is an attempt to make a critical study of the Customer 

Engagement practices of Indian Railways on social media platforms. Therefore, the 

present study has some relevance in the systematic investigation. The present study has 

focused on the following key questions:  

• Is there any possibility to develop or apply any existing framework/model of 

CustomertEngagement on SocialtMedia platforms, suitabletfor Indian 

Railways?  

• Is it possible to critically analyse the Customer Engagement practices of Indian 

Railways on social media platforms, based on the framework/model developed? 

• How demographics affect customer engagement on social media handles of 

Indian Railways? 
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3. METHODOLOGY  
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The research methods utilised for the study are broken down in this chapter. The 

selection of a relevant population, an adequate sample size, an ideal sampling 

methodology, an appropriate study design, proper data analysis methodologies, and so 

on are just a few of the many important considerations that are essential to the ethical 

conduct of research. 

3.1. Type of Research/Research Design: The present study is an exploratory type of 

research. 

3.2. Objectives 

The proposed study tried to explore customer engagement on the social media handles 

of Indian Railways, under the following objectives:  

1. To identify a customer engagement framework for Indian Railways through 

Bibliometric Analysis. 

2. To determinetthe factorstaffecting customertengagementttowards thetservicestof 

Indian Railways on social media handles. 

3. To study thetinfluencetoftdemographics on customertengagement towards the 

servicestof Indian Railwayston social media handles. 

3.3. Hypothesis of the Study 

Keeping in context the conceptual model formed and the objectives formulated the 

following hypotheses have been proposed- 

H10:/There /is /no /significant /difference /among /the /respondents /belonging /to 

different “Railway Zones” regarding customer engagement on social media handles of 

Indian Railways. 

H20:/There/is /no /difference /in /the /population /means /of /all /age /groups 

/regarding /customer /engagement /on /social /media /handles /of /Indian /Railways. 

H30: /There /is /no /difference in the population /means /of /all /gender /groups 

regarding customer engagement on social media handles of Indian Railways. 

H40: /There /is /no /difference /in /the /population /means of /all /educational 

qualification groups regarding customer engagement on social media handles of Indian 

Railways. 

  H50: /There /is /no /difference /in /the/ population /means /of/ all /occupational /groups 

regarding customer engagement on social media handles of Indian Railways. 
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  H60: /There is no difference in the population means of all Railway Zones regarding 

customer engagement on social media handles of Indian Railways. 

H70: /There /is /no /correlation /between /the /factors /of /customer /engagement /for 

Eastern /Railways. 

H80: There /is /no /correlation /between /the /factors /of /customer /engagement /for 

Northeast /Frontier Railways. 

H90: /There /is /no /correlation /between /the /factors /of /customer /engagement /for 

South /Eastern Railways. 

3.4. Proposed Conceptual Model 

The conceptual model or framework is a graphical depiction of the theoretical 

connections between the many concepts and variables in the current study. Research 

constructs and variables useful in formulating the conceptual model can be uncovered 

by a thorough examination of the existing literature. Further, it serves as a foundation 

for understanding the interconnections between the many concepts and variables. In the 

current study, the constructs/variables were identified by a comprehensive literature 

analysis, and their interrelationships informed the creation of a conceptual model. 

Therefore, the aims of the present research effort might be met by the integration of 

many theories, models, and variables into the proposed conceptual model as achieved 

under objective 1 (Figure 3.1). 

Customer/engagement /is /multifaceted /and //customers' /personal /connection /to /an 

organisation/brand /as /evidenced /in /cognitive, /emotive, /and /behavioural /acts 

outside /of the /purchase /circumstance was its previous definition. Customer 

engagement cannot be fully measured by cognition, emotion, and behaviour. This study 

thus, used five criteria to characterise customer engagement, however some antecedents 

remain disputed. Customer engagement in this study has five emotional and 

behavioural dimensions: /Identification, /Enthusiasm, /Attention, /Absorption, /and 

/Interaction. These five parameters define consumer involvement, but each has 

antecedents.  

The research needed a five-dimensional measuring approach to determine if customer 

engagement was reflective or formative. A reflecting model generates parameters, 

whereas a formative model generates concepts. A reflective model of customer 

engagement argues that its parameters—Identification, Enthusiasm, Attention, 
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Absorption, and Interaction—cause it. The five parameters are supposed to vary 

together, so changes in one affect the others. Thus, changes in one parameter affect all 

five suggested parameters. 

Figure 3.1: The Proposed Conceptual Framework  

 

3.5. Instrument Design 

A research instrument, scale, or questionnaire is a crucial part of the study. The 

researcher will not be able to gather the essential information for the study if an 

appropriate questionnaire is not created. There will be no reliable conclusions drawn 

without the right information. So, one of the foundations of good research is crafting 

the questionnaire to ask relevant questions. The present scale was meticulously 

developed bearing in mind the study's objectives. It would aid in data collection 

touching upon every angle of the study.  
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3.5.1. Questionnaire Sectioning 

For the present study, the questionnaire for recording the respondents' responsestis 

dividedtinto threetparts: 

ParttI: Thistsectiontincludes questions (first six questions of the questionnaire) that 

recorded the demographic details of the respondents. It had variables of age, gender, 

educational qualification, occupation, state and, Railway Zone, wherein the scales of 

questions were either dichotomous or multiple choice.   

Part II: This section includes the screening questions (next five questions), that helped 

in qualifying a respondent for the present study. Five such questions were asked, which 

added to describing the respondents of the study. The first screening question clarified 

the fact whether the respondent had prior availed of the services of Indian Railways. 

Insinuating that the respondent was aware of the services provided by Indian Railways. 

The considered respondents for the study must have purchased a railway ticket for any 

destination from one of the sources of purchase (ticket counter, travel agent, travel 

website or IRCTC). Thus, the next two questions directed at the same were included, 

which helped in describing them as customers of Indian Railways. As the present study 

focuses on social media platforms it is necessary to lknow lthe lexposure landl 

awareness lof lthe lrespondents lto lthe lsocial lmedia lplatforms land lwere lalso laware 

of lthe lsociall media lhandles lof lIndian lRailways. Thus, the next two questions deal 

with the same in the form of multiple choice.  

Part III: The last part had statements measuring the factors/parameters, and a five-point 

Likert scale was utilised to get responses from the respondents with ‘strongly agree’ 

being represented by 5, t ‘agree’trepresented byt4, t ‘neithertagree nortdisagree’tbeing 

representedtby 3, t ‘disagree’tistrepresented byt2 and, tt‘stronglytdisagree’tbeing 

representedtbyt1. Thetstatements to measure the variables/factors/parameters/constructs 

were adapted from the literature, and the details of the said literature are illustrated in 

Tableg3.1: 

Tableg3.1: Factors and sources of the statements 

Factors Literature adapted from 

Identification Gogoi, M. 2014; Ashforth and Mael, 1989; So et al., 2014 

Enthusiasm Vivek, 2009; Gogoi, M. 2014; So et al., 2014 

Attention Vivek, 2009; Gogoi, M. 2014 
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Absorption Gogoi, M. 2014; So et al., 2014 

Interaction 
Gogoi, M. 2014; So etgal., 2014; WiertzgandgdegRuyterg (2007); 

Algesheimer etgal., 2005 

 

3.5.2. Construction of the Questionnaire 

Table 3.2 illustrates lthe lnumber lof lquestions/statements lincluded lin lthe lthree parts 

of lthe lfirst ldraft lof the questionnaire. The next stage in constructing the questionnaire 

was to seek the face validity of the same from academicians and industry professionals 

once the first draft had been finished.  

Table 3.2: Elucidation of the questionnaire (Prior Face Validity) 

Section of the questionnaire 
Number of 

Questions/Statements 

Part I (Questions related to demographic variables) 6 

Part II (Screening questions) 5 

Part III (Statements related to the factors/parameters) 36 

 

Early feedback from academics and professionals in the field was integrated into the 

questionnaire's design. Either some statements were removed or others were altered to 

accommodate the changes made to the questionnaire. Part III of the questionnaire was 

revised to incorporate the feedback received, with a corresponding reduction in the 

number of questions. The revised and final details of the same are illustrated ingTable 

3.3. 

Tableg3.3: Elucidation of the questionnaire (After Face Validity) 

Section of the questionnaire 
Number of 

Questions/Statements 

Part I (Questions related to demographic variables) 6 

Part II (Screening questions) 5 

Part III (Statements related to the factors/parameters) 29 

Division of Part III Number of 

Statements Factor Antecedent 

Identification 
Self-identity & brand personality 3 

Rapport 2 
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Relevancy 2 

Enthusiasm Brand Information 4 

Attention 
Motivationalgalliance 2 

Customergfriendlygbehaviourt 3 

Absorption 

Brandgbelongingnessg g 2 

Attitudet 2 

Dearnessgandgbondingt 2 

Interaction 

Socialggroupginteractiong& 

consciousnesst 
3 

Brandgcocreationt 2 

Accommodative esponset 2 

 

3.6. Scopetof thetstudy 

The present study is confined to the social media handles of Indian Railways, with 

exposure and awareness of these social media handles among the customers being a 

prerequisite for the study. Further, the customers’ engagement data weretcollectedtfrom 

threetRailwaytzones, viz., EasterntRailway, NortheasttFrontiertRailwaytandtSouth 

EasterntRailway. It encompasses the states of WesttBengal, tSikkim, tMeghalaya, 

Assam, Tripura, tMizoram, tManipur, Nagaland, tand ArunachaltPradesh. 

3.7. Sources of Data Collection 

Both primary (survey questionnaire/instrument) and secondary data will be used in the 

present study. The secondary lsources lof ldata lfor lthe lpresent lstudy lare lmainlyl the 

website lof Indian Railways, blogs, bookmarks, the internet, Academic Journals, 

published or unpublished thesis, magazines, newspapers and reference books etc. 

Primary data – Survey questionnaire for measuring the customer engagement 

parameters. 

Secondary data – Academic journals, published thesis, Website of Indian Railways for 

conceptual model formulation and streamlining the sampling technique. 

3.8. Population 

Based on the data provided by the Indian Railways Annual Report 2021 and, the limited 

movement due to the pandemic regulations, only three out of seventeen Railway Zones 

were considered for the study. These three zones are Eastern Railways, Northeast 
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Frontier Railways and South Eastern Railways and collectively represent the north-

eastern part of India. Figure 3.2 denotes thetsequence oftstreamlining thetpopulation for 

thetstudy.  

Figuret3.2: Flowchart to determine the population of the study 

 

3.9. Universe 

Due to the pandemic scenario which resulted to a limited movement and contact of 

individuals, only three Railway Zones for the study were selected. Geographically, the 

state of West Bengal was targeted, but as per the Railway Zone demarcation by the 

Indian Railways (based on their operations), West Bengal itself is divided into three 

zones viz., Eastern Railway, Northeast Frontier Railway and South Eastern Railways. 

Under these three zones the Northeast Frontier Railway Zone included the whole 

geographical states of the Northeast India i.e., Sikkim, Meghalaya, Assam, Tripura, 

Mizoram, Manipur, Nagaland, and Arunachal Pradesh. Both Eastern Railways and 

South Eastern Railways included certain geographical areas of the neighbouring states 

of West Bengal. As these states had lesser geographical representation compared to 

West Bengal in Eastern Railway and South Eastern Railway zones, these states were 

not considered for the study. Thus, the final Railway Zones considered for the study 

were Eastern Railway, Northeast Frontier Railway and South Eastern Railways which 

1
• Customers of Indian Railways.

2

• Customers belonging to the states of West Bengal, Sikkim, Assam,
Manipur, Tripura, Nagaland, Arunachal Pradesh, Meghalaya, and
Mizoram, i.e., the three Railway zones of Eastern Railway, Northeast
Frontier Railway and South Eastern Railways.

3

• Customers with minimum exposure to social media platforms of
Facebook/Twitter and practices of customer engagement.

4

• Customers of Indian Railways who have purchased a Railway Ticket
for any destination.
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geographically encompassed the states of lWest lBengal, Sikkim, lMeghalaya, lAssam, 

Tripura, lMizoram, lManipur, lNagaland, land Arunachal Pradesh.  

Hence, the sampling universe includes the population of the nine states of WesttBengal, 

Sikkim, tMeghalaya, tAssam, tTripura, tMizoram, tManipur, Nagaland, tandtArunachal 

Pradesh. 

3.10. Sample size 

Collecting data from the whole population is next to impossible considering the 

constraining factors of money, time, approachability, and other relevant resources. 

Thus, data were collected from a sample which was representative of the population 

under consideration. The sample size for the study was calculated keeping in mind the 

total population of the nine states, i.e., approximately 135,636,000, at a 95%tconfidence 

leveltand 4%tmargin ofterror. Thetconfidence level here represents the range within 

which the respondents’ responses will be expected. The margintof errortis a percentage 

that showsthow muchtour surveytfindings representtthe population. Thetlower the 

margin of error, the closer we are to a precise answer. The sample size for the study 

was calculated using the Bayesian A/B Testing method.  

                   

            Sample Size formula = 

 

 

The above formula was applied to calculate the sample size, where,  

z = lz-score. lThel number lof lstandard ldeviations lin la lgiven lproportion lis laway 

froml the lmean. 

p = lstandard lof ldeviation. The lconfidence llevel that lthe population lwould lselect 

an lanswerl withinl a lcertain lrange. 

e = lmargin lof lerrorl (percentage lin ldecimall form). The lpercentage ltells lhow 

muchl tol expectl the lsurvey lresults lto lreflect lthe lviews lof lthe loverall lpopulation. 

N =l populationl size. The ltotal lnumber lof lpeople lin the lgroup lyou're trying lto 

study. 

As the confidence level is at 95%, its corresponding z-score is 1.96, for the study. Upon, 

calculation the proposed sample size for the present study was 601. 
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3.11. Sampling Technique  

The sampling for the study was addressed under two sections. Convenience lsampling 

method lwas lused tol lidentifyl the lrespondentsl of thel study, due to lthe geographical 

proximity, availability, and willingness of the respondents (given the pandemic 

restrictions and permissions obtained from individual station/junction).  

Section I 

This section describes the Railway Zones and station/junctions of the study for data 

collection. Due to the pandemic scenario which resulted to a limited movement and 

contact of individuals, only three Railway Zones for the study were selected. 

Geographically, the state of West Bengal was targeted, but as per the Railway Zone 

demarcation by the Indian Railways (based on their operations), West Bengal itself is 

divided into three zones viz., Eastern Railway, Northeast Frontier Railway and South 

Eastern Railways. Under these three zones the Northeast Frontier Railway Zone 

included the whole geographical states of the Northeast India i.e., Sikkim, Meghalaya, 

Assam, Tripura, Mizoram, Manipur, Nagaland, and Arunachal Pradesh. Both Eastern 

Railways and South Eastern Railways included certain geographical areas of the 

neighbouring states of West Bengal. As these states had lesser geographical 

representation compared to West Bengal in Eastern Railway and South Eastern Railway 

zones, these states were not considered for the study. Thus, the final Railway Zones 

considered for the study were Eastern Railway, Northeast Frontier Railway and South 

Eastern Railways which geographically encompassed the states of lWest lBengal, 

Sikkim, lMeghalaya, lAssam, lTripura, lMizoram, lManipur, lNagaland, land Arunachal 

Pradesh. l The following stages were adhered to identify the major stations/junctions 

and the distribution of respondents. 

Stage 1 - On the basis of geographical areas, of the total seventeen Railway Zones,  the 

considered zonestof IndiantRailways were EasterntRailway, Northeast Frontier Railway 

andtSouthtEastern Railways (which was done due to the prevalent pandemic scenario 

and limited movement and contact brought about by lockdowns). The study covered 

the Indian states of WesttBengal, tSikkim, tMeghalaya, Assam, tTripura, tMizoram, 

tManipur, tNagaland, andtArunachaltPradesh. 

Stage 2 - The major junctions and stations were identified based on the frequent train 

routes for both long-distance passenger and local passenger train routes. The junctions 
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and stations having a higher footfall of passengers, based on the Indian Railways 

Annual Report 2021, were only considered.  

Stage 3 – According to table 3.4, there are a total of 1,063 stations and junctions under 

Eastern Railway, Northeast Frontier Railway and South Eastern Railways. The 

pandemic restrictions had lowered this number to seventy-three stations/junctions that 

were operational during that time. Of the identified seventy-three junctions and stations, 

twenty-seven major junctions and stations were selected based on passenger traffic. 

According to the data provided by the Indian Railways Annual Report 2021, the busiest 

year for the Indian Railways was 2011-12. According to the same report, suburban 

services and short-distance travellers drove most of the passenger traffic. A rising 

percentage of young individuals entering the job found train services inconvenient. The 

lengthy lines, packed trains, and dirty surroundings were found to be intolerable. Safety 

and security concerns and irregular timing were some of the prevailing issues. 

Mosttshort-distancettravellers andtmetropolitan officetworkers weretditchingtthe trains 

fortalternate transit options. Reserved travellers who travelled long distances and had 

no other alternatives than aeroplanes continued to grow. Most oftthetdrop-in 

passengertservices in thetpast fiscaltyear occurredtin seventzones. This 

includestEasterntRailwayt (40.5 million), NortherntRailwayt (26.7 million), 

SoutherntRailwayt (23.9 million), tNortheast FrontiertRailwayt (23.7 million), 

SouthtCentraltRailway (23.7 million), tand East CentraltRailway (17 million). tThis 

showstthat the droptin passengerttravel with IndiantRailways was widespread and while 

factoring in the pandemic scenario of 2019-2022 there was expected to be a drastic drop 

in the response rate in all the three zones of Eastern Railway, Northeast Frontier 

Railway and South Eastern Railways. 

Table 3.4 gives an overview of the states and number of stations/junctions currently 

present under the three zones of Eastern Railways, Northeast Frontier Railways and 

South Eastern Railways.  
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Table 3.4: Overview of the number of stations/junctions under the three zones of 

Indian Railways and the number of stations/junctions considered for the study 

Railway 

Zone 

Total 

Number of 

Stations/jun

ctions 

States Under 

the Zone 

Number of 

stations/junctions 

considered for the 

study based on the 

passenger traffic 

States 

considered 

for the study 

Eastern 

Railways 
212 

Parts of West 

Bengal, 

Jharkhand and 

Odisha 

6 West Bengal 

Northeast 

Frontier 

Railways 

547 

Sikkim, tAssam, 

tManipur, 

tTripura, 

Nagaland, 

ttArunachal 

Pradesh, 

Meghalaya, and 

Mizoramtand, 

partstof West 

Bengaltand 

Bihart 

13 

West Bengal, 

Sikkim, 

Assam, 

Manipur, 

Tripura, 

Nagaland, 

Arunachal 

Pradesh, 

Meghalaya, 

and Mizoram 

South 

Eastern 

Railways 

304 

Parts of 

Jharkhand, 

Odisha and 

West Bengal 

8 West Bengal 

Figure 3.3 illustrates the segregation of the junctions/stations of each Railway Zone 

from where data was collected.  Due to the pandemic scenario and the limited long-

distance passenger trains, there was a lower number of stopage in between the 

beginning and ending stations. Based on it, the stations/junctions which had the most 

passenger traffic were selected for the study. Twenty-seven such stations were 

identified from the data provided by the Indian Railways Annual Report 2021. 
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Figure 3.3: Junction/Station segregation based on Railway Zone 

         

    INDIAN RAILWAYS     

          

          

 Eastern Railways  Northeast Frontier 

Railways 

 South Eastern 

Railways 

 

 • Howrah Junction 

(HWH) 

• Asansol Junction 

(ASN) 

• Durgapur Railway 

Station (DGR) 

• Sealdah Railway 

Station (SDAH) 

• Malda Town Station 

(MLDT) 

• New Farakka Junction 

(NFK) 

 

 • New Jalpaiguri Junction 

(NJP) 

• New Cooch Behar 

Junction (NCB) 

• Alipurduar Junction 

(APDJ) 

• Guwahati (GHY) 

• Kamakhya Junction 

(KYQ) 

• Lumding Junction (LMG) 

• Dibrugarh (DBRG) 

• Silchar (SCL) 

• Dimapur (DMV) 

• Ghumto Railway Station 

(GMTO) 

• Bhalukpong Railway 

Station (BHNG) 

• Dharmanagar Railway 

Station (DMR) 

• Bhairobi railway Station 

(BHRB) 

 • Kharagpur Junction 

(KGP) 

• Midnapore (MDN) 

• Santragachi 

Junction (SRC) 

• Panskura Junction 

(PKU) 

• Shalimar (SHM) 

• Tamluk (TMZ) 

• Haldia (HLZ) 

• Digha (DGHA) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    

    

    

    

    

    

    

    

    

    

    

    

    

    

  

 

 

 

 

 

 

 

 

 

 

  

Section II 

Fortselecting thetrespondents, at non-probability tconvenience tsampling technique 

wastadopted for thetcurrent exploratorytstudy (Tull &tHawkins, 1993, tp. 544). 

However, anteffort wastmade totinclude respondentstacross differenttdemographic 

variables totmake the sample representative. Passengers waiting on the platforms for 

their respective trains were then approached with a structured questionnaire and their 

responses were recorded through online mode. Hence, convenience sampling was 
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adopted to approach such passengers and those who were willing to participate in the 

study. The sample was collected from the states of WesttBengal, Sikkim, tAssam, 

Manipur, tTripura, tNagaland, tArunachaltPradesh, Meghalaya, tand Mizoram.  

As the sample size for the research study was nearly 601 respondents, convenience 

sampling was administered to collect data from the three Railway Zones according to 

Table 3.5. The total lsample size was initially divided linto lthree lgroups l (as lthere 

are three Railway Zones). Following which the resultant individual sample division was 

divided lby lthe lnumberl of lstation/junctionsl considered in each individual Railway 

Zone. 

Tablel 3.5: Segmentation of the sample based on zones, state and, 

station/junction. 

Railway 

Zone 
States Station/Junction 

No. of 

Respondents 

Eastern 

Railways 
West Bengal 

Howrah Junction (HWH) 32 

Asansol Junction (ASN) 32 

Durgapur Railway Station 

(DGR) 
32 

Sealdah Railway Station 

(SDAH) 
32 

Malda Town Station (MLDT) 32 

New Farakka Junction (NFK) 32 

Northeast 

Frontier 

Railways 

West Bengal and 

Sikkim 

New Jalpaiguri Junction (NJP) 17 

New Cooch Behar Junction 

(NCB) 
16 

Alipurduar Junction (APDJ) 16 

Assam and 

Meghalaya 

Guwahati (GHY) 16 

Kamakhya Junction (KYQ) 16 

Lumding Junction (LMG) 16 

Dibrugarh (DBRG) 16 

Silchar (SCL) 16 

Nagaland and 

Manipur  
Dimapur (DMV) 16 
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Tripura 
Dharmanagar Railway Station 

(DMR) 
16 

Arunachal Pradesh 

Ghumto Railway Station 

(GMTO) 
16 

Bhalukpong Railway Station 

(BHNG) 
16 

Mizoram 
Bhairobi railway Station 

(BHRB) 
16 

South 

Eastern 

Railways 

West Bengal 

Kharagpur Junction (KGP) 25 

Midnapore (MDN) 25 

Santragachi Junction (SRC) 25 

Panskura Junction (PKU) 25 

Shalimar (SHM) 25 

Tamluk (TMZ) 25 

Haldia (HLZ) 25 

Digha (DGHA) 25 

 

The datatwas collectedtthrough onlinet (Google forms) mode as per the comfort level of 

the respondents and the no contact guidelines of the pandemic situation. The data 

collection was continued until respondents encompassed all the states considered for 

the study. A total of 838 prospective respondents were approached. Out of those, 601 

respondents had completed the questionnaire response. As reiterated prior, the data was 

collected from respondents belonging to the nine states considered for the study. 

3.12. Content Validity of thetquestionnaire 

To assesstcontenttvalidity, authorities with an understanding of the construct's subject 

were asked. Through these experts' opinions on the contents, wordings, and whether 

questions measured the construct, the statements' efficiency was determined. With their 

guidance, the study's construct was revised. Brod et al. (2009) mention a standardised 

questionnaire's content validity has two goals. First, to determine whether the scale is 

trustworthy and meaningful to participants. Second, to determine whether the measure 

covers all locations. Before presenting the survey questions, they were tweaked and 

amended based on the study's concept. On the basis of their comments, the survey items 

are modified/reconstructed.  
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These items and statements were validated by the senior officials of the three Railway 

Zones (Northeast Frontiers Railways, Eastern Railways and South Eastern Railways), 

who handled and posted on the social media handles of Indian Railways. As such the 

questionnaire was presented to two General Managers and fourteen Divisional Railway 

Managers (ADRM) to ensure that responses will give the correct direction in this 

research. A summarylofl the lofficialsl is lrepresented lin lTablel 3.6. 

Tablel3.6: Designation of officials who responded to the questionnaire validation. 

Sl. No. Name Designation 

1 Shri  S.K.Choudhury Divisional Railway Manager (DRM) 

2 Shri Dilip Kr. Singh Divisional Railway Manager (DRM) 

3 Shri. V.K. Srivastava Divisional Railway Manager (DRM) 

4 Shri  J.S.Lakra Divisional Railway Manager (DRM) 

5 Shri Bijaya Kumar Mishra Divisional Railway Manager (DRM) 

6 Shri Manish Jain Divisional Railway Manager (DRM) 

7 
Mr. Sheelendra Pratap 

Singh 

Divisional Railway Manager, Eastern 

Railway, Sealdah (DRM) 

8 Shri Permanand Sharma Divisional Railway Manager/Asansol (DRM) 

9 Mr. Yatendra  Kumar Divisional Railway Manager / Malda (DRM) 

10 Sri Vijay Kumar Sahu DRM Chakradharpur 

11 Radhey Raman Divisional Railway Manager(SAG) (DRM) 

12 Sanjeev Kishore Divisional Railway Manager(SAG) (DRM) 

13 P.K. Jain Divisional Railway Manager(SAG) (DRM) 

14 Prasant Mishra Divisional Railway Manager(SAG) (DRM) 

15 Shri Anshul Gupta General Manager (GM) 

16 Chahatay Ram General Manager (HAG+) (GM) 

All professionals received a questionnaire copy. Once they responded with "keep," 

"reject," or "modify" for different statements/items, the experts' opinions were 

followed. As suggested, some statements were amended or eliminated, but most 

remained. After incorporating recommendations into the new questionnaire, pilot 

testing followed. Respondents' answers tested the questionnaire's internal validity. 
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3.13. Pilot Study 

Next, the questionnaire was pretested to establish internal consistency. As such, 10% 

of respondents completed a prototype questionnaire for clarity (Bajpai 2011; Connelly 

2008). lRespondents lwere lrequested to lfill loutl the lquestionnaire lto lremove 

problems. The prototype questionnaire's phrasing was also revised. Thus, the final 

research questionnaire document was created. 

In the next section of the study, the internal reliability is measured in order to get 

authentic and right results. Cronbach's alpha measures an instrument's internal 

reliability. IflCronbach's lalpha is lless lthan l0.7, it's regarded as unacceptable (Cortina, 

1993). All factor/parameter in this study was Cronbach's alpha-tested. Internal 

reliability data was acquired from 60 respondents, who largely represented the study's 

sample frame. 

Table 3.7: Internal Consistency (Cronbach alpha) (Reliability Analysis) 

VARIABLES CRONBACH ALPHA 

Identification 0.819 

Enthusiasm 0.856 

Attention 0.743 

Absorption 0.850 

Interaction 0.809 

 

As the internal reliability of the instrument was established at more than 0.7 criteria 

(Table 3.7) of Cronbach’s Alpha, the next step to collect data from the respondents was 

done.  

3.14. Statistical tools  

Appropriate statistical tools should be used to analyse data and to further interpret the 

result. Table 3.8 and Table 3.9 illustrates the statistical tools used in the present study. 
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Table 3.8: Objective-wise statistical tool of the study 

Sl. No. OBJECTIVE TOOL AND TECHNIQUE 

1 

To identify a customer engagement 

framework for Indian Railways through 

Bibliometric Analysis.  

Bibliometric analysis  

2 

Tog determineg thet factorst  affecting 

customert engagement towardst the 

servicest of Indiant Railways on 

socialtmedia handles. 

Factor Analysis 

3 

To study theginfluencegof demographics 

ong customerg engagement towards the 

servicesgof Indian Railwaysg on social 

media handlesg g 

Demographic analysis, 

ANOVA, Pearson Correlation 

Coefficient  

 

 Table 3.9: Hypotheses-wise statistical tool of the study 

The objective of our 

Study 
Proposed Hypotheses 

Statistical 

Tools 

adopted 

Objective 1: To 

identify a customer 

engagement framework 

for Indian Railways 

through Bibliometric 

Analysis. 

  

Bibliometric 

Analysis 

Objective 2: “To 

determine the factors 

affecting customer 

engagement towards the 

services of Indian 

Railways on social 

media handles.” 

H10: There is no significant difference 

among the respondents belonging to 

different “Railway Zones” regarding 

customer engagement on social media 

handles of Indian Railways. 

Factor 

Analysis 
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Objective 3: “To study 

the influence of 

demographics on 

customer engagement 

towards the services of 

Indian Railways on 

social media handles.” 

H20: There /is /no /significant /difference 

/among /the /respondents /belonging /to 

different “Railway Zones” regarding 

customer engagement on social media 

handles of Indian Railways. 

One-way 

ANOVA 

H30: /There /is /no /difference in the 

population /means /of /all /gender /groups 

regarding customer engagement on social 

media handles of Indian Railways. 
 
H40: /There /is /no /difference /in /the 

/population /means of /all /educational 

qualification groups regarding customer 

engagement on social media handles of 

Indian Railways. 

H50: /There /is /no /difference /in /the/ 

population /means /of/ all /occupational 

/groups regarding customer engagement on 

social media handles of Indian Railways. 

H60: /There is no difference in the 

population means of all Railway Zones 

regarding customer engagement on social 

media handles of Indian Railways. 

H70: /There /is /no /correlation /between 

/the /factors /of /customer /engagement /for 

Eastern /Railways. 
 

Pearson 

Correlation 

Coefficient 

H80: There /is /no /correlation /between 

/the /factors /of /customer /engagement /for 

Northeast /Frontier Railways. 

H90: /There /is /no /correlation /between 

/the /factors /of /customer /engagement /for 

South /Eastern Railways. 
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4. DATA ANALYSIS 

AND   

INTERPRETATION  
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The term "datum" is used to describe data in its most basic form, without any sort of 

organization or interpretation. It's impossible to exhaust the universe's worth of data, 

yet there are data everywhere. The term "data analysis" refers to the method of assessing 

information by breaking it down into its constituent parts and analyzing them logically.  

4.1. OBJECTIVE 1 - To identify a customer engagement framework for Indian 

Railways through Bibliometric Analysis. 

The bibliometric analysis measures the quality and trends of knowledge. This method 

studies collected conceptions, not concepts themselves. Bibliometric_analysis is_useful 

for deciphering_and mapping thePcumulative scientific>knowledge and evolutionary 

nuances of well-established:fields by making sense of large”volumes of unstructured 

data inKrigorous ways. It's needed to manage scientific research and formulate policies. 

The researchers analysed regional research findings to international standards or 

documented research history using the bibliometric method. As such, this approach was 

up taken for the current research so as to map the different existing models for 

measuring customer engagement and to come up with a model of the same for 

measuring the customer engagement by Indian Railways towards their social media 

handles.  

4.1.1. Data Collection  

Digital Science's Dimensions research data platform was used to collect bibliographic 

information on customertengagement on socialt media handles of government and 

public services. This platform includes grants, articles, citations, clinical trials, and 

patents. This analysis covered 2010-2022. 

In this work, we used VOSviewer to compare keywords and bibliographic mappings. 

"Altimetric" measures research's influence by looking at how it's discussed on social 

media. Altimetric quantify the impact of individual research papers. No prior research 

has employed altimetric for bibliometrics or to assess government and public service 

consumer interaction on social media handles. Here's how we adapted SPAR-4-SLR 

for systematic literature reviews as depicted in Figure 4.1.  

Due to its stringency, the SPAR-4-SLRtreviewtprotocol was chosen over other 

protocols like the PRISMAtprotocol, whichtwas developedtin thetfield oftpuretscience. 

SPAR-4-SLRtconsisted of threetdistinct phases: preparation, execution, and review 

(Figure 4.1).  
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For this study, the time frame considered is 2010-2022. Such a time frame was 

considered as there was a substantial rise in studies related to government services 

concerning service quality, marketing and most important the acceptance and 

implementation of digital strategies and digital services within the government services. 

Figure 4.1: Adapted SPAR-4-SLR Protocol Stages  

 

To get started, the term “Customer Engagement” was used to search the database, 

yielding 29,193 articles. Further search with "Social Media" keywords reduced the 

number of articles to 18,044. The study's final keywords were "Customer Engagement," 

"Social Media," “Government Services,” and “Conceptual model”.  Table 4.1 illustrates 
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the summary of the keyword search and the initial number of articles for further analysis 

(Stage 2 of Figure 4.1).  

Table 4.1.1: Summary of articles based on keyword search (Stage 2 of Figure 4.1) 

Keywords No. of Articles 

“Customer Engagement” 29,193 

“Customer Engagement” tAND t “Social Media” 18,044 

“Customer Engagement” tANDt “Social Media” AND 

“Government Services” 

6,747 

“Customer Engagement” AND “Social Media” AND 

“Government Services” AND “Conceptual Model” 

2,489 

The data retrieved was further screened based on language and the removal of 

duplicated articles (Stage 4 of Figure 4.1). Table 4.1.2 elucidates the Stages 1,2,3 and, 

and 4 of the SPAR-4-SLR protocol adapted for this study. Thus in Stage 1 – The 

Dimensions database was searched using the initial keyword of “Customer 

Engagement”. It listed a total of 29,193 articles. Stage 2 – The articles were then 

screened using the specific keywords mentioned in Table 4.1.1. This limited the article's 

number to 2,489. Stage 4 – Finally the duplicates were removed, articles in the English 

language were considered and the time period was set within 2010-2022, which yielded 

the final set of articles for the study. A final set of articles for bibliometric analysis was 

found to be 2,244 after the whole process. Table 4.1.2, further illustrates the retrieval 

process. 

Table 4.1.2: Data retrieved after screening based on language and removal of 

duplicated articles based on the SPAR-4-SLR protocol 

Stage 1 - Identification Documents retrieved from the Dimensions 

database using only the keyword “Customer 

Engagement” 

29,193 

Stage 2 - Acquisition Screened documents on the basis of the selected 

Keywords as seen in Table 4.1.1. 

2,489 

Stage 4 - Purification Removal of Duplicates and limiting the study to 

the time period of 2010-2022 and English 

language 

2,244 

 
Final set of articles for bibliometric analysis 2,244 
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4.1.2.  Distribution of articles 

4.1.2.1.  Year-wise distribution of articles 

If we break down the publications by year, we find that 2018 had the highest number 

of publications related to this research area. A summary of article distribution is 

depicted in Table 4.1.3, with its graphical representation shown in Graph 4.1.  

Table 4.1.3: Trends of publication as year-wise distribution 

Publication Year Publication No. 

2010 16 

2011 47 

2012 82 

2013 75 

2014 170 

2015 121 

2016 139 

2017 255 

2018 699 

2019 190 

2020 203 

2021 207 

2022 40 

In the past decade, research has steadily increased until the year 2018, which may be 

contributed to the widespread adoption of digital platforms by government agencies for 

information dissemination. As the keyword search was limited to only “Conceptual 

model”, the sharp decline following 2018 depicts the adoption and inclusion of various 

social media.  
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Graph 4.1: Year-wise distribution of publications 

4.1.2.2. Country-wise distribution of articles 

It has been suggested that a breakdown of published works by country is crucial for 

gauging the global fervour of scientific research. 

Table 4.1.4: Trends of publication as country-wise distribution 

Sl. No. Country Total Citations 

1 United States 4997 

2 Spain 1406 

3 United Kingdom 487 

4 Netherlands 439 

5 Greece 412 

6 Mexico 369 

7 Canada 368 

8 Italy 312 

9 South Korea 279 

10 Denmark 264 

11 Malaysia 244 

12 Australia 241 

13 India 196 

14 Germany 168 

15 China 157 
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Table 4.1.4 shows tthat tthe ttop t15 tnations twith tthe thighest tnumber tof citations 

are all either country that has conducted research on this topic or countries that have 

contributed writers. So far, the United States has reported the highest number of 

citations, followed by Spain and the United Kingdom. 

4.1.2.3. Journal-wise distribution of articles 

The purpose of this category was to identify the academic journals that most often 

publish studies on Customer engagement in social media platforms related to 

government services. As more than fifty such journals were found for this study the top 

fifteen journals are included in Table 4.1.5.  

Table 4.1.5: Trends of publication as journal-wise distribution 

Journal Name No. of archived Articles 

Government Information Quarterly 3373 

Public Administration Review 1440 

Choice 1226 

Lecture Notes In Computer Science 535 

SSRN Electronic Journal 416 

Journalg Of Publicg Administration ResearchgAnd 

Theoryg g g g 

380 

Computers In Human Behavior 374 

Information Polity 332 

Public Relations Review 331 

Mis Quarterly 324 

New Media & Society 314 

TransforminggGovernmentgPeoplegProcess 

AndgPolicy 

306 

The American Review Of Public Administration 290 

Public Administration 287 

Information Communication & Society 262 

Both Government Information Quarterly and Administrative Review are among the 

most-cited academic periodicals. Nonetheless, it is important to highlight that most of 

these journals are government journals and administrative review journals. 
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4.1.2.4. Areas of Research 

The summary represented in Graph 4.2 makes it abundantly evident that most of the 

research has been done in the realm of human society, specifically concerning the 

implementation of policies for customers and the implementation of digital platforms 

on which these policies are disseminated. Subsequently, research focused on social 

media platforms, specifically on how to address government and user security concerns 

were conducted. Even while it was expected that government agencies would utilize 

social media for information transmission, it has been used to increase knowledge about 

different sectors, the health and well-being of residents, and how to communicate with 

them. 

Graph 4.2: Outline of Different Research Areas 

 

The highest tnumber tof tstudies thas been tconducted tin trespect tto tthe thuman 

society at large (693), followed by information and computing sciences (384), and 

commerce, management and tourism (106). Also studies have been conducted in 

language, communities and culture (96), law and legal studies (87), history and 

archaeology (64), economics (63), technology (50),  education (17), built environment 

and design (16), medical sciences and health sciences (11) and engineering (11). 
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4.1.3. Bibliometric Coupling 

Bibliographic coupling employs citation analysis to determine document similarity. 

Bibliographic coupling happens when two works cite the third work. It suggests that 

the two works may be related. 

4.1.3.1. Bibliometric coupling based on documents 

Bibliographically coupled documents are those that share a common citation source. A 

measure of the "coupling strength" between two papers is the number of shared citations 

between them. For this study, the minimum of articles referencing the same article was 

capped at ten. Out of a total of 2244 articles, only 403 such articles were substantial 

enough to warrant capping. Table 4.1.6 displays the top ten most referenced articles on 

this kind of bibliometric coupling. 

Table 4.1.6: Top ten most bibliometric coupled documents. (Threshold = 10) 

Sl. No. Document Citations 

1 Stamati (2015) 91 

2 Arshad (2020) 74 

3 Medaglia (2017) 62 

4 Depaula (2018) 60 

5 Hollebeek (2017) 25 

6 Centeno (2017) 14 

7 Gupta (2017) 13 

8 Narayanan (2017) 13 

9 Bhat (2017) 13 

10 Feltosa (2017) 13 

Accordingly, among the top three the article by Stamati, 2015 has been referenced in 

91 articles, followed by Arshad, 2020, which is referenced in 74 articles and then by 

Medaglia, 2017, which is referenced in 62 articles.  

4.1.3.2. Bibliometric coupling based on sources 

To establish the bibliometric coupling of sources, a capped threshold of five documents 

referencing the same source and having a minimum of ten citations was considered. A 

total of 401 articles were found to have five same referenced sources, but only 36 such 
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articles were present with ten citations. Table 4.1.7 shows the top ten referenced 

sources. 

Table 4.1.7: Top ten most bibliometric coupled sources. (Threshold = minimum 5 

documents with 10 citations) 

Sl. No. Source Documents Citations 

1 
Global Encyclopaedia of Public 

Administration 
66 4886 

2 
Public Administration and Information 

Technology 
41 584 

3 SSRN Electronic Journal 35 164 

4 Contemporary Issues in Social Media 15 109 

5 
Routledge Handbook on information 

technology in Government 
13 53 

6 Transforming Government People 11 493 

7 Information Polity 10 496 

8 International journal of Electronic 7 86 

9 
International Journal of Public 

Administration 
7 70 

10 Public Management Review 5 95 

 

Describing the top three, the most cited source in the documents was that of the Global 

Encyclopaedia of Public Administration (total citations of 4886), which was cited 66 

times within the 2244 selected documents. It was followed by Public Administration 

(total citations of 584), with 41 citations within the 2244 documents and SSRN 

Electrical Journal (total citations of 164 citations) with 35 citations within the 2244 

documents.  

4.1.3.3. Bibliometric coupling based on authors 

When the reference lists of two authors' combined works include a reference to the same 

document, we say that they are bibliographically coupled, and the strength of this 

coupling grows as the number of citations to other documents they share increases. If 

we define an author's cumulative reference list as the multiset union of the publications 

on which they have collaborated, then we can say that the 
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authorpbibliographicpcoupling strengthpof twopwriters (or, pmore correctly, pof 

theirpcollected works) is equal to the sizepof thep multiset intersectionpof 

theirpcumulativepreference lists. p 

A limit of five documents, with ten citations, was set i.e., documents with five 

collaborating authors and having a minimum of ten citations. A total of 20 authors were 

deemed to have achieved this threshold. Table 4.1.8 enlists the top ten such authors. 

Table 4.1.8: Top ten most bibliometric coupled sources. (Threshold = minimum 5 

authors with 10 citations) 

Sl. No. Source Documents Citations 

1 Feenaghty, B. 28 198 

2 Gerrand, P 28 22 

3 Reddick, Christopher G 14 650 

4 Gil-Garcia, J.R. 10 776 

5 Bolivar, M 7 60 

6 Gusuela, B 6 103 

7 Metallo, C 6 98 

8 Janssen, M 6 192 

9 Khan, G. F. 5 211 

10 Nam, T 5 328 

 

The most bibliometric coupled author was B. Feenaghty (Executive Editor, 

Telecommunications Journal of Australia) with 28 publications, and 198 citations 

followed by P. Gerrand (from the University of the Watersrand) with 28 publications, 

22 citations and then by  Christopher G Reddick (from The University of Texas at San 

Antonio) with 14 publications and 650 citations.  

4.1.4. Co-citation Analysis 

As a means of defining the backbone of customerpengagement on socialpmedia 

platforms of government services research, a co-citation analysis was performed.  

4.1.4.1. Co-cited references 

This section identifies and categorises highly referenced articles that are used as 

references by articles studying customer engagement on government social media 
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handles. Thus, the groups of related publications uncovered by a co-citation analysis 

are a window into the development of customer engagement study in this research area. 

Using co-citations, we can see that there are three main areas of study that provide 

theoretical support for articles considered for the study: consumer brandpcommunity 

engagement; customerpengagement concepts, pexecution, andpmodels; andponline and 

digitalpcustomerpengagement. Due to the large number of cited articles in this review, 

we set the criterion that a reference is only considered for inclusion if it has been cited 

by at least 20 articles. There are 53 articles about customer engagement thatphavepbeen 

cited morepthan 20 timespby articlespabout customerpengagement on socialpmedia 

platformspof governmentpservices, andpthis network ispdepicted graphically in Fig. 4.2.  

Figure 4.2: Co-citation based on references 

Source: VOSviewer. Author’s representation. Notes: In “this  network  visualisation, 

thet sizet of tthe tnodes trepresentst the tproportional tnumber tof tcitations treceived 

by tthe tarticle trepresentedt by tthat tnode; tlarger tnodes tsignify tmore tcitations. The 

proximity tof tnodes treflectst the tdegreet of tsimilarity tof tpapers thighly tmentioned 

by tother tarticles; tthe tstronger tthe trelationship tbetween tnodes, tthe thigher tthe 
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similarity tof tcustomer tengagement tarticles highly tcited tby tother tarticles tin tthe 

considered tfield tof tstudy.” 

Redpcluster - Consumer BrandpCommunitypEngagement 

The first set is comprised of communication expert pieces focusing on consumer-brand 

community involvement. The cluster's publications offered theoretical and empirical 

insights into the causes and effects of customer engagement in brand communities. 

Insights on how brands might develop customer engagement and cultivateployal 

customerspwerepprovided throughpthe lensp ofp commitment, pinvolvement, pand 

trust, which lay thepgroundwork forpmultidimensional and dynamic research on 

customer engagement. Studies in this subfield of customer engagement have been 

undertaken tprimarily tby” tBowden t (2014), Brodie et al. (2013), tHollebeek (2011a), 

Mollen tand tWilson t (2010), tVan Doorn tet al. t (2010), tand tVivekt ett al. (2014),”all 

of whom are considered to be customer engagement experts.  pA 

professional'spperspective on customerpengagement in the digital realm was provided 

by Mollen and Wilson (2010); the manifestationspof customerpengagement behaviour 

wereprevealed from thepcustomer, brand, andpsocietal perspectivespby VanpDoorn etpal. 

(2010). 

Green cluster - Customer Engagement Concepts, Execution, And Models 

The second set of related references covers the concepts, execution, and models of 

consumer engagement in the context of customer engagement as a whole concept. 

These articles analysed the theoretical viewpoints and empirical findings of customer 

engagement's concepts, execution, and models, aspwell aspthe outcomespthat 

organizations facepas a resultpof engagingpwith consumers, bothpinternallyp 

(employees) and externallyp (clients). Scholarspsuch aspBrodie etpal. (2011), pKumar 

and Pansarip (2016), Kumarpetpal. (2010), PansaripandpKumar (2017), pVerhoef etpal. 

(2010), andpVargo andpLusch (2010) pcontributed significantlypto the 

customerpengagement studiespin this subfield. pFrom thepservice-dominant logicpand 

relationshippmarketing viewspthat are sopimportant topbusinesses, Brodie etpalpp (2011) 

and VargopandpLusch (2009) pestablished the groundwork for customer engagement, 

while Kumar et al. (2010) elucidated the elements ofpcustomer engagementpvalue for 

customers andpcompanies.  
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Blue cluster - Online And Digital Customer Engagement 

The third group comprises references to consumer engagement through the use of 

technology and the web. Several studies have demonstrated the positive effects of 

customer engagement on audiences, including those bypGummerus etpal. (2012), pJahn 

etpal. (2012),”and Kaplan and Haenlein (2010). While Calder et al. (2009) showed that 

online advertising (including social media) is beneficial in boosting customer 

engagement, tAlgesheimer tett al. (2005) emphasised tthe significance of social 

influence in constructing consumer community tengagement. tScholars tincluding 

Algesheimer, tDholakia, tand tHerrmann (2005), Calder, Malthouse, and Schaedel 

(2009), tGummerus tet tal. t (2012), tJahn tand tKunz t (2012), t and tKaplan tand 

Haenlein (2010),”were primarily responsible for compiling the research in this cluster.  

4.1.4.2. Co-cited journals 

Thepnature of journalpcontributions topcustomer engagementp on social 

mediapplatforms of government services research ispfurther illuminated by the network 

of journal research clusters in Figure 4.3. Network analysis reveals six distinct groups, 

each of which represents a different kind of contribution to a publication. 

Figure 4.3: Co-citation based on journals 

Source: VOSviewer. Author’s representation. Notes:“For  each  journal, tthe t size  tof 

the tnodes trepresents tthe tproportional tnumber tof tcitations tits tarticles thave 

tearned; tlarger nodes represent more citations. If two journals are linked, then the 
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articles they quote from each other are likely to be related; if two journals are clustered 

closely together, then the articles they cite from each other are much more likely to be 

related.” 

Green cluster – Government data 

The most prominent cluster of co-cited journals includes publications related to 

government data and related topics. It includes prominent journalst such tas 

Governmentt Information tQuarterly, tThe tAmerican tReview of tPublic 

Administration, tJournal tof tUrban tTechnology, tJournal tof tInformation 

tTechnology tand tSystem tDynamics tReview. 

Yellow cluster – Politics 

The second most prominent cluster of journals deals with political studies. This cluster 

includes journals like Public Administration, Policy Sciences, The Journal of Politics, 

the British Journal of Political Science, and the Journal of European Public Policy. 

Cyan cluster – Public Administration  

The next most prominent cluster includes studies related to public administration and 

related areas. It includes prominent journals like Public Administration Review, Public 

Relations Review, Journal of Public Affairs, and Business Society.  

Red cluster – Ethics 

This cluster of journals includes articles related to the ethics of government policies and 

services. It clubs together prominent journals of Choice, American Political Science 

Review, The Lancet, Journal of Business Ethics, Administrative Science Quarter and 

Public Choice. 

Blue cluster – Marketing Research and Information Technology 

Studies related to marketing research in the domain of government services and policies 

is represented by the blue cluster. It co-cites journals like Behaviour and Information 

Technology, Journal of Marketing, Journal of Marketing Research, Information 

Systems Research, Strategic Management Journal and, Marketing Science. 

Purple cluster – Social Sciences 

The journal included in this cluster includes articles related to the social science aspect 

of government policies, its impacts and analysis. It includes journals like Policy & 
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Internet, Ecological Economics, Antipode, Urban Studies and, Progress in Human 

Geography. 

4.1.4.3. Keyword co-occurrence 

A keywordpco-occurrence analysispwas undertaken topdefine thep knowledge 

generation ofpcustomerpengagement onpsocialpmedia platformspof 

governmentpservices research. This approach clusters writers'particle termspby subject 

similarity. pThe analysis revealed six groupings of customerpengagementpon social 

media platformspofpgovernment services research: customerpengagement as a tool to 

impact consuming behaviours, customerpengagement inpsocialpmedia, 

customerpengagement aspa strategypto gainpcustomers, pvariances in consumer 

engagement behaviour, pcustomerprelationshippmanagement via customerpengagement, 

and customerpengagement in electronic commerce. Figure 4.4 shows the network 

between the six clusters, which contains 73 terms from at least fourteen government 

services publications on social media consumer involvement. Each cluster's explanation 

is built on shared meanings, where keywords are structured to give a cohesive narrative 

explaining the cluster's core and breadth.  Establishing the requirement that keywords 

will be included if they occur in at least five related articles helps select a realisticpset 

ofpclusters forpnetwork visualisationpbased onphow numerouspor notablepcluster 

keywordspare in the dataset, pwhich ispimportant owing to thepmagnitude ofpterms in 

thispanalysis. 

Figure 4.4: Article-keyword co-occurrence 
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Source: VOSviewer. Author’s representation. Notes:“The size of nodes reflects how 

often a keyword occurs in articles; the greater the node, the more often it appears. The 

connection between tnodes trepresents tthe trelevance tof tkeywords tin tarticles, while 

the tproximity tof tnodes treflects tthe tdegreet of tsimilarity; tthe tcloser tthe tnodes, 

the more similar the tkeywords tin tan tarea of study.” 

Red cluster - CustomerpEngagementpAs A Tool TopImpact Consuming Behaviours 

The firstpcluster consists of articlesvthatpfocuspon customerpinteraction to affect 

consuming experiences. Thepco-occurrencepof terms in thispcluster suggestspthat 

research findings in thispcluster studyphow "customer engagement" maypinfluence 

"customer experience" andptheir "consumption behaviour",pincluding "customer 

satisfaction"pand "customer loyalty" whenpcompanies participate inv"co-creation" with 

"service quality"pin diverse sectors suchpas "hospitality" and "tourism" inpnations such 

aspIndia. p 

Blue cluster -pCustomerpEngagement In SocialpMediap 

Thepsecond setpof articles addresses theptopic of socialpmediap interaction with 

customers. Keywords in this cluster imply that the articles within explore how "brands" 

might use "social networks" to boost "brand engagement," "customert engagement," 

and t"socialt mediat marketing" on tplatforms tliket “Facebook” t and t “Twitter”. 

Cyan cluster - CustomerpEngagementpAs A StrategypTo Gain Customersp 

Articles that use customerpengagement as a means to increase client retention make up 

the third group. Thepco-occurrence of terms inpthis clusterpsuggests that studiespin this 

clusterpconsider customerpengagement as a strategypto foster “customer satisfaction” 

andp “trust” inpa bid topensure consumer “commitment” toward theirpbusinesses. 

Green cluster - Variances In Consumer Engagement Behaviour 

The fourth group contains pieces that focus on variations in customer interaction 

strategies. Studies in this cluster share an interest in dissecting genderpdifferences in 

"consumer behaviour," suchpas t"human"t "perception," t"motivation," tpand t"purchase 

tintention," amongpt"female"t andpt"male"t "adult," t includingptas it unfoldspover 

"social network" onpthe "internet," as indicatedpby the co-occurrencepof 

keywordspwithin that cluster. 

Purple cluster - CustomerpRelationshippManagement ViapCustomer Engagementp 
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Based on thepco-occurrence ofpkeywords, itpappears thatpthe studies tin tthis tcluster 

viewt customer tengagement tas tan aspect of "customer relationship management," 

which may take thepform of "public relations" andpmay makepusepof t"artificialt 

intelligence" tto translate such tengagemenp into t"sales." T. Managingprelationships 

with clients is the topic of the fifth group of articles. 

Yellow cluster - CustomerpEngagementpInpElectronicpCommercep 

In thepsixth group ofparticles, researchers analyse the role of customers in online stores. 

Studies in this cluster have a focus on "consumer engagement" aspa "marketing" 

approach for "electronic commerce"pandp"social commerce," whichpmight take the 

shapepof "gamification," using lessons from nations like thepUnited Kingdom. p 

4.1.5. Identified Models from bibliometric analysis 

The following previous theories and models of customer engagement were considered 

for the conceptual model development for the present study: 

1. “A Conceptual Framework for the Process of Engagement (Bowden, 2009a) 

2. Conceptual model of customer brand engagement (Hollebeek, 2010b) 

3. Conceptual Model for the process of customer engagement (Bowden, 2009) 

4. Conceptual Model of consumer engagement and involvement concepts across wine 

outlets (Hollebeek, 2010a). 

5. Conceptual model on customer engagement (Verhoef et al., 2010) 

6. Engagement's Four I's Align With People's Buying Processes (Forrester Research, 

lnc.,2008) 

7. Model of consumer engagement process in a vital brand community (Roderick et 

al., 2011) 

8. Customer Engagement Model, Activities of 4 I’s (Singh et al., 2010)  

9. Conceptual Framework of Consumer Engagement (Vivek, 2009) 

10. A conceptual model for the social influence of Brand Community (Algesheimer et 

al., 2005) 

11. A research model for online social networks usage (Cheung et al., 2011)  

12. Factors of Customer Engagement (Enginkaya and Esen, 2014)  

13. An alternative model of selected CE conceptual relationships (Hollebeek et al., 

2014)  

14. Conceptual Model of Customer Engagement (So et al., 2014)  
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15. Hypothesised Model shaping customer engagement (Sarkar and Sreejesh, 2014)  

16. A Generalized Multidimensional Scale for Measuring Customer Engagement 

(Vivek et al., 2014)  

17. The higher-order model of consumer brand engagement (Dwivedi, 2015)  

18. Duality, Dimensionality and Measurement of Customer Engagement (Dessart, 

Veloutsou, and Morgan- Thomas, 2016)  

19. Customer Engagement dimensions (Harrigan et al., 2017)  

20. A conceptual model for parameters of Customer Engagement (Gogoi and 

Kumar.2014)” 

4.1.5.1. Identified Antecedents and their Linkage with the existing Customer 

Engagement models 

After reviewing the available literature, we were able to zero in on five broad 

parameters that contribute topthe customerpengagementpprocess onpsocial 

mediapplatforms, andpalso discovered twelve antecedents that further described the five 

broad factors. Table 3.1 displays the results of coupling the antecedents collected from 

the literature review with the twenty listed customer engagement models referred to 

for the present study. This analysis revealed that the twelve discovered 

antecedents could be classified according to five broad parameters. 

All twelve antecedents can be traced back to an earlier model. The number of 

antecedents associated with the parameters already considered in existing customer 

engagement models is then used to evaluate the models' degrees of similarity to one 

another. The identified parameters have been analysed on the basis of the twenty 

previously identified models. Table 4.1.9 shows a summary of the identified 

antecedents and their depiction in the existing identified CE models. 
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Table 4.1.9: Glimpse of Identified Antecedents and its Linkage with the existing 

Customer Engagement models  

 

Table 4.1.9 also reveals that the customer engagement model established and studied 

by So et al. (2014) and Dwivedi (2015), identified the maximum number of antecedents 

out of a total of twelve antecedents. Furthermore, the customer engagement models 

developed by Bowden (2009b), Haven & Vittal, Forrester Research, Inc. (2008),”Singh 

et al. (2010), Roderick et al. (2011), Hollebeek (2010b), Hollebeek (2010a) rank second 

in terms of model consistency. In third place are models by Vivek (2009), Harrigan et 

al. (2017), Bowden (2009a), Vivek et al. (2014), Dessart, Veloutsou, and Morgan- 

Thomas (2016), Hollebeek et al. (2014), Sarkar and Sreejesh (2014), Verhoef et al. 

(2010), Algesheimer et al. (2005), Cheung et al. (2011), and Enginkay and Esen (2014).  
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Table 4.1.10 also depicts, in rank order, the similarity of the various tmodels tof 

customer tengagement tin trepresenting tthe tidentified tparameters and antecedents.” 

Table 4.1.10: Proximity of Existing Customer Engagement (CE) Models 

Ranks of models CE Models and theories Considered for the Present Study 

1st So et al. (2014), Dwivedi, (2015), Gogoi and Kumar (2014) 

2nd 

Bowden, (2009b), Haven & Vittal, Forrester Research, Inc. 

(2008), Singhgetgal. (2010), Roderick etgal. g (2011), 

gHollebeek (2010b), Hollebeekg (2010a) 

3rd Vivek (2009), Harriganget al.g(2017) g 

4th Bowdeng (2009a)  

5th Vivek etgal. (2014) 

6th 

Dessart, gVeloutsou, gandgMorgan-Thomasg (2016), Hollebeek 

etgal. (2014), SarkargandgSreejesh (2014), Verhoef 

etgal.g(2010) 

7th 
Algesheimergetgal. (2005), gCheunggetgal. g (2011), 

gEnginkaya andgEseng (2014) g g g 

Source: Primary 

4.1.5.2. Proposed Conceptual Framework of the Study 

As per Table 4.1.10, the majority of the antecedents and parameters were represented 

in models offered by So et al. (2014) and Dwivedi (2015). Thus, with reference to the 

models of So et al., (2014) and Dwivedi, (2015), the following conceptual model 

(Figure 4.5) was developed based on the preceding discussion. 

Customer engagement is a broad notion with many facets. It was formerly defined as 

"customers' personal connection to a brand as manifested in cognitive, affective, and 

behavioural actions outside of the purchase situation.” Measuring tcustomer 

engagementt along tthe tthree tdimensions tof tcognition, affect, and behaviour does not 

offer a complete picture of the customer engagement process. Five factors were 

considered forpthispstudy toprepresent the entire processpofpcustomerpengagement; 

nonetheless, several antecedents remain unproven to the entire process. pIdentification, 

pEnthusiasm, Attention, pAbsorption, pandpInteraction arepthe fivepdimensions of 

consumer engagement that indicate the emotional and behavioural components of 

customer engagement. Although these five parameters articulate the notion of customer 
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engagement, it should be emphasised that each of these five parameters is represented 

by specific antecedents. Thus, in order to assess and comprehend customer engagement, 

information pertaining to these antecedents must also be included in a hierarchical way. 

As a result, a second-order construct known as antecedents was created and 

recommended to reflect the wider concept of customer engagement. These antecedents 

were supported by literature on customer engagement, as shown in Table 4.1.9.  

Figure 4.5: Conceptual Framework of the study 

 

A five-dimensional measuring model was appropriate for the study since it wassp 

requiredpto evaluatepthe naturepof the underlyingpconstruct ofpcustomerpengagement, 

pi.e., reflecting vs. pformative, in order to assess it (Netemeyer, Bearden, & Sharma, 

2003). In a reflective model, thepcognitive componentpproduces thepparameters, but in 

a formative model, pthe parameters generate thepconcept. pCustomer engagement, plike 
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many otherpsocial sciencepconcepts suchpas sentiments, ppersonality, pandpbehavioural 

intentionp (Hair et al., 2006), wass thoughtp to cause itsp parameters, 

namelypIdentification, Enthusiasm, pAttention, Absorption, pand Interaction, pand thus 

apreflective model of customerpengagementpispproposed. The five indicated parameters 

arepexpected to fluctuatepwith one another, pwhich impliespthat changespin onepinduce 

equivalent changespin the others. The fiveprecommendedpparameters are thuspexpected 

to covary, whichpimplies thatpchanges inpone generatepequivalent changespin thepothers 

(Hair et al., p2006). A highplevel of passionpfor theporganisation, forpexample, isplikely 

to increasepthe amountpof attentionppaid to thp organisation aspwell as userpexperience 

in online debatespabout the organisation. 

For the same reason, there is a need to distinguish between customer engagement and 

involvement, as both appear to be identical in terms of consumer requirements, wants, 

and values which lead them to a given product or organisation (Hollebeek, 2009). In 

the current literature, involvement is most commonly used to refer to a product or 

organization's felt personal connection or worth. Customer engagement, on the other 

hand, takes more than just the application of one's mind. pCustomer engagement 

demandspengagement withpthe brand/organization, andpthe need to actpdistinguishes 

customerpengagementpfrom participation, whichpis distinguished bypa morepinactive 

use ofpcognitive resourcesp (Mollen &pWilson, 2009). Nonetheless, the rise of different 

levels of customer engagement necessitates some level of involvement with a core 

brand/organization. Philosophically, thesepcharacteristics pdistinguishp the broad 

conceptpof customer engagementpfrom involvement. Furthermore, pHollebeck (2009, 

p2011) pand Patterson et al. (2006) ppresented in-depth analyses of how customer 

engagementpdiffers frompother related conceptionsvsuch aspcommitment, psatisfaction, 

cocreation, pandpbrandployalty. 

4.1.6. Interpretation of Bibliometric analysis 

This study manifested in 2244 articles published between 2010 and 2022. In doing so 

it has answered two of the research questions i.e., the contemporary usage of social 

media handles for digital marketing by public services and for what purposes, and the 

possibility of developing or applying any existing framework 

ofpCustomerpEngagement onpSocial Media latforms, suitablepfor Indian Railways. As 
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such, eight key takeaways were identified, bringing forward the present study's 

intellectual structure and framework development. 

First, there is an exponential growth in research studies related to social media usage 

by government services, from 16 articles in 2010 to 699 articles in 2018 and to 640 

articles between 2019 and 2022. It can also be seen that the ongoing pandemic proved 

to be no such deterrent to scholars as seen from the total articles published between 

2019 and 2021 (600 articles) which is higher than the combined articles between 2010 

and 2015 (511 articles). The prominence of such studiespon 

customerpengagementpindicates there is a growing receptionpofpsocial media platforms 

for customer engagement by government services and government offices. 

Second, such studies have been conducted mostly by countries like the United States 

(4997 citations), Spain (1406 citations), United Kingdom (487 citations), Netherlands 

(439 citations) and Greece (412 citations), to mention the top five countries involved in 

research in this area. It must be noted that such research is reported lesser by the Eastern 

nations which are represented by India (196 citations) and China (157 citations). One 

of the reasons might be that the prospective authors from these countries go for 

collaborations with their western counterparts from the United States, United Kingdom, 

Australia, New Zealand and Canada. 

Third, the bibliometric analysis also revealed more than fifty journals which contributed 

to the studies of customer engagement by government services through their social 

media handles. Among these journals, it must be noted that most of them are 

government journals and administrative review journals, as such the articles thus, listed 

in them are highly reflective of information dissemination and development rather than 

analysis. 

Fourth, the overview of the areas of research related to this focuses on human society, 

specifically concerning the implementation of policies for customers and the 

implementation of digital platforms on which these policies are disseminated. 

Subsequently, research focused on social media platforms, specifically on how to 

address government and user security concerns were conducted. Even while it was 

expected that government agencies would utilize social media for information 
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transmission, it has been used to increase knowledge about different sectors, the health 

and well-being of residents, and how to communicate with them. 

Fifth, the bibliometric coupling based on documents, sources, and authors, brings to the 

forefront the present research in customer engagement by government services through 

their social media handles. As such themes such as customer engagement and online 

communities, modelling of customer engagement, empirical validation and theoretical 

conceptualisation, customer engagement and social media, and contextual customer 

engagement has prominent emerged as areas of research. 

Sixth, the co-citation analysis based on references has brought forward three areas of 

theoretical support in the formpofpconsumer brandpcommunitypengagement; customer 

engagementpconcepts, pexecution, andpmodels; andponline andpdigitalpcustomer 

engagement. Also, pbased onpco-citationpanalysis based on journals depicts themes of 

government data, politics, public administration, ethics, marketing research and 

information technology and social services. Thus, these themes helped in the 

identification of foundational models already in existence as the basis for model 

formation for this study. 

Seventh, the keywordpco-occurrence analysispfocuses on the presentpresearch areaspin 

the related topic. As such six such clusters emerged. Thus, the present research in this 

field is directed towardspcustomer engagementpas a toolpto impactpconsuming 

behaviours, pcustomerpengagement in socialpmedia, pcustomer engagementpas a 

strategypto gainpcustomers, pvariances inpconsumer engagementpbehaviour, customer 

relationshippmanagement viapcustomer engagement, pandpcustomer engagementpin 

electronicpcommerce.  

Eight, the co-citation analysis aided in the identification of twenty such models and 

theories for the conceptual model formulation for the present study. tAfter treviewing 

and tanalysing tthese ttheories tand tmodels, tthe tfinal tconceptual tmodel tof tthe 

tstudy was formulated, including twelve discovered antecedents that could be classified 

according to five broad parameters. 
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4.2. OBJECTIVE 2 –“To determinepthe factorspaffecting customerpengagement 

towards thepservices ofpIndianpRailways on social media handles.” 

This sectionpshows the resultspofpthe factorpanalysis conducted inpunderstanding 

customerpengagement onpthe socialpmedia handlespof Indian Railways. Factor analysis 

has been applied to the twenty-ninepstatementspgiven inpTable 4.2.1. pThe reliabilitypof 

statements aspmeasured bypCronbach'spAlpha isp0.876 thuspsignifying apsuitableplevel 

of internalpreliabilityp (Hair et al., 2014). 

4.2.1. Statements and Means 

The statements were formed based upon a careful study of various studies that explored 

the parameters that were identified in the bibliometric analysis conducted for the same 

purpose under the first objective. The present study of customer engagement on social 

medial handles of Indian Railways is comprised of three zones namely, Eastern 

Railways, Northeast Frontier Railways and South Eastern Railways.pRespondents 

werepasked to giveptheirpresponses, to apset of thirty-ninepstatements thatpwere 

framedpbased on anpextensive literaturepreview and discussionpwith experts. pThese 

statementspreflected thepcustomer engagement of Indian Railways on their social media 

handles (Table 4.2.1). They were asked to express their agreement on a scale ofp1-5, 

wherep1 stood por stronglypdisagree andp5 forpstronglypagree. p 

Table 4.2.1: List of statements for thegstudygofgCustomergEngagement on social 

gmediaghandles ofgIndian Railways. g 

No. Statements 

S1 I feel a personal connection to the organisation. 

S2 I can identify with the organisations' goals. 

S3 I keenly notice information related to the organisation. 

S4 I feel the organisation serves every customers need. 

S5 I feel emotionally connected to the organisation. 

S6 The organisation provides platform for customer interaction. 

S7 
I post suggestions in the organisation's social media handles for service 

improvement. 

S8 
I feel the organisation respond to customers observations of the organisation 

by incorporating observation into service improvement. 
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S9 
When someone criticises this organisation on social media platforms, itgfeels 

like agpersonalginsult. 

S10 I believe the organisation reflects the customers’ wants and needs. 

S11 I am passionate about the organisations' social media handles. 

S12 I likegtoglearngmoregaboutgthis organisations’gonline community. 

S13 I paygaglot ofgattentiongtoganythinggaboutgthegorganisation. 

S14 I feel the organisation have a unique place in the mind of the customers. 

S15 
I often visit the organisation's social media handles and give feedback about 

their services. 

S16 
I recommend the organisation's services to friends & other groups of people on 

various social media handles. 

S17 I feel the organisations’ successes are the customers’ successes. 

S18 I feel the organisation has a strong understanding for customer's requirement. 

S19 I feel proud to recommend the services of the organisation. 

S20 
The organisation explicitly appreciate/reward views of customers regarding the 

services of the organisation on social media. 

S21 I am heavily into the organisation’s social media handles 

S22 I think that the organisation has a genuine concern for its customers. 

S23 I feel convinced by the organisations' endorsement on social media handles. 

S24 
The organisation formulates ideas through discussion and collaboration about 

the organisation with the customers on social media handles. 

S25 
Whengsomeonegpraises this organisation ongsocialgmediaghandles, gitgfeels 

likegagpersonalgcompliment. g 

S26 I enjoy spending time on the organisations' social media handles. 

S27 I feel the organization shares the goals of its customers. 

S28 I believe the organisations’ services benefit the customers’ in the long run. 

S29 I have a sense of belongingness towards the organisation. 

  

The imean ivalues iof ithe ithree iRailway iZones iwere idetermined. iF-ratios iwere 

also icalculated i (Table 4.2.2). iAfter ichecking iwhether isignificant idifferences iexist 

between ithe iopinion iofi respondents ifrom idifferent iRailway iZones, ifactori analysis 

was iemployed ion ithe iaggregate igroup iof irespondents. iThe ireliability iof ithe 

iscale iwas imeasured iwith ithe ihelp iof iCronbach's iAlpha.” 
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Mean iscores  iare icumulativei averages iof ithe iresponses iof ithe irespondents. iThis 

help ito iassess iand ianalyze ithe ilevel iof irespondent iagreement ion iall ithe iselected 

twenty-nine istatements iseparately. A moderate ilevel of iagreement iis iat the imid-

point of ithe iscale, i.e., 3 iand ithis iwas itaken itaken as ithe iaverage. iBased ion ithis, 

variables iwhich ihave ia meani valuei above i4 idepict ia ihigh ilevel iof irespondent 

agreement, imean ivaluei above i2 iand iup toi 3 ishows ia imoderate iagreement ilevel, 

above i1 and iup i2 showsi less iagreement ilevel iand imean ivalue ibelow i1 ishows ia 

high ilevel iof idisagreement.” 

H10: iTherei isi no isignificant idifference iamong ithe irespondents ibelonging ito 

different “Railway Zones” iregarding icustomer iengagement ion sociali media 

handles iof iIndian iRailways.  

To iexamine iwhether iany isignificant  idifferences  iexist i among  ithe irespondents 

belonging ito idifferent iRailway iZones iconcerning icustomer iengagement ion isocial 

media ihandles iof iIndian iRailways, iF-ratios ihave ibeen icalculated ito ithe iresponses 

of ieach istatement. Mean ivalues ialong iwith iF-ratios ifor ivarious istatements iare 

presentedi ingiTable 4.2.2.” 

Tableg4.2.2: Viewpoint of Respondents Towards Customer Engagement on social 

gmedia handles (Overall and Railway Zone-wisegMeangScoresgandgF-Ratio) g 

No.  

Overall 

ggMeang   

Value g 

(M) g 

Eastern 

Railways 

(M1) 

Northeast 

Frontier 

Railways 

(M2) 

South 

Eastern 

Railways 

(M3) 

F-

Ratio 

S1 

I feel a personal 

connection to the 

organisation. 

3.35 3.34 3.34 3.37 0.052 

S2 
I can identify with the 

organisations' goals. 
3.45 3.46 3.44 3.46 0.04 

S3 

I keenly notice 

information related to 

the organisation. 

2.83 2.85 2.79 2.86 0.249 
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S4 

I feel the organisation 

serves every 

customers need. 

3.92 3.89 3.99 3.89 1.282 

S5 

I feel emotionally 

connected to the 

organisation. 

3.12 3.11 3.06 3.18 0.645 

S6 

The organisation 

provides platform for 

customer interaction. 

3.61 3.58 3.61 3.64 0.173 

S7 

I post suggestions in 

the organisation's 

social media handles 

for service 

improvement. 

3.48 3.5 3.46 3.47 0.079 

S8 

I feel the organisation 

respond to customers 

observations of the 

organisation by 

incorporating 

observation into 

service improvement. 

3.56 3.57 3.5 3.62 0.956 

S9 

When someone 

criticises this 

organisation on social 

media platforms, it 

feels like a personal 

insult. 

3.34 3.37 3.34 3.32 0.166 

S10 

I believe the 

organisation reflects 

the customers’ wants 

and needs. 

3.41 3.42 3.4 3.41 0.015 
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S11 

I am passionate about 

the organisations' 

social media handles. 

3.13 3.1 3.09 3.21 1.141 

S12 

I like g tog learng 

moreg about gthis 

organisations’g 

online community. 

3.83 3.83 3.82 3.84 0.047 

S13 

I  pay gag lot ofg 

attentiong  tog 

anythingg aboutg 

theg organisation 

3.87 3.92 3.87 3.81 0.901 

S14 

I feel the organisation 

have a unique place 

in the mind of the 

customers. 

3.42 3.39 3.36 3.5 0.963 

S15 

I often visit the 

organisation's social 

media handles and 

give feedback about 

their services. 

3.58 3.54 3.58 3.61 0.252 

S16 

I recommend the 

organisation's 

services to friends & 

other groups of 

people on various 

social media handles. 

3.48 3.52 3.44 3.47 0.346 

S17 

I feel the 

organisations’ 

successes are the 

customers’ successes. 

3.39 3.42 3.35 3.41 0.35 

S18 

I feel the organisation 

has a strong 

understanding for 

3.86 3.87 3.9 3.82 0.444 
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customer's 

requirement. 

S19 

I feel proud to 

recommend the 

services of the 

organisation. 

3.38 3.36 3.39 3.4 0.084 

S20 

The organisation 

explicitly 

appreciate/reward 

views of customers 

regarding the services 

of the organisation on 

social media. 

3.65 3.61 3.64 3.7 0.439 

S21 

I am heavily into the 

organisation’s social 

media handles 

3.00 2.98 2.96 3.07 0.787 

S22 

I think that the 

organisation has a 

genuine concern for 

its customers. 

3.94 3.99 3.93 3.9 0.891 

S23 

I feel convinced by 

the organisations' 

endorsement on 

social media handles. 

3.10 3.11 3.04 3.16 0.572 

S24 

The organisation 

formulates ideas 

through discussion 

and collaboration 

about the 

organisation with the 

customers on social 

media handles. 

3.55 3.57 3.49 3.59 0.703 
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S25 

Whenp someone 

praisespthis 

organisation on social 

mediaphandles, pit 

feelsplike appersonal 

compliment. p 

3.35 3.38 3.32 3.36 0.212 

S26 

I enjoy spending time 

on the organisations' 

social media handles. 

3.08 3.17 3.02 3.06 1.229 

S27 

I feel the organization 

shares the goals of its 

customers. 

3.42 3.35 3.41 3.49 0.819 

S28 

I believe the 

organisations’ 

services benefit the 

customers’ in the 

long run. 

3.25 3.27 3.23 3.26 0.084 

S29 

I have a sense of 

belongingness 

towards the 

organisation. 

3.10 3.08 3.04 3.18 0.908 

 

The  itable  ishows ithat  ithe ioverall  mean scores  irange ifrom  a  ihigh iof i3.94  on 

statement iS22 i (Ii think ithati thei organisation ihas ai genuinei concern for its 

customers) to as low as S3 (I keenly notice information related to the organization). iA 

high iscore iof istatement iS22 iindicates ithat imost iof ithe irespondents iagree ithat 

Indian iRailways ipaysi attention ito iits icustomers iand ithe customers in turn pay 

attention to the information put out by Indian Railways on its social media handles. This 

was further ivalidated iby ithe ihigh imean iscores iof i3.92 ion ithe istatement iS4 (I 

feel ithe iorganisation iserves ievery icustomers ineed), i3.87 on ithe istatement iS13 i 

(I ipayi a ilot iof iattention ito ianything iabout ithe iorganization), i3.83 ion ithe 

statement iS12 i (I like ito ilearn imore iabout ithis iorganisations’ ionline icommunity) 

and, 3.86 on ithe statement iS18 (I feel the organisation has a strong understanding for 
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customer's requirement). This, indicates that the attention of the organization and the 

customers toward each other is essential for building a customer engagement process.” 

Respondents leaned towards agreeing with statements of S20 (The organisation 

explicitly appreciate/reward views of customers regarding the services of the 

organisation on social media), S6 (The organisation provides platform for customer 

interaction), S15 (I often visit the organisation's social media handles and give feedback 

about their services), S8 (I feel the organisation respond to customers observations of 

the organisation by incorporating observation into service improvement) and S24 (The 

organisation formulates ideas through discussion and collaboration about the 

organisation with the customers on social media handles.). All of these statements 

describe the interaction process of customer engagement between customers and Indian 

Railways.  

Most of the mean scores from the table show value closer to 3, implying that the 

respondents neither agree nor disagree with the statements. Thus, respondents are 

neutral to the statements “S16 (I recommend the organisation's services to friends & 

other groups of people on various social media handles), S7 (I post suggestions in the 

organisation's social media handles for service improvement), S2 (I can identify with 

the organisations' goals), S27 (I feel the organization shares the goals of its customers), 

S14 (I feel the organisation have a unique place in the mind of the customers), S10 (I 

believe the organisation reflects the customers’ wants and needs), S17 (I feel the 

organisations’ successes are the customers’ successes), S19 (I feel proud to recommend 

the services of the organization), S25 i (When isomeone ipraises ithis iorganisation ion 

social imedia iplatforms, iit ifeels ilike ia ipersonal icompliment), S1 i (I feel ai personal 

connection to the organization), S9 (When someone criticises this organisation on social 

media platforms, it ifeels ilike ia ipersonal iinsult), S28 (Ii believe ithe organisations’ 

servicesi benefit thei customers’ in ithe longi run), S11 (I am passionate about the 

organisations' social media handles), S5 (I feel emotionally connected to the 

organization), S23 (I feel convinced by the organisations' endorsement on social media 

handles), S29 (I have a sense of belongingness towards the organization), S26 (I enjoy 

spending time on the organisations' social media handles), S21 (I am heavily into the 

organisation’s social media handles) and, S3 (I keenly notice information related to the 

organization). When looked closely it can be interpreted that the respondents do not 
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consider enthusiasm to interact and absorb the communication way between Indian 

Railways and the customers as a way of customer engagement on social media handles 

of Indian Railways.” 

Thep"differences r in  rthe mean rscoresr rofr the  rrespondents  rbelonging rto  ther three 

Railway zones rhave rbeen rfound rto ber statisticallyr insignificantr for r26 outr of r29 

statements.r Looking closely, ther majorityr of rthe rrespondents rbelongingr to ther 

three rconsideredr Railway Zones have rexpressed ra rgreater rlevel rof ragreement with 

ther statements: S4 (rI feel the organisation serves every customers need), S13 (I payr a 

lot rof rattention rto anythingr aboutr the rorganization), S18 (Ir feelr the organisation 

has a strong understanding for customer's requirement) and, S22 (I think that the 

organisation has a genuine concern for its customers). The differences between the 

respondent's viewpoint from the three different Railway Zones haver been rfound rto be 

statisticallyr significant rregardingr these statements atr a r5 perr cent rlevelr of 

significance.r” 

Ar comparisonrprof the rresponsespr shows rthat theprespondents frompthe 

differentpRailway Zonesphave a similarpview towardspcustomerpengagement onpsocial 

mediaphandles ofpIndian Railways. Hence the null hypothesis H10 is accepted. 

Takingpthis intopconsideration wephave appliedpfactor analysis onlypon the 

aggregatepgroup of respondentspand not onpindividualpRailway Zone respondents. 

As observed from the higher mean scores the statements like “Ii think ithati thei 

organisation ihas ai genuinei concern for its customers”, “I feel ithe iorganisation 

iserves ievery icustomers ineed”, “I ipayi a ilot iof iattention ito ianything iabout ithe 

iorganization”, “I like ito ilearn imore iabout ithis iorganisations’ ionline icommunity” 

and “I feel the organisation has a strong understanding for customer's requirement”, 

indicates that the attention of the organization and the customers toward each other is 

essential for building a customer engagement process. It also implies that every online 

action of the Indian Railways is keenly noticed and is interpreted by the customers 

actively. As such it becomes imperative that Indian Railways while targeting to achieve 

active customer engagement of social media platforms be very conscious of the 

information put forth by them on such platforms. 
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4.2.2. Datapfor factorpanalysisp 

Top “test rthe  rappropriateness of  rthe  dataset for factor ranalysis, the rfollowing rsteps 

were rcomputed, and rit portrayed rthat there rwere adequate rcorrelations to rconduct 

factorr analysis. 

• Anti-image rcorrelationsr were rfigured. The partialr correlations rwere rlow thus 

implying rthat truer factorsr were rpresent in rthe rdata.  

• Overall rMeasures rof rSampling rAdequacy r (MSA) such ras rKMO rvalue rwas 

located rto suggest rthat the rsample rwas suitable renough rfor rsampling.  

• Bartlett’s rTest of rSphericity r (Bartlett, 1950) rrevealed ra rstatisticallyr significant 

number rof rcorrelations ramong the rvariables. 

For this study, Principal rComponent rAnalysis (PCA) r hasr been rapplied rfor the 

extractionr of rfactors. The rnumber of rfactors has rbeen rheld rbased on rthe latentr 

root rcriterion. Thus, rfactors havingr Eigenvaluesr or latent rroots greaterr than r1 rhave 

been rconsidered substantialr while ther rest has been ignored. The above considerations 

hereby established the dataset fit for factor analysis.” 

4.2.3. ThepKaiser-Meyer-Olkinp (KMO) and Bartlett’s Test of Sphericity 

Kaiser-Meyer-Olkin (KMO) is a statistic for measuring sample adequacy; it shows what 

percentage of the variation in the variable might be due to unobserved causes. When the 

value is high (almost 1), the factor analysis is likely to yield relevant findings for the 

dataset, whereas low values (below.50) suggest the conclusions are unlikely to be of 

much help. 

Table 4.2.3: Kaiser-Meyer-Olking(KMO) gandgBartlett’sgTestgofgSphericity 

g g g gKMO andgBartlett's Testg g g 

Kaiser-Meyer-OlkingMeasuregofgSamplinggAdequacy.  0.724 

g 

gBartlett'sgTestgofgSphericityg 

g 

Approx. gChi-

Squareg 24102.963 

dfg  406 

Sig. g g <0.001 

 

Table 4.2.3 showspthepresults ofpKaiser-Meyer-Olkin (KMO) andpBartlett’s test of 

sphericity, wherein the KMO value of 0.724 (between 0.6 and 1.0) indicates that factor 
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analysis ispappropriatepfor the presentpstudy dataset. Bartlett’s Test of Sphericity is 

found to be significant as p<=0.001 with df=406, indicating thatpthe correlationpmatrix 

is significantlypdifferent frompan identity matrix, inpwhich correlationspbetween 

variablespare all zero. p 

4.2.4. pCommunalities 

As per the literature, “the value of communality extraction should be above r0.4, as these 

communalitiesr rrepresent ther relationr betweenr the rvariable rand all rthe rother 

variables r (i.e., the squared rmultipler correlations rbetween ther item rand rall ther 

otherr items).” 

g gTable 4.2.4: gCommonalitygExtractiong g 

 g gCommunalitiesg g Extractiong 

S1 I feel a personal connection to the organisation. 0.876 

S2 I can identify with the organisations' goals. 0.638 

S3 I keenly notice information related to the organisation. 0.766 

S4 I feel the organisation serves every customers need. 0.706 

S5 I feel emotionally connected to the organisation. 0.716 

S6 The organisation provides platform for customer interaction. 0.843 

S7 
I post suggestions in the organisation's social media handles 

for service improvement. 

0.894 

S8 

I feel the organisation respond to customers observations of 

the organisation by incorporating observation into service 

improvement. 

0.825 

S9 
When someone criticises this organisation on social media 

platforms, it feels like a personal insult. 

0.848 

S10 
I believe the organisation reflects the customers’ wants and 

needs. 

0.810 

S11 I am passionate about the organisations' social media handles. 0.736 

S12 
Iglikegtoglearngmoregaboutgthisgorganisations’gonline 

community. g g 

0.763 

S13 I pay a lot of attention toganythingpaboutgthegorganisation. 0.888 

S14 
I feel the organisation have a unique place in the mind of the 

customers. 

0.612 



 

 125 

S15 
I often visit the organisation's social media handles and give 

feedback about their services. 

0.837 

S16 
I recommend the organisation's services to friends & other 

groups of people on various social media handles. 

0.878 

S17 
I feel the organisations’ successes are the customers’ 

successes. 

0.880 

S18 
I feel the organisation has a strong understanding for 

customer's requirement. 

0.824 

S19 I feel proud to recommend the services of the organisation. 0.630 

S20 

The organisation explicitly appreciate/reward views of 

customers regarding the services of the organisation on social 

media. 

0.829 

S21 I am heavily into the organisation’s social media handles 0.736 

S22 
I think that the organisation has a genuine concern for its 

customers. 

0.802 

S23 
I feel convinced by the organisations' endorsement on social 

media handles. 

0.759 

S24 

The organisation formulates ideas through discussion and 

collaboration about the organisation with the customers on 

social media handles. 

0.832 

S25 
Whengsomeonegpraisesgthisgorganisation on social media 

handles, gitgfeelsglikegagpersonalgcompliment. g g 

0.901 

S26 
I enjoy spending time on the organisations' social media 

handles. 

0.405 

S27 I feel the organization shares the goals of its customers. 0.472 

S28 
I believe the organisations’ services benefit the customers’ in 

the long run. 

0.649 

S29 I have a sense of belongingness towards the organisation. 0.832 

 Extraction Method: Principal Component Analysis. 

As can be seen in Table 4.2.4, the communalities were all above 0.4 in value, pfurther 

confirmingpthat each itempshared somepcommon variancepwith the otherpitems. Given 

these overall indications, factor analysis is deemed suitable for all twenty-nine items. 
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4.2.5. Total Variance Explained 

Table 4.2.5, illustrates ther variancer explainedr by ther initialr solution, rextracted 

components, rand rrotated rcomponents.  

Table 4.2.5: Total Variance explained for the factors. 

Com

pone

nt 

gInitialgEigenvaluesg 
gExtraction Sums ofg 

gSquared Loadingsg 

gRotation Sumsgofg 

gSquared Loadingsg 

Total

g 

%gof 

Varia

nce 

Cum

ulativ

e % 

Total

g 

%gof 

Varia

nce 

Cum

ulativ

e % 

Total

g 

%gof 

Varia

nce 

Cum

ulati

ve % 

1 7.17 24.71 24.71 7.17 24.71 24.71 5.85 20.18 20.18 

2 5.70 19.64 44.34 5.70 19.64 44.34 5.47 18.86 39.05 

3 4.20 14.48 58.82 4.20 14.48 58.82 4.22 14.57 53.61 

4 2.98 10.26 69.08 2.98 10.26 69.08 3.94 13.58 67.19 

5 2.15 7.43 76.50 2.15 7.43 76.50 2.70 9.32 76.50 

6 0.96 3.30 79.80             

7 0.74 2.55 82.36             

8 0.64 2.20 84.56             

9 0.59 2.03 86.59             

10 0.54 1.88 88.46             

11 0.47 1.62 90.09             

12 0.41 1.43 91.51             

13 0.38 1.33 92.84             

14 0.34 1.17 94.01             

15 0.31 1.07 95.08             

16 0.28 0.97 96.06             

17 0.25 0.88 96.93             

18 0.17 0.59 97.52             

19 0.16 0.55 98.08             

20 0.14 0.48 98.55             

21 0.10 0.35 98.90             

22 0.09 0.32 99.22             

23 0.07 0.24 99.46             

24 0.06 0.19 99.65             

25 0.04 0.14 99.79             

26 0.04 0.12 99.92             

27 0.01 0.05 99.96             

28 0.01 0.03 100.0             

29 0.00 0.00 100.0             

ExtractiongMethod: gPrincipalgComponentgAnalysis. g g g g g 
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The broad “column rof the rtable rdemonstrates the rvariance rexplained rby rthe rinitial 

solution. rThe initial five components with eigenvalues greater than 1 are to be the 

extracted solution. rEigenvalues rrefer to rthe rvariance rexplained or raccounted rfor. 

The second broad column ofr ther table illustratesr the variance rexplained rby rthe 

extractedr factorsr beforer rotation. The rcumulative rvariability rexplained byr these 

factors rin ther extractedr solutionr is aboutr 76.5% whichr being rliker the rinitial 

solution, infersr thus nor initial rsolution isr lost duer to rlatent rfactors.” 

4.2.6. pScreepPlot 

Ap “scree   lplot   lis  la  lgraphical l tooll  usedl  in lthe lselection  lof tlhe lnumber l of  

relevantl components lor factorsl to bel considered lin a lprincipal lcomponentsl analysis 

orl a lfactor analysis.” 

According topthe Screeptest, lthe "elbow" lofl thel graphpwhere thepeigenvaluespseempto 

level offpis found andpfactors orpcomponents topthe left of thisppoint should bepretained 

aspsignificant. Thus, frompgraph 4.3, it can be concluded that present study has five 

factors that have been found based on their Eigenvalues.  

Graph 4.3: Scree Test Plot 

 

4.2.7. Rotated Component Matrixp (PrincipalpComponentpAnalysis) 

Theprotatedpcomponentpmatrixpspecifies thepfive factors which promote customer 

engagement in the three zones of Indian Railways. Table 4.2.6 shows the statements can 

be clubbed under five factors determining the broader subject of customer engagement 
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by Indian Railways. “A lfactor lloading lsymbolizes lthe lcorrelation lbetween la 

variablel and lits factor. Thel factor lloadings, whichl were lgreaterl than l0.30, lhave 

been lheld.” 

g gTable 4.2.6:gPrincipalgComponentgAnalysisgwithgVarimaxgRotationg g 

gLABELg 

g g gFACTORSg g g 

gF1g g gF2g gF3g gF4g gF5g 

Identification Interaction Attention Absorption Enthusiasm 

S1 0.926         

S9 0.896         

S25 0.935         

S2 0.701         

S10 0.891         

S17 0.936         

S28 0.804         

S6   0.916      

S7   0.919      

S15   0.903      

S24   0.865      

S16   0.910      

S20   0.913      

S4     0.834     

S22     0.889     

S18     0.89     

S12     0.859     

S13     0.912     

S29       0.888   

S5       0.793   

S19       0.785   

S14       0.715   

S27       0.678   

S23    0.661  

S21      0.846 
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S3      0.86 

S26      0.579 

S11      0.815 

ExtractiongMethod: gPrincipalgComponentgAnalysis. g g 

RotationgMethod: gVarimaxgwithgKaisergNormalization. g g  

Rotationgconvergedging6giterations. g g g g g g 

Based “onl a sample  sizel of  l601 lrespondents, l it  has l been  lspecified l thatl a  factor 

lloading lof 0.30l or labove lhas beenl substantiall (Hair et al., 2014). lIn lthe study, 

lprincipal lfactors havel beenl orthogonallyl rotatedl by the lapplicationl of varimaxl 

lrotation. Thisl has lresulted inl thel emergencel of fivel majorl factorsl for definingl 

customer engagement by Indian Railways in the three zones considered for the study.” 

4.2.8. Interpretation of Factor Analysis 

Based on the five-factor (in all places) conceptual model formed, the statements were 

clubbed together on their proximity to the definition of the individual five-factors of the 

conceptual model. The statements under these five-factors are examinedpbelow. 

Factorp1 (F1): Identification 

The pfirst-factor includes seven  statements  that  have  been  positively loaded under it. 

The factor includes statements S1(I feel a personal connection to the organization), S9 

(When someone criticises this organisation on lsociall media lplatforms, itl feelsl like al 

lpersonall linsult), lS25l (Whenll someone llpraisesl thisl organisation lon lsociall 

medial platforms, it feels llike a lpersonal lcomplimentl), S2 (I can identify with the 

organisations' goals), S10 (I believe the organisation reflects the customers’ wants and 

needs), S17 (I feel the organisations’ successes are the customers’ successes), and S28 

(I believe the organisations’ services benefit the customers’ in the long run). These 

statements emphasize on the self-identity, brand personality, rapport and relevancy 

aspect between the organization and the customers. Moreover, these statements implies 

that the customers identify themselves with the organization thus, becoming the first 

step towards customer engagement. Hence, this factor is named “identification”.” 

Factorp2p (F2): Interaction 

Statements “S6  (The  organisation  provides platform for customer interaction.),  S7 (I 

post suggestions in the organisation's social media handles for service improvement), 
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S15 (I often visit the organisation's social media handles and give feedback about their 

services), S24 (The organisation formulates ideas through discussion and collaboration 

about the organisation with the customers on social media handles), S16 (I recommend 

the organisation's services to friends & other groups of people on various social media 

handles), S20 (The organisation explicitly appreciate/reward views of customers 

regarding the services of the organisation on social media), and S8 (I feel the 

organisation respond to customers observations of the organisation by incorporating 

observation into service improvement), are clubbed as the fifth factor, which is termed 

as “interaction”. These statements reflect the behavioural manifestationl of a 

lconsumer's lengagement lwith lthe lorganisation beyond lconventional lconsumptivel 

behaviour 

Factorp3p (F3): Attention 

Statements “S4  (I feel the organisation serves every customers need.),  S22 (I think that 

the organisation has a genuine concern for its customers), S18 (I feel the organisation 

has a strong understanding for customer's requirement), S12 (Il likel to llearn lmore 

aboutl thisl organisations’ online lcommunity), and S13 (I lpay a llot of lattention lto 

anythingl aboutl thel organisation) comprises the factor three. This factor describes a 

crucial feature of engagement that has been consistently highlighted by academics is the 

quality of attention. Customers' attention to a organisation leads to an increased interest 

in organisation-related content leading to customer engagement. Thus, the statements 

here describe the motivation for the customers to pay attention to the organisation on 

their social media handles.” 

Factor 4 (F4): Absorption 

This “factor  includes  thel statementsl  S29l  (I havel a lsense lof lbelongingness towards 

thel organisation), S5 (I feel emotionally connected to the organisation), S23 (I feel 

convinced by the organisations' endorsement on social media handles), S19 (I feel proud 

to recommend the services of the organisation), S14 (I feel the organisation have a 

unique place in the mind of the customers), and S27 (I feel the organization shares the 

goals of its customers). This factor is termed as absorption as these statements describe 

a state of complete attention, pleasure, and participation in the brand that occurs when 

customer engagement is effectively implemented. Thus, such statements describe the 
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attitude, belongingness and bonding of the customers with the organistions’ social 

media handles.” 

Factorp5p (F5): Enthusiasm 

Factorp“two  explains  the  statements  S21 (I am heavily into the organisation’s social 

media handles), S3 (I keenly notice information related to the organisation), S26 (I enjoy 

spending time on the organisations' social media handles), and S11 (I am passionate 

about the organisations' social lmedia lhandles). Thisl factor lstudies lthe readiness lof 

thel customers to avail landl to connect to the organisation through their social media 

handles. Enthusiasm for a brand/organisation is what drives customers to become part 

of brand/organisation communities and/or promote that brand/organisation to others. 

Enthusiasm and passion are often cited as crucial elements of customer engagement's 

emotional component.” 

Identification “is based on the social identity theory that says one's identity is made up 

of two parts: one's own and one's group's. People create a sense of self and their place 

in the world by belonging to distinct groups. The advent of social media has deregulated 

customer engagement, allowing active consumers more freedom to voice their opinions 

on goods and services across several platforms by posting, reviewing, blogging, and 

sharing visual content (photos, videos). Having said this, the highest factor loading was 

termed as Identification. In the case of Indian Railways, their social media handles 

primarily consists of information related to social good and a reflection of their 

developmental strategies. Hence, the statements here eludes a sense of nationality and 

patriotism amongst the customers.” 

4.3. OBJECTIVE 3 - To study thep influence ofp demographics 

onpcustomerptowardspthepservices of Indian Railways on social media handles. 

Thepfollowing sectionpillustrates the datapanalysis related to studying thepeffect of 

demographicpvariables on the factors of Identification, pEnthusiasm, Attention, 

pAbsorptionpandpInteraction ofpcustomer engagement. pThe demographics of thepstudy 

have been described. Pearson Correlation Matric has been conducted to understand the 

correlation between the factors zone-wise. ANOVA testing has been adopted to 

understandl the leffect ofl the ldemographic lvariables and the lfactors of lcustomer 

lengagement. 
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4.3.1. Demographic Characteristics of The Study 

Data collection was done in a phase-wise manner and as convenient to the researcher, 

through structured questionnaire (formed onl the lbasis lof gap identified fromlliterature 

reviewland existing lstudy survey). lThe lrespondents' selection was based on their 

minimum exposure and awareness of various social media handles of Indian Railways. 

The respondents belonging to one of the nine considered states and having purchased a 

train ticket for any destination were randomly selected. The summary data and 

interpretations are as discussed further.  

4.3.1.1. Frequency Report 

To make the study more reliable proper randomization and equal importance were given 

to the gender, occupation, and educational qualification of the respondents based on 

their exposure and awareness level of various social media handles of Indian Railways. 

4.3.1.1.1. Age-wise frequency distribution of respondents 

Age-wise frequency distribution of the respondents for the study was done. The 

categories taken were of the age group intervals as “18-28”, ”29-38”, “39-48”, “49-58” 

and, “59 and above”. Table 4.3.1 and Graph 4.4 depicted below present the age-wise 

respondents' distribution. 

Table 4.3.1: lAge-wisel distributionl of the studyl populationl (N = 601) 

Age n (No. of respondents) Frequency (%) 

18-28 257 42.80 

29-38 120 20.00 

39-48 93 15.50 

49-58 90 15.00 

59 and above 41 6.80 

Total 601 100 

Of the total 601 respondents, it was found that, 257 respondents (42.8%) were of the 

age group “18-28 years”, 120 respondents (20.00%) were of the age group “29-38 

years”, 93 respondents (15.50%) were of the age group “39-48 years”, 90 respondents 

(15.00%) were of the age group “49-58 years” and, 41 respondents (6.80%) were from 

the age group of “59 and above”. 
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Graph 4.4: Age group of respondents (based on n - no. of respondents) 

 

4.3.1.1.2. Gender-wisepfrequencypdistribution ofprespondentsp 

Forpgender-wisepfrequency distributionpof theprespondents, thepcategories considered 

were “Male” and “Female”. Table 4.3.2 and Graph 4.5 depicted below present the 

gender-wise distribution of the respondents. 

gTableg4.3.2: Gender-wisegdistributiongofgthegstudy population (N = 601) g 

Gender n (No. of respondents) Frequency (%) 

Female 265 44.10 

Male 336 55.90 

Total 601 100 

Table 4.3.2 show the distribution of thel genderl profilel of thel respondents. lThe total 

populationl of 601 respondents comprised lofl 265 “Female” respondents (44.10%) and, 

336 “Male” respondents (55.90%).   

Graph 4.5: Gender of respondents (based on n, no. of respondents) 
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4.3.1.1.3. Educational Qualification-wisepfrequency distributionpof respondentsp 

Forpeducationalpqualification-wisepfrequency distributionpof theprespondents, pthe 

categories considered were “Matriculation”, “Higher Secondary”, “Graduate”, “Post 

Graduate/Masters”, “MPhil/PhD” and, “Others”. Table 4.3.3 and Graph 4.6 depicted 

below present the educational qualification-wise distribution of the respondents. 

Tableg4.3.3: EducationalgQualification-

wisegdistributiongofgthegstudygpopulation (N = 601) 

Educational Qualification n (No. of respondents) Frequency (%) 

Matriculation 76 12.60 

Higher Secondary 79 13.10 

Graduate 237 39.40 

Post Graduate/Masters 188 31.30 

M.Phil./PhD 16 2.70 

Others 5 0.80 

Total 601 100 

Table 4.3.3 highlights the Educational Qualification lprofile lof the lrespondents. It lwas 

observedl that lof lthe total 601 lrespondents, 76 respondents (12.60%) had 

“Matriculation” qualification, 79 respondents (13.10%) had “Higher Secondary” 

qualification, 237 respondents (39.40%) were “Graduate” degree holders, 188 

respondents (31.30%) had “Post Graduate/Masters” degrees, 16 respondents (2.70%) 

were “M.Phil./PhD” degree holders and, 5 respondents (0.80%) had “Others” as their 

educational qualification. 

Graph 4.6: Educational Qualification of respondents (based on n, no. of 

respondents) 
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4.3.1.1.4. Occupation-wisepfrequencypdistributionpofptheprespondentsp 

Forpoccupation-wisep frequencyp distribution of pthe respondents, pthe categories 

considered were “Government Service”, “Housewife”, “Private Service”, “Self-

employed”, “Student” and, “Retired Personnel”. Table 4.3.4 and Graph 4.7 depicted 

below present the occupation-wise distribution of the respondents. 

Table 4.3.4: Occupation-wise distribution of the study population (N = 601) 

Occupation n (No. of respondents) Frequency (%) 

Government Service 152 25.30 

Housewife 78 13.00 

Private Service 106 17.60 

Self-employed 93 15.50 

Student 167 27.80 

Retired Personnel 5 0.80 

Total 601 100 

From table 4.3.4, the occupational profile of the respondents has been made apparent. 

In this aspect, 152 of the respondents (25.30%) were “Government Service” holder, 78 

respondents (13.00%) were “Housewives”, 106 respondents (17.60%) were in “Private 

Service”, 93 respondents (15.50%) were “Self-employed”, 167 respondents (27.80%) 

were “Students” and, the rest 5 respondents (0.80%) were “Retired Personnel”.  

gGraph 4.7: Occupationgofgrespondentsg (based on n, no. ofgrespondents)  
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4.3.1.1.5. Zone-wise frequencypdistributionpofprespondentsp 

ForpZone-wise frequencypdistributionp of theprespondents, the Railway Zones 

considered for the study are “Eastern Railways”, “Northeast Frontier Railways” and, 

“South Eastern Railways”. Table 4.3.5 and Graph 4.8 depicted below present the zone-

wise distribution of the respondents. 

Table 4.3.5: Zone-wise distribution of the study population (N = 601) 

Railway Zone n (No. of respondents) Frequency (%) 

Eastern Railways 183 30.40 

Northeast Frontier Railways 201 33.40 

South Eastern Railways 217 36.10 

Total 601 100 

As three Railway Zones were considered for the study, viz., Eastern Railways, Northeast 

Frontier Railways and South Eastern Railways, the respondents belonged to these three 

zones. Table 4.3.5 delineates the total respondent distribution among these three 

Railway Zones. Thus, 183 respondents (30.40%) were from “Eastern Railways”, 201 

respondents (33.40%) were from “Northeast Frontier Railways” and, 217 respondents 

(36.10%) were from “South Eastern Railways” 

Graph 4.8: Railway Zone of respondents (based on n, no. of respondents) 
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4.3.1.2. Crosstabulation Report 

A “crosstabulation l also  lknown  las  a  lcontingency  ltable lshows  the lrelationship 

between ltwo or lmore variables lby recordingl the lfrequency of lobservationsl that have 

multiplel characteristics. lCrosstabulation ltablesl show a lwealth ofl information lonl 

the relationshipl between lthe included lvariables. As lthe study lis confined lto three 

Railwayl Zones, the crosstabulation tables include the study of the demographic 

variables with respect to each.” 

4.3.1.2.1. Gender Distribution Based on Railway Zone 

Table 4.3.6: Zone-wise distribution of Gender group frequency 

Gende

r 
Eastern Railways 

Northeast Frontier 

Railways 

South Eastern 

Railways 

 

Frequenc

y in No.'s 

(N) 

Percentag

e (%) 

Frequenc

y in No.'s 

(N) 

Percentag

e (%) 

Frequenc

y in No.'s 

(N) 

Percentag

e (%) 

Female 80 43.70 88 43.80 97 44.70 

Male 103 56.30 113 56.20 120 55.30 

Total 183 100 201 100 217 100 

Table (Table 4.3.6) indicated that 43.7% of respondents of Eastern Railways lwere 

femalel andl 56.3% ofl respondentsl werel male. Similarly, 43.8% ofl respondents of 

Northeast Frontier Railways were female. Likewise, 56.2% of respondents were male 

and, 44.7% respondents of South Eastern Railways are female and 55.3% are male. 

Graph 4.9 presents a comparative graphical representation of Table 4.3.6. 

Graph 4.9: Classification of Respondents Based on Gender (Based on Zone) 
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4.3.1.2.2. Age Distribution Based on Railway Zone 

Table 4.3.7: Zone-wise distribution of Age group frequency 

Age Eastern Railways 
Northeast Frontier 

Railways 

South Eastern 

Railways 

 

Frequen

cy in 

No.'s (N) 

Percenta

ge (%) 

Frequenc

y in No.'s 

(N) 

Percentage 

(%) 

Frequen

cy in 

No.'s (N) 

Percenta

ge (%) 

18-28 70 38.30 71 35.30 116 53.50 

29-38 47 25.70 37 18.40 36 16.60 

39-48 30 16.40 35 17.40 28 12.90 

49-58 31 16.90 31 15.40 28 12.90 

59 and 

above 
5 2.70 27 13.40 9 4.10 

Total 183 100 201 100 217 100 

Table 4.3.7 delineates the age profile of the respondents of the selected Railway Zones 

for the present study. It was observed for Eastern Railways Zone, that out of the total 

183 respondents, 70 respondents (38.30%) were aged “18-28 years”, 47 respondents 

(25.70%) were aged “29-38 years”, 30 respondents (16.40%) were aged “39-48 years”, 

31 respondents (16.90%) were aged “49-58 years” and only 5 respo0ndents (6.80%) 

were aged “59 and above”. For the Northeast Frontier Railways Zone, of the observed 

total 201 respondents, 71 respondents (35.3%) were of “18-28 years”, 37 respondents 

(18.40%) were of “29-38 years”, 35 respondents (17.40%) were of “39-48 years”, 31 

respondents (15.40%) were of “49-58 years” and, 27 respondents (13.40%) were “59 

and above”. Likewise, for South Eastern Railways Zone, the total respondents were 217, 

which included 116 respondents (53.50%) of “18-28 years”, 36 respondents (16.60%) 

of  “29-38 years”, 28 respondents (12.90%) of “39-48 years”, 28 respondents (12.90%) 

of “49-58 years” and, only 9 respondents (4.10%) of “59 and above”. Graph 4.10 

presents a comparative graphical representation of Table 4.3.7. 
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Graph 4.10: Classification of Respondents based on Age (Based on Zone) 

 

4.3.1.2.3. Educational Qualification Based on Railway Zone 

Table 4.3.8: Zone-wise distribution of Educational Qualification group frequency 

Educational 

Qualification 
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Northeast Frontier 

Railways 

South Eastern 
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Frequen

cy in 
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Percent
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cy in 
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Percent
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No.'s (N) 

Percen
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Table 4.3.8 articulates, the Educational Qualification of the respondents of the selected 

three Railway Zones. In Eastern Railways Zone, of the total 183 respondents, 19 

respondents (10.40%) were “Matriculation” qualified, 27 respondents (14.80%) were 

“Higher Secondary” qualified, 78 respondents (42.60%) were “Graduate” degree 

holders, 56 respondents (30.60%) had “Post Graduate/Masters” degrees, only 1 

respondent (0.50%) had “M.Phil./PhD” degree and, only 2 respondents (1.10%) had 
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opted “Others” as their educational qualification. Similarly, for Northeast Frontier 

Railways Zone, there were total 201 respondents, of which 27 respondents (13.40%) 

were “Matriculation” qualified, 25 respondents (12.40%) were “Higher Secondary” 

qualified, 78 respondents (38.80%) were “Graduate” degree holders, 61 respondents 

(30.30%) had “Post Graduate/Masters” degrees, 9 respondents (0.50%) had 

“M.Phil./PhD” degrees and, only 1 respondents (0.50%) had “Others” as their 

educational qualification. Lastly, in the South Eastern Railway Zone there was a total 

of 217 respondents, where, 30 respondents (13.80%) were “Matriculation” qualified, 27 

respondents (12.40%) were “Higher Secondary” qualified, 81 respondents (37.30%) 

were “Graduate” degree holders, 71 respondents (32.70%) had “Post Graduate/Masters” 

degrees, 6 respondents (2.80%) had “M.Phil./PhD” degree and, only 2 respondents 

(0.90%) had “Others” as their educational qualification.Graph 4.11 presents a 

comparative graphical representation of Table 4.3.8. 

Graph 4.11: Classification of Respondents Based on Educational Qualification 

(Based on Zone) 
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4.3.1.2.4. Occupation Distribution Based on Railway Zone 

Table 4.3.9: Zone-wise distribution of Occupation group frequency 

Occupation Eastern Railways 
Northeast Frontier 

Railways 

South Eastern 

Railways 

 

Frequency 

in No.'s 

(N) 

Percenta

ge (%) 

Frequen

cy in 

No.'s (N) 

Percenta

ge (%) 

Frequen

cy in 

No.'s (N) 

Percenta

ge (%) 

Government 

Service 
35 19.10 64 31.80 53 24.40 

Housewife 36 19.70 28 13.90 14 6.50 

Private 

Service 
38 20.80 30 14.90 38 17.50 

Self-

employed 
25 13.70 27 13.40 41 18.90 

Student 48 26.20 48 23.90 71 32.70 

Retired 

Personnel 
1 0.50 4 2.00 0 0.00 

Total 183 100 201 100 217 100 

Table 4.3.9 vitrines the occupational profile of the respondents in the three selected 

Railway Zones. As such, of the 183 respondents of the Eastern Railways Zone, 35 

respondents (19.10%) were “Government Service” holders, 36 respondents (19.70%) 

were “Housewives”, 38 respondents (20.80%) were in “Private Service”, 25 respondents 

(13.70%) were “Self-employed”, 48 respondents (26.20%) were “Students” and only 1 

respondent (0.40%) was a “Retired Personnel”. Of the total 201 respondents of 

Northeast Frontier Railways Zone, 64 respondents (31.80%) were “Government 

Service” holders, 28 respondents (13.90%) were “Housewives”, 30 respondents 

(14.90%) were in “Private Service”, 27 respondents (13.40%) were “Self-employed”, 

48 respondents (23.90%) were “Students” and only 4 respondents (2.00%) were 

“Retired Personnel”. Similarly, for South Eastern Railways Zone, the total respondents 

were 217, where, 53 respondents (24.40%) were “Government Service” holders, 14 

respondents (6.50%) were “Housewives”, 38 respondents (17.50%) were in “Private 

Service”, 41 respondents (18.90%) were “Self-employed” and, 71 respondents (32.70%) 
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were “Students”. Graph 4.12 presents a comparative graphical representation of Table 

4.3.9. 

Graph 4.12: Classification of Respondents Based on Occupation (Based on Zone) 
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Total 339.47 600 
   

Enthusiasm 

Between Groups 7.129 4 1.782 3.021 0.017 

Within Groups 351.572 596 0.59 
  

Total 358.701 600 
   

Attention 

Between Groups 4.384 4 1.096 2.576 0.037 

Within Groups 253.621 596 0.426 
  

Total 258.005 600 
   

Absorption 

Between Groups 8.002 4 2 3.498 0.008 

Within Groups 340.818 596 0.572 
  

Total 348.82 600 
   

Interaction 

Between Groups 8.136 4 2.034 3.568 0.007 

Within Groups 339.795 596 0.57 
  

Total 347.931 600    

To “identifyl  the  linfluence  lin  customerl  engagementl  on  social lmedia lhandles of 

Indian Railways with respect to demographic variables, one-way ANOVA was 

conducted. The hypothesis tests if customer engagement on social media handles of 

Indian Railways differs across age groups was tested. Respondents were divided into 

five groups (Groupl 1: 18 – 28 years; Groupl 2: 29 – 38 years; Groupl 3: 39 – 48 years; 

Groupl 4: 49 – 59 years; Groupl 5: 59 years and above ). Customer engagement was 

studied via four constructs, including “Identification”, which includes the antecedents 

of self-identity, brand personality, rapport and, relevancy between the respondents and 

the organisation; followed by construct of “Enthusiasm”, which infers the brand 

enthusiasm by the respondents; then followed by the construct “Attention”, which 

encompasses the motivational alliance of the respondents and customer friendly 

behaviour of the organisation; followed by the construct “Absorption”, which includes 

the aspects of brand belongingness, attitude and dearness and bonding between the 

respondents and the organisation; and lastly, “Interaction”, which talks aboutl the 

lsocial groupl interactionl and lconsciousness, brand lcocreation and, laccommodative 

lresponse of the respondents towards the organisation, on their social media handles. 

The result of the ANOVA reveals that the score of effect on customer engagement on 

social media handles of Indian Railways differs across age groups are (F4,596 = 2.777, p 

< 0.05); (F4,596 = 3.021, p < 0.05); (F4,596 = 2.576, p < 0.05); (F4,596 = 3.498, p < 0.05); 

and, (F4,596 = 3.568, p < 0.05). The results show a significant difference in the groups 
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as welll as a difference inl customerl engagementl on sociall medial handles of Indian 

Railways across various age groups. Thus, it has led to the rejection of thel null 

hypothesis.  

Various factors relate towards age affecting the customer engagement towards Indian 

railways on their social media platforms. It was found that the frequency distribution 

among the age group of 18–28-year-old was prominent (Graph 4.4 and Graph 4.10) due 

to their readiness to adopt new technologies and their subsequent predominant presence 

on various social media platforms. It was also found that people in this category were 

readily participative in social activities and was curious as to what new developments 

were being brought forth by Indian Railways. This allows them to be aware of 

organizations’ various social media handles and voice their issues and approvals on the 

organizations’ social media handles. 

H30: Therel is nol difference inl the populationl meansl ofl all gender groups 

regarding customer engagement on social media handles of Indian Railways. 

Table 4.3.11: Difference in Customer Engagement Mean Based on Gender (One-

way ANOVA) 

Source  
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Identification 

Between Groups 0.536 1 0.536 1.202 0.273 

Within Groups 267.033 599 0.446 
  

Total 267.569 600 
   

Enthusiasm 

Between Groups 0.399 1 0.399 1.04 0.308 

Within Groups 229.72 599 0.384 
  

Total 230.118 600 
   

Attention 

Between Groups 0.346 1 0.346 1.112 0.292 

Within Groups 186.412 599 0.311 
  

Total 186.758 600 
   

Absorption 

Between Groups 0.034 1 0.034 0.061 0.805 

Within Groups 331.783 599 0.554 
  

Total 331.817 600 
   

Interaction Between Groups 0.028 1 0.028 0.049 0.825 
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Within Groups 347.903 599 0.581 
  

Total 347.931 600 
   

To “identify  the  influencel  in  customerl  engagementl  on   social  lmedia l handles 

of Indian Railways with respect to demographic variables, one-way ANOVA was 

conducted. The hypothesis tests if customer engagement on social media handles of 

Indian Railways differs across gender groups was tested. Respondents werel divided 

intol twol groups (Group l1: Male; lGroup l2: Female). Customer engagement was 

studied via four constructs, including “Identification”, which includes the antecedents 

of self-identity, brand personality, rapport and, relevancy between the respondents and 

the organisation; followed by construct of “Enthusiasm”, which infers the brand 

enthusiasm by the respondents; then followed by the construct “Attention”, which 

encompasses the motivational alliance of the respondents and customer friendly 

behaviour of the organisation; followed by the construct “Absorption”, which includes 

the aspects of brand belongingness, attitude and dearness and bonding between the 

respondents and the organisation; and lastly, “Interaction”, which talks about the lsocial 

groupl interactionl and lconsciousness, lbrand lcocreation land, laccommodative 

responsel of the respondents towards the organisation, on their social media handles. 

The result of the ANOVA reveals that the score of effect on customer engagement on 

social media handles of Indian Railways differs across gender groups (F1,599 = 1.202, p 

> 0.05); (F1,599 = 1.04, pl > 0.05); (F1,599 = 1.112, pl > 0.05); (F1,599 = 0.061, pl > 0.05); 

and, (F1,599 = 0.049, p > 0.05). The results show no significant difference in the groups 

as lwelll as nol difference in customer lengagement on lsocial lmedia lhandles of Indian 

Railways across various gender groups. Thus, lthe nulll hypothesisl is laccepted 

implyingl that gender has lno effect lon customer engagement on social media handles 

of Indian Railways.” 

Even though gender had no effect on the customer engagement towards Indian 

Railways on their social media handles, the low rate of female respondents must be 

noted due to security issues, even with increased quota allotment from them and lower 

fare offers. Most of the female respondents were students and availed the services of 

Indian Railways because they had ready access to student passes and being in the 

category of tribal people additional fringe benefits were also provided. Even after all 
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these initiatives provided by Indian Railways safety still remains a major concern for 

females availing the services of Indian Railways in the Northeast region of India. 

H40: Therel is nol difference inl the lpopulationl means of all educational 

qualificationl lgroupsl regarding customer engagement on social media handles of 

Indian Railways.  

Table 4.3.12: Difference in Customer Engagement Mean Based on Educational 

Qualification (One-way ANOVA) 

Source  
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Identification 

Between Groups 3.907 5 0.781 1.763 0.118 

Within Groups 263.662 595 0.443 
  

Total 267.569 600 
   

Enthusiasm 

Between Groups 19.75 5 3.95 11.172 0 

Within Groups 210.369 595 0.354 
  

Total 230.118 600 
   

Attention 

Between Groups 0.879 5 0.176 0.563 0.729 

Within Groups 185.879 595 0.312 
  

Total 186.758 600 
   

Absorption 

Between Groups 1.866 5 0.373 0.673 0.644 

Within Groups 329.951 595 0.555 
  

Total 331.817 600 
   

Interaction 

Between Groups 1.808 5 0.362 0.622 0.683 

Within Groups 346.122 595 0.582 
  

Total 347.931 600 
   

To “identify  the  linfluence  inl  customer  lengagementl  on  sociall medial handles of 

Indian Railways with respect to demographic variables, one-way ANOVA was 

conducted. The hypothesis tests if customer engagement on social media handles of 

Indian Railways differs across educational qualification groups was tested. 

Respondents were divided into six groups (Group l1: Matriculation; Group l2: Higher 

Sceondary; lGroup l3: Graduate; Group l4: Post Graduate/Masters; Group l5: 

M.Phil./PhD; Group ll6: Others). Customer engagement was studied via four 

constructs, including “Identification”, which includes the antecedents of self-identity, 
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brand personality, rapport and, relevancy between the respondents and the organisation; 

followed by construct of “Enthusiasm”, which infers the brand enthusiasm by the 

respondents; then followed by the construct “Attention”, which encompasses the 

motivational alliance of the respondents and customer friendly behaviour of the 

organisation; followed by the construct “Absorption”, which includes the aspects of 

brand belongingness, attitude and dearness and bonding between the respondents and 

the organisation; and lastly, “Interaction”, which talks about the sociall group 

interactionl and lconsciousness, brand lcocreation and, accommodativel response of 

lthe respondentsl towards lthe lorganisation, on their lsocial lmedia handles. The result 

of the ANOVA reveals that the score of effect on customer engagement on social media 

handles of Indian Railways differs across educational qualification groups (F5,595 = 

1.763, p > 0.05); (F5,595 = 11.172, p < 0.05); (F5,595 = 0.563, p > 0.05(F5,595 = 0.673, p > 

0.05); and, (F5,595 = 0.622, p > 0.05). The results show no significant difference in the 

groups as well asl no differencel in customerl engagement lon sociall media lhandles of 

Indian Railways across various educational qualification groups. Thus, the lnull 

hypothesisl is acceptedl implying llthat educational qualification hasl no leffect on 

lcustomer engagement lon social media handles of Indian Railways.” 

The educational qualification of the respondents did not result in affecting the customer 

engagement of individuals towards the social media handles on Indian Railways. Even 

with concession rules for students like free travel facility for college girls (till post-

graduation) having monthly season tickets, and free for boys till their higher secondary 

for monthly season tickets. Also, there is a certain per cent discount for other categories 

of students like students belonging to schedule caste/tribes, research students, 

government students travelling for entrance exams, students from government schools 

located in a rural area, foreign students studying in India and students enrolled in marine 

engineer apprentices going for merchant marine shipping or engineering training and 

army cadets. It was a conductive aspect which reflected that education qualification 

does not affect customer engagement until the people are aware of the new technologies 

and platforms used for customer engagement by the Indian Railways. Previous studies 

by So et al. (2014), and Diwedi (2011), had also aptly pointed out in their studies that 

lack of awareness towards a customer engagement channel is not reflected by the 

educational qualification of an individual. 
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H50: Therel is nol differencel in lthe populationl meansl of all loccupationall lgroups 

regardingl customer engagement on social media handles of Indian Railways. 

Table 4.3.13: Difference in Customer Engagement Mean Based on Occupation 

(One-way ANOVA) 

Source  
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Identification 

Between Groups 1.41 5 0.282 0.631 0.677 

Within Groups 266.159 595 0.447 
  

Total 267.569 600 
   

Enthusiasm 

Between Groups 1.244 5 0.249 0.647 0.664 

Within Groups 228.874 595 0.385 
  

Total 230.118 600 
   

Attention 

Between Groups 2.572 5 0.514 1.662 0.142 

Within Groups 184.186 595 0.31 
  

Total 186.758 600 
   

Absorption 

Between Groups 3.342 5 0.668 1.211 0.303 

Within Groups 328.475 595 0.552 
  

Total 331.817 600 
   

Interaction 

Between Groups 0.71 5 0.142 0.243 0.943 

Within Groups 347.221 595 0.584 
  

Total 347.931 600 
   

To “identifyl  the  linfluence  in  lcustomer  lengagement  lon  sociall medial handles of 

Indian Railways with respect to demographic variables, one-way ANOVA was 

conducted. The hypothesis tests if customer engagement on social media handles of 

Indian Railways differs across occupational groups was tested. Respondents were 

divided into six groups (Group l1: Student; Groupl 2: Housewife; lGroup 3: 

Government Service; lGroup l4: Private Service; lGroup l5: Retired Personnel; lGroup 

6:l Self-employed). Customer engagement was studied via four constructs, including 

“Identification”, which includes the antecedents of self-identity, brand personality, 

rapport and, relevancy between the respondents and the organisation; followed by 

construct of “Enthusiasm”, which infers the brand enthusiasm by the respondents; then 

followed by the construct “Attention”, which encompasses the motivational alliance of 

the respondents and customer friendly behaviour of the organisation; followed by the 
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construct “Absorption”, which includes the aspects of brand belongingness, attitude and 

dearness and bonding between the respondents and the organisation; and lastly, 

“Interaction”, which talks about the lsocial lgroup linteraction and lconsciousness, 

brand lcocreation and, laccommodative lresponsel of the respondents towards the 

organisation, on their social media handles. The result of the ANOVA reveals that the 

score of effect on customer engagement on social media handles of Indian Railways 

differs across occupational groups (F5,595 = 0.631, p > 0.05); (F5,595 = 0.667, p > 0.05); 

(F5,595 = 1.662, p > 0.05); (F5,595 = 1.211, p > 0.05); and, (F5,595 = 0.243, p > 0.05). The 

results show no significant difference in the groups as lwelll as no difference in 

customerl engagementl on sociall media lhandles of Indian Railways across various 

occupational groups. Thus, lthe nulll hypothesisl is acceptedl implyingl that loccupation 

has lno effectl on customerl engagement on social media handles of Indian Railways.” 

In all three zones, the respondents were students and were either 

graduates/postgraduates or were pursuing graduation/post-graduation. For the 

Northeast Frontier Railway Zone, the government employees travel longer distances to 

reach their work destination which are located in rural areas. As such they need to travel 

similar routes daily or at regular intervals. Availing the services of Indian Railways is 

feasible due to their policy for government employee customers (pass system, token 

system and quota travel costing). This has resulted in the government employees of 

Northeast Frontier Railways Zone to avail the services of Indian Railways primarily. 

For the other two railway zones the opposite was observed as there was a rise in private 

service employees. Even with this observation the non-effect of occupation on customer 

engagement towards Indian Railways on their social media handles is primarily because 

respondents availed the services of Indian Railways as a last resort or due to 

spontaneous plans which has no linkage with the occupation the respondent was in. 

H60: There is no difference in the population means of all Railway Zones regarding 

customer engagement on social media handles of Indian Railways. 

Table 4.3.14: Difference in Customer Engagement Mean Based on Railway Zone 

(One-way ANOVA) 

Source  
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Identification Between Groups 0.083 2 0.041 0.093 0.911 
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Within Groups 267.486 598 0.447 
  

Total 267.569 600 
   

Enthusiasm 

Between Groups 0.51 2 0.255 0.664 0.515 

Within Groups 229.608 598 0.384 
  

Total 230.118 600 
   

Attention 

Between Groups 0.211 2 0.106 0.339 0.713 

Within Groups 186.547 598 0.312 
  

Total 186.758 600 
   

Absorption 

Between Groups 0.893 2 0.446 0.807 0.447 

Within Groups 330.924 598 0.553 
  

Total 331.817 600 
   

Interaction 

Between Groups 0.248 2 0.124 0.213 0.808 

Within Groups 347.683 598 0.581 
  

Total 347.931 600 
   

To “identify  thel  influencel  inl  customerl  engagement  lon  social lmediav handles 

of Indian Railways with respect to demographic variables, one-way ANOVA was 

conducted. The hypothesis tests if customer engagement on social media handles of 

Indian Railways differs across Railway Zones was tested. Respondents lwere ldivided 

intol  groupsl (Group l1: Eastern Railways; Group l2: Northeast Frontier Railways; 

Group 3: South Eastern Railways). Customer engagement was studied via four 

constructs, including “Identification”, which includes the antecedents of self-identity, 

brand personality, rapport and, relevancy between the respondents and the organisation; 

followed by construct of “Enthusiasm”, which infers the brand enthusiasm by the 

respondents; then followed by the construct “Attention”, which encompasses the 

motivational alliance of the respondents and customer friendly behaviour of the 

organisation; followed by the construct “Absorption”, which includes the aspects of 

brand belongingness, attitude and dearness and bonding between the respondents and 

the organisation; and lastly, “Interaction”, which talks about the lsocial lgroup 

interactionl and lconsciousness, lbrand lcocreation land, laccommodative lresponsel of 

the respondents towards the organisation, on their social media handles. The result of 

the ANOVA reveals that the score of effect on customer engagement on social media 

handles of Indian Railways differs across Railway Zones (F2,598 = 0.093, p > 0.05); 

(F2,598 = 0.664, p > 0.05); (F2,598 = 0.339, p > 0.05); (F2,598 = 0.807, p > 0.05); and, (F2,598 



 

 151 

= 0.213, p > 0.05). The results show no significant difference in the groups asl welll asl 

nol difference inl customer lengagement on lsocial lmedia handles of Indian Railways 

across various Railway Zones. Thus, lthe null lhypothesis is laccepted limplying lthat 

Railway Zones lhas lno effect lon customer engagement on social media handles of 

Indian Railways.” 

When we consider the demographic variable of Railway Zone, even that was not found 

to have any effect on the customer engagement towards the social media handles of 

Indian Railways. It was so because these zones are overlapping when looked into 

geographically. The zone division was done based on the population of the area, hence, 

when considering the state of West Bengal, three such Railway Zones emerged in which 

the Northeast Frontier Railways included the states constituting the seven sisters. As 

such the effect on customer engagement cannot be a unified resultant on the constituting 

states. For states of the Northeast India much concessions and lesser long route trains 

are available than that of the state of West Bengal. Even with these fringe benefits the 

people avail lesser train journeys citing the reason of spending more than twenty-four 

hours to reach their destination. So due to their less availing of the Indian Railways 

facilities the phenomenon of customer engagement is lesser. 

4.3.3. Pearson Correlation Coefficient 

Thel Pearsonl  correlationl  coefficient  isl  an  importantl  methodl to measurel the 

similarityl of multiplel data lvariables. Its lvalue is lbetween l [−1,1]. Whenl the 

correlation lcoefficient lequals 1l, it lbecomesl a completelyl positivel correlation;  

whenl it lequals −1, lit becomesl a lcompletely lnegative lcorrelation. lIt meansl thatl 

the lgreater lthe absolutel value ofl the lcorrelation lcoefficient, lthe strongerl the 

correlationl and lvice lversa. l 

H70: Therel is nol correlation betweenl the factorsl of customerl engagementl for 

Eastern Railways. 

Thel following Table 4.3.15 shows the details ofpthepcorrelation betweenpthe factorspof 

customerpengagementponpthepsocial media handles of Indian Railways for the Eastern 

Railways.  
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Table 4.3.15: Pearson Correlation Matric for Eastern Railways 

    
Identificati

on 

Enthusias

m 

Attenti

on 

Absorpti

on 

Interacti

on 

Identific

ation 

Pearson( 

Correlation 
1 0.194 0.209 -0.018 0.114 

Sig. (2-

tailed) p 
  0.009 0.005 0.006 0.005 

N 183p 183p 183p 183p 183p 

Enthusia

sm 

Pearson( 

Correlation 
p0.194 1p 0.024 0.123 0.027 

Sig. (2-

tailed) p 
0.009   0.004 0 0.007 

N 183p 183p 183p 183p 183p 

Attention 

Pearson( 

Correlation 
0.209 0.024 1 -.161 .164 

Sig. (2-

tailed) p 
0.005 0.004   0.001 0.027 

N 183p 183p 183p 183p 183p 

Absorpti

on 

Pearson( 

Correlation 
(-0.018 0.123 -.161 1 .241 

Sig. (2-

tailed) p 
0.006 0 0.001(   0.001 

N( 183p 183p 183p 183p 183p 

Interacti

on 

Pearson( 

Correlation 
0.114 0.027 .164 .241 1 

Sig. (2-

tailed) p 
0.005 0.007 0.027 0.001   

N( 183p 183p 183p 183p 183p 

The “lresultsl indicate la significantl positive lrelationship lbetween identification land 

enthusiasm, [r(183)=0.194, p=0.009]. There is la significantl positive lrelationship 

betweenl identification andl attention, [r(183)=0.209, p=0.005]. Inl contrast, therel is la 

significantl negative lrelationship lbetween identification landl absorption [r(183)=-



 

 153 

0.018, p=0.006]. Also, lthere is la significantl positivel relationship lbetween 

identification landl interaction, [r(183)=0.114, p=0.005]. Secondly, therel is la positive 

significantl relationshipl betweenl enthusiasm landl attention, [r(183)=0.024, p=0.004]. 

There is lal significantl lpositive lrelationship lbetween enthusiasm lland absorption 

[r(183)=0.123, p=0.000] land lalso betweenl enthusiasm andl interaction 

[r(183)=0.027, p=0.007]. Thirdly, therel is la significantl negative relationshipl 

betweenl attention land absorption,[r(183)=-0.161, p=0.001], while lthere is la 

significantl positivel relationship betweenl attention andl interaction [r(183)=0.164, 

p=0.027]. Lastly, therel is a significantl positivel relationshipl between absorption andl 

interaction, [r(183)=0.205, p=0.000]. Thus, the lnull lhypothesisl H60 was rejectedl as 

there is la significantl level of correlationl between the factors ofl customer engagement 

for Eastern Railways. 

H80: Therel is nol correlation lbetween the lfactors of customerl engagementl for 

Northeast Frontier Railways. 

The following Table 4.3.16 shows the details of thepcorrelation betweenpthepfactorspof 

customer engagementponpthepsocial media handles of Indian Railways for the Northeast 

Frontier Railways.  

Table 4.3.16: Pearson Correlation Matric for Northeast Frontier Railways 

    
Identificati

on 

Enthusias

m 

Attenti

on 

Absorpti

on 

Interacti

on 

Identific

ation 

Pearson 

Correlation 
1 .218 .288 -0.089 0.107 

Sig. p (2-

tailed) 
  0.002 0.000 0.009 0.029 

N 201p 201p ( p201(( p201(( p201(( 

Enthusia

sm 

Pearson(( 

Correlation 
.218 1(( .160 .215 0.119 

Sig. p (2-

tailed) 
0.002(((   0.023 0.002 0.001 

N(( 201p 201p ( p201(( p201(( p201(( 

Attention 
Pearson(( 

Correlation 
.288 .160 1 -.154 0.103 
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Sig. p (2-

tailed) 
0.000 0.023   0.029 0.008 

N 201p 201p ( p201(( p201(( p201(( 

Absorpti

-on 

Pearson 

Correlation 
-0.089 .215 -.154 1 .180 

Sig. p (2-

tailed) 
0.009(( (0.002 (0.029   (0.011 

N(( 201p 201p ( p201(( p201(( p201(( 

Interacti

on 

Pearson 

Correlation 
0.107 0.119 0.103 .180 1 

Sig. p (2-

tailed) 
0.029 0.001 0.008 0.011   

N(( 201p 201p ( p201(( p201(( p201(( 

Thel results lindicate a lsignificant positivel relationshipl between lidentification land 

enthusiasm, [r(201)=0.218, p=0.002]. There lis a lsignificant lpositive relationship 

betweenl identification land attention, [r(201)=0.200, p=0.000]. In lcontrast, there lis la 

significantl negative lrelationship betweenl identification andl absorption [r(201)=-

0.089, p=0.009]. Also, therel is a lsignificant lpositive relationshipl between 

identificationl andl interaction, [r(201)=0.107, p=0.029]. Secondly, lthere isl a lpositive 

significantl relationshipl between enthusiasm andl attention, [r(201)=0.160, p=0.023]. 

There isl a lsignificant lpositive relationship lbetween enthusiasm land absorption 

[r(201)=0.215, p=0.002] and lalso betweenl enthusiasm andl interaction [r(201)=0.119, 

p=0.001]. Thirdly, therel is a significantl negativel relationshipl betweenl attention land 

absorption, l [r(201) = -0.154, p=0.029], whilel there isl a significantl positive 

relationshipl betweenl attention andl interaction [r(201)=0.103, p=0.008]. Lastly, there 

isl al significantl positive lrelationship lbetween absorption andl interaction, 

[r(201)=0.180, p=0.011].”Thus, thel null lhypothesis H70 was lrejected as there lis a 

significantl level lof correlation lbetween lthe factors ofl customer engagement for 

Northeast Frontier Railways. 

H90: Therel is nol correlation betweenl thel factors of lcustomer engagementl for 

South Eastern Railways. 
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The following Table 4.3.17 shows the details of thepcorrelation betweenpthe factors of 

customerpengagement on thepsocial media handles of Indian Railways for the Northeast 

Frontier Railways.  

Table 4.3.17: Pearson Correlation Matric for South Eastern Railways 

    
Identificati

on 

Enthusias

m 

Attenti

on 

Absorpti

on 

Interacti

on 

Identific

ation 

Pearson 

Correlation 
1 .245 .194 -0.05 0.095 

Sig. p (2-

tailed) 
  0.000((( 0.004 0.007 0.003 

N( p217( p217( p217( p217( p217( 

Enthusia

sm 

Pearson(( 

Correlation 
.245 1 0.088 .208 .173 

Sig. p (2-

tailed) 
(0.000(   0.008 0.002 0.01 

N((((( p217( p217( p217( p217( p217( 

Attention 

Pearson(( 

Correlation 
.194 0.088 1(( -0.117 .275 

Sig. p (2-

tailed) 
0.004 0.008   0.006 0.000 

N( p217( p217( p217( p217( p217( 

Absorpti

on 

Pearson(( 

Correlation 
-0.05 .208 -0.117 1 .199 

Sig. p (2-

tailed) 
0.007 0.002 0.006(  0.003 

N(( p217( p217( p217( p217( p217( 

Interacti

on 

Pearson(( 

Correlation 
0.095 .173 .275 .199 1 

Sig. p (2-

tailed) 
0.003 0.01 0.000 0.003   

N(( p217( p217( p217( p217( p217( 
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The. “resultsl indicate a lsignificant positive lrelationship lbetween lidentification and 

enthusiasm, [r(217)=0.245, p=0.000]. There is a lsignificant lpositive relationship 

betweenl identification land attention, [r(217)=0.194, p=0.004]. In contrast, there lis a 

significant lnegative relationshipl between identification land absorption [lr(217) = -

0.05, p=0.007]. Also, therel is a significantl positive relationshipl betweenl 

identification land interaction, [r(217)=0.095, p=0.003]. Secondly, lthere is la positive 

lsignificant relationship lbetween enthusiasm land attention, [lr(217)=0.088, p=0.008]. 

lThere lis a significantl positive lrelationship lbetween lenthusiasm landl absorption 

[r(217)=0.208, p=0.002] and also between enthusiasm and interaction [r(217)=0.173, 

p=0.01]. Thirdly, therel is a significantl negative relationshipl between attention and 

labsorption,[r(217) = -0.117, p=0.006], while there is a lsignificant lpositive 

relationshipl between attention and interaction [r(217)=0.275, p=0.000]. Lastly, lthere 

is la significantl positivel relationship lbetween absorption land interaction, 

[r(217)=0.199, p=0.003]. Thus, the null hypothesis H80 was rejectedl as therel is a 

lsignificant llevel lof correlation lbetween lthe factors ofl customer engagement for 

South Eastern Railways. 

4.3.4. Interpretation and Hypotheses Testing 

4.3.4.1. Interpretation of demographic analysis, ANOVA and Pearson Correlation 

Coefficient 

An effort tooanalyze theoeffect of demographicovariablesoon theoidentified factors of 

Identification, Enthusiasm, Attention, Absorption, and Interaction of customer 

engagement was done, starting with demographic characteristics. A frequency 

distribution report was formulated based on the responses recorded along with a 

crosstabulation report. ANOVA Factor Score was used to gain the relationship between 

the independent variables (demographic variables) and the dependent variable 

(customer engagement). Lastly, Pearson Correlation Coefficient was used to measure 

the linearorelationship between the factors of customer engagement. In doing so this has 

aided in answering the research questions of the possibility of analyzing the Customer 

Engagement practices ofoIndian Railways on socialomedia platforms, based on the 

framework/model developed and the effect of demographic variables on Indian 

Railways’ use of social media handles for customer engagement. 
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Demographic variables of Age, Gender, Occupation, Educational Qualification and 

Railway Zone are considered for this study. The frequency distribution among the age 

group of 18–28-year-old was prominent due to their readiness to adopt new 

technologies and their subsequent predominant presence on various social media 

platforms. This allows them to be aware of organizations’ various social media handles 

and voice their issues and approvals on their social media handles. On the gender front, 

the low rate of female respondents was due to security issues, even with increased quota 

allotment from them and lower fare offers. The educational qualification and 

occupation of the respondents were correlated, as respondents with a graduation degree 

were largely associated with those individuals who were pursuing further studies (Post 

graduation/Masters). The is reason behind this being the concession rules for students 

like free travel facility for college girls (till post-graduation) having monthly season 

tickets, and free for boys till their higher secondary for monthly season tickets. Also, 

there is a certain per cent discount for other categories of students like students 

belonging to schedule caste/tribes, research students, government students travelling 

for entrance exams, students from government schools located in a rural area, foreign 

students studying in India and students enrolled in marine engineer apprentices going 

for merchant marine shipping or engineering training and army cadets. 

A cross-tabulation analysis studied the frequency distribution of the four demographic 

variables based on the Railway Zone. As this study is limited to three zones out of 

seventeen Indian Railways zones due to the pandemic regulations, an effort was made 

to evenly distribute the sample size equally among these three zones. Though uneven 

distribution can be seen between Eastern Railways and South Eastern Railways, as 

these two zones included the state of West Bengal and there happened to be an 

overlapping of certain junctions between the two Railway Zones. In all three Railway 

Zones, males were the chief respondents as they had mostly purchased a ticket for a 

destination as this was one of the screening questions which qualifies the respondents 

as a sampling unit for this study. 

In all three zones, the respondents belonging to the age group of 18-28 years, was aided 

by the occupation and educational qualification of the respondents i.e., the respondents 

were students and were either graduates/postgraduates or were pursuing 

graduation/post-graduation. The reason for this is due to the availability of better 
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discounts, concessions and other offers for students. For the Northeast Frontier Railway 

Zone, the government employees travel longer distances to reach their work destination 

which are located in rural areas. As such they need to travel similar routes daily or at 

regular intervals. Availing the services of Indian Railways is feasible due to their policy 

for government employee customers (pass system, token system and quota travel 

costing). This has resulted in the government employees of Northeast Frontier Railways 

Zone to avail the services of Indian Railways primarily.  

To identifyl the linfluence of lthe demographic variables on customer lengagement 

towards thel services of Indian Railways on social media handles, descriptive statistics 

and one-way ANOVA was conducted. For the one-way ANOVA, the independent 

variables were the demographic variables of Age, Gender, Educational Qualification,  

Occupation, and Railway Zone thus, providing the effect of demographic variables on 

customer engagement towards services of Indian Railways on their social media 

handles. Firstly, different age groups havel a significantl influence lon lcustomer 

engagementl on the social media handles of Indian Railways [(F4,596 = 2.777, p < 0.05); 

(F4,596 = 3.021, p < 0.05); (F4,596 = 2.576, p < 0.05); (F4,596 = 3.498, p < 0.05); and, (F4,596 

= 3.568, p < 0.05)]. Secondly, different gender groups lhave nol significantl influence 

on lcustomer engagementl on the lsocial lmedial handles of Indian Railways [(F1,599 = 

1.202, p > 0.05); (F1,599 = 1.04, p > 0.05); l (F1,599 = 1.112, p > 0.05); (F1,599 = 0.061, p 

> 0.05); and, (F1,599 = 0.049, p > 0.05)]. Thirdly, different educational qualification 

groupsl have nol influence on lcustomer engagementl on the sociall medial handles of 

Indian Railways [(F5,595 = 1.763, p > 0.05); (F5,595 = 11.172, p < 0.05); (F5,595 = 0.563, 

p > 0.05(F5,595 = 0.673, p > 0.05); and, (F5,595 = 0.622, p > 0.05)]. lAnd lastly, different 

Railway Zone have no lsignificant linfluence onl customer lengagement on the lsocial 

medial handles of Indian Railways [(F2,598 = 0.093, p > 0.05); (F2,598 = 0.664, p > 0.05); 

(F2,598 = 0.339, p > 0.05); (F2,598 = 0.807, p > 0.05); and, (F2,598 = 0.213, p > 0.05)]. 

Thus, it was seen that the age group of the respondents have an influence on lcustomer 

engagement lon the sociall medial handles of Indian Railways, implying the ready 

acceptance of technology and their awareness and presence on social media platforms 

with younger age groups readily accepting, moulding and aware of the social media 

platforms. 
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For a zone-wise Pearson correlation coefficient measure for Eastern Railways, 

Northeast Frontier Railways and, South Eastern Railways,“there is la significant 

positivel relationship betweenl identification andl enthusiasm, al significant lpositive 

relationship betweenl identification andl attention, a significantl negative lrelationship 

lbetween identification andl absorption, a significantl positive relationshipl between 

identification and interaction, al positive significant lrelationship lbetween enthusiasm 

and lattention, a lsignificant positivel relationship lbetween lenthusiasm and absorption, 

a significant lpositive relationshipl between enthusiasml and interaction, al significant 

negative lrelationship betweenl attention land absorption, la significantl positive 

relationship lbetween attentionl and interaction, land lastly, therel is a lsignificant 

positive lrelationship betweenl absorption and interaction.” 

4.3.4.2. Result of Hypothesis Testing 

Table 4.4: Result of Hypotheses Testing 

Hypotheses 
Testing of 

Hypotheses 

H10: There isl no significant ldifference among lthe respondents 

belongingl to differentl “Railway Zones” regardingl customer 

engagement on social media handles of Indian Railways. 

Accepted 

H20 : Therel is nol difference in the lpopulation means lof all age 

groupsl regarding customer engagement on social media handles of 

Indian Railways. 

Rejected 

H30: There is lno difference in thel population meansl of all gender 

groupsl regarding customer engagement on social media handles of 

Indian Railways. 

Accepted 

H40: There isl no differencel in the lpopulation meansl of all 

educational qualification groupsl regarding customer engagement on 

social media handles of Indian Railways. 

Accepted 

H50: There isl no differencel in the lpopulation lmeans of all 

occupational lgroups lregarding customer engagement on social media 

handles of Indian Railways. 

Accepted 
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H60: There is no difference in the population means of all Railway 

Zones regarding customer engagement on social media handles of 

Indian Railways. 

Accepted 

H70: Therel is nol correlation lbetween thel factors of lcustomer 

engagementl for Eastern Railways 

Rejected 

H80: Therel is nol correlationl between thel factors of customer 

engagementl for Northeast Frontier Railways 

Rejected 

H90: Therel is lno correlationl between thel factors of lcustomer 

engagementl for South Eastern Railways 

Rejected 

A comparisonpof the responsespshows that theprespondents frompthe differentpRailway 

Zonesphave a similarpview towardspcustomerpengagement onpsocial mediaphandles 

ofpIndian Railways (Table 4.2.2). Hence the null hypothesis H10 was accepted.  

From the one-way ANOVA results it can be evidently said that except for the 

demographic variable of  “Age”, the other demographic variables such as “Educational 

Qualification”, “Gender”, “Occupation”, and “Railway Zone” has no significant 

difference in mean customerl engagement lon the sociall media platforms of lFacebook 

and Twitterl of Indian Railways. Hence, we reject hypothesis H20 and we accept 

hypotheses H30, H40, H50 and H60 .  

From the Pearson Correlation Matrix, it was evidenced that for all the three zones 

considered in the study, thatl there was a lpositive correlationl between thel factors of 

customerl engagementl on social media handles of Indian Railways. Thus, the null 

hypotheses H70, H80, and H90 were rejected. This implied that with every change in 

one of the factors of customer engagement there was a significant positive or negative 

effect on the other factors. As such none of the factors could not operate in singularity 

without being affected by or affection the other factors. For instance if the level of 

interaction increases, the level of identification, enthusiasm, attention and absorption 

increases or decreases, and the can be held true for the other factors as well. Therefore, 

we reject the null hypotheses H70, H80, and H90. 
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The findings of the study, key recommendations, managerial implications, conclusion 

and the scope of future research work are all detailed in this chapter. 

5.1. Summary 

Social media marketing for any government agency or department is difficult since it 

targets the broader population. Thus, in the case of Indian Railways, such platforms are 

used for disseminating information and its posts mainly capture, hold, and inform 

passengers’ attention for the latest issues and development. Indian Railways has 

additionally utilised social media to understand its customers' wants and expectations, 

encourage customer interaction and retention, develop extra income possibilities, 

enhance brand loyalty, and establish organisational perception as a catalyst for customer 

engagement. 

Indian Railways has been using social media to broadcast the Union Government 

initiatives, ask for ideas from the public to improve their existing services, bring 

forward new services, or improve problematic areas, promote safety measures that can 

be taken by the public as well as the safety measures present for them, disseminate 

information, and to have a quick and responsive complaint redressal system. 

Indian Railways hired a team of expert public relations professionals in June 2019 to 

execute its marketing campaign at its central office and in their zones under a set of 

standards. In a scenario where Railways face tough competition from airlines, the 

structure of 70 officials, including the one chief Public Relations Officer (PRO) of each 

of the 17 zones, who were responsible for social media distribution was recommended 

to be modified to improve publicity reach. These teams would build plans for Facebook, 

Twitter, l Instagram, l and lother lsocial lmedia lplatforms lto identify problems, topics, 

and social media influencers to influence perception of target audience and build 

positive relationships and enhance brand image. This involves building a dashboard on 

their zones' websites with news stories, TV footage, and other content to humanise 

Indian Railways' consumers. Each team was advised to collaborate with national 

analysts and present reports to high authorities to gain consumer trust. 

The purpose of this study was to develop a framework for analysing the effect of 

demographic variables on the identified factors (from the developed framework) lof 

customer lengagement toward thel services ofl Indian Railways onl social lmedia 
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handles. Thel framework that was being developed is intended to be used in a future 

study. 

Using keyword co-occurrence analysis, which is a component of the bibliometric 

analysis done in the first goal, it was inferred that current research on this issue focuses 

on"lcustomer engagementl as a tool tol influence lconsuming behaviours, lcustomer 

engagement in lsocial lmedia, customerl engagementl as al strategy tol win lcustomers, 

variations inl consumer lengagement behaviour, customerl relationship lmanagement 

via customer lengagement, and lcustomer lengagement inl electronic lcommerce."Co-

citation lanalysis, which was lconducted las part ofl the same bibliometric investigation, 

was therefore useful in determining twenty relevant models and theories for the study's 

conceptual model. Following extensive research and evaluation of the aforementioned 

models and concepts, the resulted conceptual model of the study included twelve 

antecedents organised under five overarching elements. 

Thus the factors of customer engagement for the study were: Identification, 

Enthusiasm, Attention, Absorption and Interaction which was constructed under factor 

analysis adopted for achieving the second objective. The customer engagement was 

measured along these factors. Exposure and awareness of various social media 

platforms and social media handles of Indian Railways could be and has been 

considered as the pre-requisite to the factors of customer engagement. "Identification" 

highlighted the company's self-identity, brand personality, rapport, and connection to 

customers. These expressions suggest people identify with the firm, the first step 

towards customer engagement. "Enthusiasm" assessed customers' social media 

engagement. “Attention”, the key to engagement, was the third component. 

"Absorption" was the fourth aspect of effective client engagement, describing complete 

attention, enjoyment, and participation in the brand. "Interaction," the fifth and final 

part, completed the customer engagement loop by showing the consumer's deeper 

engagement with the company. 

Demographic characteristics were examined, under the third objective, in relation to 

customer Identification, Enthusiasm, Attention, Absorption, and Interaction. 

Demographic characteristics included “Age”, “Gender”, “Occupation”, “Educational 

Qualification”, and “Railway Zone” in this study. Respondents of the age group of 18-

28 years were open to new technologies and had a strong social media presence and 
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awareness. Also, due to reasons such as limited financial funds and dependency on 

parents, the respondents in this category were either students who had just graduated or 

were pursuing their graduation/post-graduation. Female respondents cited safety 

reasons for not availing Indian Railways services even after fare concessions by Indian 

Railways for them.  

Cross-tabulation examined the Railway Zone's four demographics. Pandemic rules had 

limited this study to three out of seventeen Indian Railways zones. When talking of 

gender, males responded to have purchased a destination ticket for Indian Railways in 

most of the cases in comparison to their female counterparts. Responses of the 

respondents of the age group 18-28 years old, were predominantly students with either 

graduate/postgraduate qualification or pursuing graduation or postgraduation degree, as 

Indian Railways have various beneficial schemes for them such as student discounts, 

concessions, and other benefits. For Northeast Frontier Railways Zone, the frequent 

travelling between stations to reach their work destination by the government 

employees made them traveling by Indian Railways logical due to its polices for 

government employees (pass system, token system etc.). 

Next, a one-way-ANOVA was conducted to study the influence of demographic 

variables on customer engagement towards Indian Railways social media handles. The 

demographic variables for one-way ANOVA were Age, Gender, Occupation, 

Educational Qualification, and Railway Zone. Pearson coefficients were measured 

generally and zone-by-zone. Identification, Attention, Absorption, Interaction, and 

Enthusiasm were found to be all positively correlated.   

5.2. Findings and Discussion 

Objective 1: To identify a customer engagement framework for Indian Railways 

through Bibliometric Analysis. 

From this study important insights were found, advancing the study's conceptual 

understanding and framework formation suitable for analysing thel effect lof lcustomer 

engagement lof Indian Railways onl their social lmedia handles.  Research papers lon 

government social media use have grown exponentially from 2010 to 2022.  Studies on 

customer engagement showed that government services and offices were increasingly 

using social media for customer engagement. The United States, Spain, the United 
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Kingdom, the Netherlands, and Greece have undertaken the most research in this field. 

India and China reported fewer such research. Prospective writers from these nations 

had collaborated with western authors from the U.S., U.K., Australia, New Zealand, 

and Canada. 

The bibliometric study further found more than fifty journals that contributed to the 

research of government services' social media engagement. Most of these periodicals 

were government and administrative review journals, therefore their articles 

reflected information transmission and development rather than analytical studies.  The 

overview of associated research focused on human society, notably the execution of 

consumer policies and digital platforms to distribute them. Social media has been 

utilised to expand government agencies' understanding of different sectors, people's 

health and well-being, and how to engage with them. Also,  bibliometric coupling based 

on documents, sources, and authors highlighted current research in government 

services' social media customer engagement. Consumer engagement and online 

communities, modelling of customer interaction, empirical validation and theoretical 

conceptualization, customer lengagement and sociall media, and contextual lcustomer 

engagementl have arisen as study topics.  

Co-citation analysis revealed three theoretical areas: consumer brand lcommunity 

engagement, lcustomer lengagement lconcepts, implementation, andl models, land 

onlinel and ldigital customerl engagement. Co-citationl analysis lalso revealedl themes 

of government data, politics, public administration, ethics, marketing research, Internet 

Technology (IT), and social services. These topics helped identify core models for this 

study. 

Keyword co-occurrence analysis implied that current research on this subject focuses 

on jcustomer engagementj as aj tool toj influencej consuming behaviours, jcustomer 

engagementj in social jmedia, customer jengagement asj a strategyj to gain customers, 

variances inl consumer lengagement behaviour, lcustomer lrelationship lmanagement 

via lcustomer lengagement, land lcustomer lengagement lin lelectronic commerce.  Co-

citation analysis thus helped to identify twenty related models and theories for the 

study's conceptual model. After studying and analysing these ideas and models, the 

final conceptual model of the study included twelve antecedents grouped by five broad 

factors was formed. 
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Objectiveo2: oTo determineothe factors affecting customeroengagementotowardsothe 

servicesoof IndianoRailways onosocialomediao handles. o 

Factor janalysis wasj performed onj the composite set jof respondents after testing for 

significant differences in viewpoint amongst Railway Zones. The mean F-ratio scores 

varied from 3.94 on statement S22 (I think that the organisation has a genuine concern 

for its customers) to 2.83 on statement S3 (I keenly notice information related to the 

organization). Statement S22 scored well because most respondents believe that Indian 

Railways pays attention to its consumers and that customers pay attention to its social 

media posts. The high mean scores of 3.92 on statement S4 (I feel the organisation 

serves every customer need), 3.87 on S13 (I payj a lot jof attention jto anything jabout 

the organisation), 3.83 on S12 (I likej to learnj morej aboutj this organization'sj online 

communityj), and 3.86 on S18 (I feel the organisation has a strong understanding for 

customer's requirement) supported this. This suggests that creating a customer 

engagement process required both the organization's and consumers' Attention. 

Comparing responses from various Railway Zones revealed that Indian Railways' 

social media customer engagement views were comparable and that customers had a 

similar view towards the customer engagement initiatives by Indian Railways on their 

social media handles. 

The jKaiser-Meyer-Olkin j (KMO) score ofj 0.724 (between 0.6 and 1.0) and Bartlett's 

test of sphericity showed that factor analysis was suitable for this study dataset. 

jBartlett's jTest of jSphericity showed thatj the jcorrelation matrixj is considerably 

different jfrom an jidentityj matrix, which have zero correlations between variables, as 

p<0.001 with df=406. Each statement's communality was over 0.4, showing that all 

components shared some variation. These findings suggested that factor analysis was 

appropriate for all twenty-nine statements. The first five components with eigenvalues 

larger than 1 were the extracted solution.  The extracted solution's cumulative variability 

explained by these factors was roughly 76.5%, which is like the original solution, 

indicated that latent factors did not lose the initial solution. The rotational component 

matrix listed the five factors that influence consumer engagement in Indian Railways' 

three zones. Based on 601 respondents, a factor loading of 0.30 or higher was 

considerable (Hair et al., 2014). Varimax rotation was used to orthogonally rotate 

primary factors. Thus, Indian Railways' customer engagement in the three study zones 

had been defined by five primary factors. 
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The first factor had seven positively loaded statements, namely,  "I feel a personal 

connection to the organisation," "When someone criticises this organisation onj social 

mediaj platforms, it feelsj like a personalj insult," "Whenj someone praisesj this 

organisation jon social jmedia platforms, itj feels like aj personal jcompliment," "I can 

identify with the organisations' goals," "I believe the organisation reflects the customers' 

wants and needs," and "I feel the organisations' successes are the customers' successes." 

These statements highlighted self-identity, brand personality, rapport, and relevance 

between the company and consumers. These words also suggested that consumers 

identified with the company, the first step toward customer engagement, thus the factor 

was colluded as "Identification". 

Statements forming the second factor termed "Interaction" included, "The organisation 

provides platform for customer interaction," "I post suggestions in the organization's 

social media handles for service improvement," "I often visit the organization's social 

media handles and give feedback about their services," "The organisation formulates 

ideas through discussion and collaboration about the organisation with the customers on 

social media handles," and "I recommend the organization's services to friends & other 

groups of people." These statements demonstrated a customer's deeper engagement with 

the organization. 

The statements namely, "I feel the organisation serves every customers need," "I think 

that the organisation has a genuine concern for its customers," "I feel that the 

organisation has a strong understanding for customer's requirement", "I likej to jlearn 

more jabout this jorganisations' jonline communityj", and "I jpay a jlot of jattention to 

anythingj about jthe organisation" comprised factor three, and thus, had been named as 

“Attention”. Academics have often stressed the importance of attention in 

customer engagement. Customers' interest in an organisation's content lead to 

engagement. Thus, this motivated customers to follow the organisation on various social 

media handles. 

The fourth factor included thej statementsj of "I havej a sensej ofj belongingness 

towardsj thej organisation," "I feel emotionally connected to the organisation," "I feel 

convinced by the organisations' endorsement on social media handles," "I feel proud to 

recommend the services of the organisation," "I feel the organisation have a unique place 

in the mind of the customers," and "I feel the organisation shares the goals of its 
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customers". This factor has been characterized "Absorption" as the statements 

described a condition of undivided rapture, enjoyment, and involvement in the 

organisation that resulted from good customer engagement. Thus, such expressions 

defined consumers' attitudes, belonging, and connection with organisations' social 

media handles. 

Factor five specified the statements "I am heavily into the organisation’s social media 

handles", "I keenly notice information related to the organisation", "I enjoy spending 

time on the orgaisations' social media handles", and "I am passionate about the 

organisations' social media handles". This factor examined customers' social media 

engagement with the organisation as customers joined brand/organization communities 

and promoted them because of their enthusiasm for an organisation. Hence, this factor 

was clubbed "Enthusiasm".  

In abridgement, the factor analysis identified the study's five variables. The first and 

most important component, "identification," emphasized the organization's self-

identity, brand personality, rapport, and relevance to customers. These phrases implied 

that customers identify with the company, the first step towards customer engagement. 

The second element, "enthusiasm," measured customers' willingness to interact with 

the organization on social media. Enthusiasm for a brand/organization leads customers 

to join communities and/or promote it. The third component was called "attention" 

because it described the critical aspect of engagement: attentiveness. Customers' 

interest in a company's content increases their engagement. These comments outline 

why customers should follow the company on social media. The fourth factor, 

"absorption," described entire attention, enjoyment, and participation in the brand when 

customer engagement is effective. Such expressions define customers' attitudes, 

belonging, and connecting with the company's social media handles. The fifth and final 

aspect, "interaction," reflected the customer's engagement with the organisation beyond 

ordinary consumerist behaviour, thus, completing the loop of customer engagement. 

Objective 3: To studyotheoinfluence ofodemographicsoonocustomer engagement 

towardothe servicesoof Indian Railwaysoon social media handles. 

Demographic parameters were used to assess the influence of demographic variables 

on consumer Identification, Enthusiasm, Attention, Absorption, and Interaction.  This 

study considered Age, Gender, Occupation, Educational Qualification, and Railway 
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Zone as the demographic variables. Due to their willingness to accept new technology 

and social media presence, respondents from the age group of 18-28 years were 

observed. Their adaptability to technology made them expressive and, drove them to 

have a better presence on social media platforms and in turn use these platforms to 

express their views. The low number of “female” responses could be related to security 

concerns, even with enhanced quotas and reduced fares. Student concessions like free 

travel for college girls (until graduation) with monthly season tickets and free for guys 

till high school, also, - schedule caste/tribe students, research students, government 

students travelling for entrance exams, students from rural government schools, foreign 

students studying in India, marine engineer apprentices going for merchant marine 

shipping or engineering training, and army cadets received a discount. These reasons 

constituted to students readily availing the services of Indian Railways.  

The Railway Zone's four demographics were evaluated using cross-tabulation. This 

investigation was confined to three of the seventeen Indian Railways zones because to 

pandemic regulations. In most situations, men replied to having acquired a destination 

ticket for Indian Railways in contrast to their female counterparts. Respondents between 

the ages of 18 and 28 were predominantly students with either a graduate/postgraduate 

qualification or pursuing a graduation or postgraduate degree, as Indian Railways has a 

variety of beneficial schemes for them such as student discounts, concessions, and other 

benefits. The frequent travel between stations by government workers to achieve their 

job location makes travelling by Indian Railways logical owing to its policies for 

government employees (pass system, token system). 

Major factors affecting Customer Engagement  

• Every day, “the Ministry of Railways receives approximately 14,000 tweets. 

Around a thousand of these are actionable. Managing tweets during peak hours is a 

huge problem, as this is when targets are most difficult to meet. Differentiating between 

actionable and frivolous tweets is also difficult. AsSmore people use this service to 

voice their complaints or seek assistance, it remains to be seen how the Indian Railways 

can continue to use the Social Media Cell effectively to drive a strong connect between 

the Railways and its passengers for a better customer engagement towards the Indian 

Railways' social media handles.” 
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• Indian Railways has a YouTube channel in addition to its Facebook page and 

Twitter handle. YouTube is used by IR to disseminate information and educate the 

public. The presence of IR on YouTube is still marginal, and IR should make better use 

of this presence. More safety messages that are directly relevant to the public, such as 

the risks associated with railway level crossings, would be welcome. 

• Particularly for female passengers and members of underprivileged social 

groups, passenger safety is a crucial consideration in decision-making. Train travel is 

frequently chosen by customers because it is both seen as being safer than driving. 

Because of real-time monitoring and on-site reaction teams, the new social media 

offering considerably reinforces the notion of trains as a safer means of transportation. 

Nonaction would attract public mockery and improve openness, accountability, and 

trustworthiness as well since the claims and cries made through this media are 

completely open and visible. 

• With the introduction of Twitter and Facebook, there is a clear bureaucratic 

chasm between customers and actual decision makers, as there is with many different 

types of complaint portals. However, it is becoming increasingly apparent that rail 

operators and entities are much more accountable, and the customer is much more 

powerful with a clearer transparent medium; this aspect allows railways to project itself 

as being attentive and sensitive to the needs of the customers. 

• All the elements help to give railroads an emphatic reputation, but as railways 

has proven, no endeavor can be effective without clear and consistent execution. If early 

efforts are supported by constant results delivery, this will only help to further their 

reputation. 

5.3. Hypotheses and Conclusion 

Top “examinei  whetheri any significant i differencesi  existi  amongi  thei respondents 

belongingi to differenti Railwayi Zones concerning customer engagement on social 

media handles of Indian Railways, the following hypothesis was formed and F-ratios 

was calculatedi to thei responses iof eachi statement. iMean ivalues of H10 have been 

presented ingTable 4.2.2. The result of the hypothesis H10 has been summarized in Table 

5.1 ibelow. 
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Tablei 5.1: iHypothesis and Conclusion 

Sl. 

No. 
Hypothesis 

Significance 

Level 

Accepted/ 

Rejected 

1 

H10: Therei is noi significant differencei among 

thei respondents ibelonging to different “Railway 

Zones” regardingi customer engagement on 

social media handles of Indian Railways. 

p > 0.05 

Null 

Hypothesis 

Accepted 

A “comparison pof the responsesp showed that theprespondents fromp the 

differentpRailway Zonesphad a similarpview towardspcustomerpengagement onpsocial 

mediaphandles ofpIndian Railways. Hence the null hypothesis H10 was accepted. 

Takingpthis intopconsideration factor analysis was appliedpon the aggregatepgroup of 

respondentspand not onpindividualpRailway Zone..” 

To understand thei influencei of idemographics ion customer iengagement towards ithe 

services ofi Indian Railways oni social media handles, it was imperative to conduct one-

way ANOVA toi understand ithe variationsi of the demographici variables oni customer 

engagementi towards thei services of Indian Railways on social media handles. Thus, 

the following hypotheses were formed, and one-way ANOVA was performed. 

Table 5.2: Hypotheses and Conclusion 

Sl. 

No. 
Hypotheses 

Significance 

Level 

Accepted/ 

Rejected 

1 

H20:  Therei is noi differencei in thei population 

meansi of all agei groupsi regarding customer 

engagement on social media handles of Indian 

Railways.. 

p < 0.05 

Null 

Hypothesis 

Rejected 

2 

H30: Therei is ino differencei in the ipopulation 

means of all gender groups regarding customer 

engagement on social media handles of Indian 

Railways. 

p > 0.05i 

iNulli 

Hypothesis 

iAcceptedi 

3 

H40: There iis noi difference ini the population 

means of all educational qualification groups p > 0.05 

Null 

Hypothesis 

Accepted 
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regarding customer engagement on social media 

handles of Indian Railways. 

4 

H50: There is noi difference iin the ipopulation 

means iof all occupational groupsi regarding 

customer engagement on social media handles 

of Indian Railways. 

p >i0.05 

Nulli 

iHypothesis 

Accepted 

5 

H60: There iis noi difference in thei population 

means of all Railway Zones regarding customer 

engagement on social media handles of Indian 

Railways. 

p > 0.05 

Null 

Hypothesis 

Accepted 

The findings of the one-way ANOVA make it abundantly clear that, with the exception 

of "Age," the other demographic variables, including "Educational Qualification," 

"Gender," "Occupation," and "Railway Zone," do not have a significant difference in 

mean icustomer iengagement ion the isocial imedia handles iof Indian Railways. This 

conclusion was drawn from the findings of the study. As a result, it was concluded that 

H20 was not a valid hypothesis, but accepted the hypotheses of H30, H40, H50, and H60. 

Table 5.3: Hypotheses and Conclusion 

Sl. 

No. 
Hypotheses 

Significance 

Level 

Accepted/ 

Rejected 

1 H70: Therei isi no correlation between the 

factors ofi customer iengagement ifor Eastern 

Railways 

p < 0.05 

Null 

Hypothesis 

Rejected 

2 H80: There iis no correlationi between the 

factors ofi customeri engagement for Northeast 

Frontier Railways 

p < 0.05 

Null 

Hypothesis 

Rejected 

3 H90: There iis noi correlationi between the 

factors of icustomer iengagementi for South 

Eastern Railways 

p < 0.05 

Null 

Hypothesis 

Rejected 

Zone-wise measurements of the Pearson coefficient were taken. Five customer 

engagement parameters were examined linearly. For the three zones of Northeast 

Frontier Railways, South Eastern Railways and Eastern Railways, therei is ai 

significanti positive irelationship ibetween identificationi andi enthusiasm, 
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identification andi attention, identification and absorption, identification and 

interaction, enthusiasm and attention, and identification and interaction. From the 

Pearson Correlation Matrix, it was evidences that for all the three zones considered in 

the study, that itherei wasi a positivei correlationi between ithe factorsi of customer 

iengagementi on social media handles of Indian Railways. Thus, the null hypotheses 

H110, H120, and H130 were rejected.  

This suggested that there was a substantial positive or negative influence on the aspects 

of customer engagement whenever there was a change in one of the factors of customer 

engagement. As a result, none of the factors could function independently of the others 

without being influenced or impacted in some way by the other elements. For instance, 

if the amount of interaction grows, the identification, excitement, attention, and 

absorption level also increases or decreases. This can be said for the other elements as 

well, and it holds true regardless of whatever component is being considered. As a 

result, we conclude that the null hypotheses H110, H120, and H130 were not to be 

accepted. For the three zones considered for the study the correlation between the factor 

are present. Towards that end it can be said that for every mismanagement of customer 

services or customer grievances will simultaneously result is a negative customer 

engagement. Thus, any customer engagement strategy that Indian Railways implements 

through their social media handles must be done keeping in mind the national impact 

in the form of patriotism, a sense of national belongingness and a pride in availing the 

services of a largest government service provider also hailed as the backbone of the 

nation.  

5.4. Key Recommendations 

The present study is directed towards developing a framework for analyzing the effect 

of demographic variables on the identified factors (from the developed framework) of 

customer engagement towards the services of Indian Railways on social media handles. 

• The “firsti objectivei of thei study wasi to identifyi a customer engagement 

framework for Indian Railways through bibliometric analysis. The key analysis 

under this brought about a sharp demarcation in the form of past foundation in related 

studies (co-citation analysis) and, present studies (bibliographic coupling and 

keyword co-occurrence). The themes seen in the past were included as 

conceptualization, 3operationalization, and modelling of customer engagement. It 
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also included studies focusing on online and technologically moderated customer 

engagement. Whereas the present studies included themes of customer engagement 

in the context of social media, complex modelling of customer engagement 

measurement, and theoretical and empirical validation of the same. Through 

keyword co-occurrence, further parameters and factors for the measurement of 

customer engagement were identified. Keywords co-occurrence brought out an 

important theme of customer engagement as a strategy to be used for winning 

customers on social media in electronic commerce. This analysisi of the ipast and 

ipresent researchi in the field of customer engagement by government services 

through social media helped identify the existing models used for scale development 

and framework for the present study. As such it helps demonstrate that customer 

engagement is a higher abstraction of five contributing factors. Although customer 

engagement could be understood using these five factors, there is a isecond-order 

constructi where the fivei components symbolizei the morei abstracti customeri 

engagement construct. This second-order as depicted as antecedents is backed by 

keyword co-occurrence..” 

• The second objective was “to idetermine thei factors affectingi customer 

engagementi towards thei services ofi Indian Railways on social media handles. In 

recent times backed by the Digital India initiative, government services have slowly 

realized icustomer iengagement ias ai strategic iimperative fori buildingi a 

meaningful customer relationship which can aid in better service delivery and 

innovation in service delivery. However, to date, a measurement of the same has not 

beeni availablei to empiricallyi examine thisi assertation. Thus, this istudy iprovides 

a iscale and ifactors thati can bei usedi to examinei the effectsi of icustomer 

engagementi towardsi the services of Indian Railways on their social media handles. 

The customer engagement scale offers a theoretical framework for creating future 

consumer engagement knowledge and experimentally researching customer 

engagement drivers. As argued by Van Doorn et al. (2010), iattitudinal iantecedents 

such ias customer isatisfaction, itrust, brand iattachment, ibrand commitment, iand 

brand iperformance iperceptions are icrucial for customer engagement, this study's 

customer engagement scale enabled us to experimentally explore these links in the 

realm of government services and social media handles.” 
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• The third “objective was to study thei influencei of idemographics on icustomer 

engagementi towards thei services ofi Indian Railways oni social media handles. In 

this aspect, all the results obtained were not fully consistent with other studies 

conducted in other fields and areas as available in the existing literature. Only the 

demographic variable of "Age” had a significant relationship in influencing 

customer engagement towards the services of Indian Railways on social media 

handles. This is because the younger age groups were able to readily avail the 

services of Indian Railways on social media handles and voice themselves in a way 

to maintain two-way communication with the organization. Thus, it also implied that 

Educational Qualification, Gender, Occupation, and Railway Zone has no influence 

on customer engagement towards Indian Railways. As voiced by many of the 

respondents, when it comes to customer engagement towards Indian Railways, the 

non-response of the authorities or the duration of response pushes the customers 

towards negative engagement. “ 

5.4.1. Strategies to improve social media engagement.  

Indian Railways can further their customer engagement cause on social media platforms 

by improving their complaints system on social media platforms. The organization 

could incorporate aspects such as follows in improving their social media handles: 

• Instagram: Photo‐sharing network” 

• Google+: For comments and complaints” 

• Analytics Dashboard: To give details of the status of each complaint—real‐time 

pending, resolved, or closed 

• New Integrated App: For passengers to decide whether to tweet, SMS, or call” 

• Mobile App:_Only for Senior_Railway Officers to assess_efficiency of each 

division based on issues, share of problems, and the duration to resolve those.” 

• Providing a consistent experience across all channels and interactions. 

• Considering each touch point for a better experience. 

• An integrated system that allows employees to have a thorough view of every 

customer transaction that can help them to answer the customer’s queries better. 

• Offering multimodal mobility services and intelligent transportation systems 

(ITS) that provide information to passengers throughout the journey. 
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The above mentioned steps if incorporated would be beneficial for engaging frequent 

travelers of Indian Railways. Indian Railways handles of Facebook and Twitter are 

currently combined. The prevalence and utilization of Indian Railways' own 

subscription platforms, such as YouTube and Instagram, are quite moderate. The 

traditional IVRS-based customer service system and the government-sponsored 

program would be integrated with these social networks by Indian Railways in addition 

to them. It's crucial to comprehend the systemic remedies that will be accomplished 

through these, technology considerations aside. It would be fascinating to learn what 

administrative and management advancements the integrated systems provide for 

Indian Railways. The overall operational and financial performance of the Indian 

Railways is predicted to improve as a result. 

5.4.2. Best practices followed in other countries that can be used by Indian 

Railways for better customer engagement. 

Few social media‐based analytics of rail operators that are leaders in their respective 

countries were also referred like, Italy, France, Austria,pBelgium, Netherlands, and 

Spain, with a specific attention to their operations in passenger transportation. Two 

most used Social Network websites of these organizations$are Facebook and Twitter. 

Few others, namely, YouTube, Pinterest, and Instagram, are used by some of the 

operators. Emphasis must be French railway service provider, SNCF, which owns 

multiple accounts, depending on the type_of service offered, on each Social Media 

platform. SNCF conducts extensive use of the social mediaTfor promoting its services, 

creating appealing marketing campaigns mostly based on videos. The strength of SNCF 

lies in its ability of creating multimedia content not focused exclusively on the French 

market but oriented towards other states. The organization operates services across all 

Europe through its high‐speed trains (TGV). 

Feedback “in the form of chats, virtual walls, comments, and posts are used by the 

European rail operators to acquire feedback concerning the customers experience 

utilizing the services provided.” 

The “European rail operators also include content on their social media handles that are 

generated with the aim of maintaining all the current and potential passengers updated 

about the change in the scheduling, time tables, and ticket sales.” 
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Publication “of content of interest for the commuters and citizen aimed at generating 

awareness of the rail operators and its activities. For example, maintenance activity is 

notified through Twitter by SNCF.” 

5.5. Implications 

5.5.1. i Managerial iImplicationsi 

Thisi research makesi a theoretical icontribution toi the existingi body of iliterature on 

customeri engagementi by enhancing our comprehension of ithe construct and 

dimensionality of that concept. This is especially true within the context of a constantly 

shifting digital environment that involves a great deal of dynamics.  

To begin, the results of this study have been used to provide a fresh and comprehensive 

definition for the concept of consumer involvement on social media. Thisi definition 

combinesi the wordsi of Dessart et al. i (2016), iwhich state that customer 

engagement is "a icognitive, iemotional, and ibehavioral icommitment to ian active 

engagementi with the ibrand," with the phrasesi that arei most ofteni used by 

practitioners, isuch asi commitmenti or iconsumer/brand iengagements (also iused in 

the idefinition iof Hollebeek iet al. i2014). Therefore, icustomer engagementi on isocial 

mediai is defined ias "a istate of icognitive, iaffective, iand behavioral icommitment to 

an iactive irelationship iwith a ibrand, idemonstrated byi consumer/brand iinteractions 

on isocial imedia." In other words, customer engagement is "a istate of icognitive, 

affective, i and ibehavioral icommitmenti to an iactive relationshipi with ia brand."  

Second, the research investigates ithe iextent to iwhich icustomers are iengaged in 

social imedia byi relying on iinferential data iderived fromi indicatorsi that are iused by 

various fields ior industries ior sectors. This method is an alternative to the research that 

was done in the past, which assessed customer engagement basedi on declarativei data 

from icustomers andi using knowni psychometrici scales.  In conclusion, the ifindings 

of ithis studyi contribute isignificantly to ithe academic iliterature ion organization 

performance imeasurements. These metrics have traditionally been plagued by a lack 

of clarity, parsimony, and adaptability, particularly in technology-driven fields such as 

social media. 

This “study offers a wealth of new perspectives for managers to consider and put into 

practice because of its findings. To begin, it generates a picture of iconsumer 
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engagement ion social imedia ithat isi both icurrent iand icomprehensive. It illustrates 

how complicated the subject matter is and offers guidance by pointing out the variables 

that are most important. iSecond, ithis studyi provides a inew and iupdated iperspective 

on ithe imeasurement iof icustomer iengagementi in relation to government services 

and agencies, as well as key related metrics in social media networks that have the 

largest iaudience iand iencompass icurrent practices in ia variety iof ibusiness isectors 

(FMCG iproducts, luxury, itelecommunications, iretail, ientertainment, iservices, 

healthi care, chemicals, ietc.). In addition, iwhen iit icomes ito customer engagement, 

social imedia platforms like as iFacebook and iInstagram rely less on cognitive aspects 

and more on emotive and behavioral ones. Third, the study offers a thorough picture of 

the performance measures that are now being utilized by multinational corporations and 

governments throughout the globe to track their social media performance on their 

respective social media accounts.  This might serve as guidance for managers of 

government services and agencies to further enhance the performance assessment of 

their social media accounts. Fourth, the research highlights the isignificance iof a 

qualitativei approach ito customer iengagementi as a means of improving the relevance 

of observed interactions on social media and better capturing the unstructured data. In 

conclusion, the research highlights significant areas of concern by investigating existing 

monitoring procedures that capture the customer's journey to effective customer 

engagement. This provides light on the prospective future approaches, for the purpose 

of better iunderstanding ithe aspects iof customer iengagement ion social imedia.” 

5.5.2. Societal Implications 

Many organizations and individuals have an interest in and/or stake in any given 

research. The present study is an effort to study customer engagement initiatives 

through digital marketing by Indian Railways, under which it aims in developing a 

framework for analyzing the effect of demographic variables on the identified factors 

(from the developed framework) of customer engagement towards the services of 

Indian Railways on social media handles. 

As a public service provider, Indian Railways' objective for customer engagement is to 

enhance accountability. As such the responses of the customers here are self-evident 

for customer engagement sentiment. Yet the choice of action of Indian Railways to 

engage with their customers through their management process, which has been 
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following a more intimate manner, directs the more efficienti usei ofi social imedia 

platformsi for icustomer iengagement ioutreach. This iis ialso ievident ifrom ithe 

decision of Indian Railways decision of using social media platforms as the new venue 

for their decision-making process for pushing their side of communication in the two-

way process of customer engagement.  

Even with such changes for effective customer engagement, for service reforms and 

information dissemination, it must be noted that it would not be possible without the 

change in leadership and incorporation of a top-down approach in social media adoption 

for service improvement. There was still work to be done once the social media-based 

services was formally established. They needed to be fine-tuned to maximize the 

effectiveness of the new personnel, equipment, and procedures. Due to the system's 

redundancy and overlap, there were also many service gaps that needed to be filled by 

Indian Railways that were not implemented or are in discussion stage within the 

organisation. Staff and their respective responsibilities were subsequently restructured, 

simplified, integrated, and prioritized. Due to the dynamic nature of the Indian Railways 

landscape, we should expect to see more complex breakthroughs like this in the future. 

The main region of the present research is centered towards the northeast states of India 

and West Bengal. In comparison, there is a clear demarcation in the Indian Railways 

Zones and the problems faced by them. As such while the state of West Bengal itself is 

divided into three zones in lieu of the burgeoning passenger traffic, the same cannot be 

said for the northeast states combined. Here, the northeast states comprise Arunachal 

Pradesh, Assam, Manipur, Meghalaya, Mizoram, Nagaland, Sikkim, and Tripura. Over 

the years Northeast Frontier Railways have brought in more and more infrastructural 

modifications for these states, yet there still lingers the issue of connecting the rural 

with the urban or semi-urban regions. This can be seen from the problem of accessibility 

of regular stoppage passenger trains along their routes, which are sadly few and 

lengthily distributed with two or more states sharing a major station or junction. With 

most of the population of these states residing in rural areas, access to such services 

becomes a challenge. 

When considering the demographic influence on customer engagement, the age of the 

respondents has been shown to have a significant influence. Certain aspects such as the 

safety of travel, acceptability of new technology, purchase capability of the respondents 
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and the ability of bulk luggage transport have come up as reasons for this age effect. 

This simply implies that young adults and adults have been vocal in their 

communication with the Indian Railways and were equally aware of the online services 

of Indian Railways and knew of their social media handles.  

5.6. Conclusion 

This study makes a significant contribution to the existing body of research on customer 

engagement by delivering a trustworthy and credible customer engagement measure. 

With this measure, researchers were able ito igain iadditional iinsights iinto ithe 

psychologicali and ibehavioural iconnections ithati customers ihave iwith ian 

organisationi that igo ibeyond ithe iservice iconsumption iexperience. iThe icustomer 

engagementi methods of Indian Railways through their various social media handles 

are still in the early stages of their development. In spite of the lightning-fast expansion 

of the internet and technologies related to it in India, there was only a little amount of 

customer engagement seen. When contrasted with other parts of the world, India stands 

out due to the unique social, psychographic, cultural, and normative values and 

characteristics that it possesses. Keeping this in mind, it was necessary to devise and 

implement a different methodology for the purpose of measuring consumer engagement 

in relation to the services provided by Indian Railways on their various social media 

platforms. Even for an organisation that is the backbone of the nation's economy, it still 

becomes important for the government to have a better read of the Indian mind and of 

the prevalent socio-cultural values and customers' values on the social media domain in 

order to curate better services and customer engagement strategies. This is the case even 

though the government is the organisation that is the backbone of the nation's economy. 

After it has been completed in the social domain described above, it may become an 

intrinsic part of the interactions that customers have on social media or it may be utilised 

by government authorities on the same platform for the same reason. This aspect is 

emphasised throughout the customer engagement paradigm that has been proposed. 

5.7. Scope for Future Research 

Customer engagement management is essential in every sector. It is the only option for 

businesses to thrive in this age of fierce competition. A customised omnichannel 

strategy that meets the demands of the client while also connecting with them is 

required. Well-planned customer engagement in the transportation business eliminates 
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transportation industry difficulties. It promotes retention of customers while also 

increasing the bank of potential consumers through the most effective marketing 

method: word of mouth. Retaining a previous customer is usually less expensive than 

finding a new one, and it accomplishes the job twice as well. 

Customers anticipate near-instant fulfilment for all of their needs. Artificial Intelligence 

and other pertinent technologies have provided a platform for Indian Railways' rivals, 

namely air travel, to demonstrate what they can do for their clients, and the pressure to 

deliver is greater than ever. It takes time and effort to change a traditional system, but 

the transportation industry has introduced some common digital methods of reporting 

in the industry to better suit the customer, such as - online ticketing system, Operator 

Walk Around Checklist, Equipment Condition Report, COVID-19 Daily Declaration, 

Fleet Repair Request, Vehicle Accident Report, Pre/Post-Trip Inspections, and Vehicle 

Condition Report. 

Each of these additions comes with its own set of challenges, such as whether or not 

the staff will embrace the changes with open arms, difficulties in training staff and 

overseeing management, upgrading all communication to the digital front, and more, 

but what must be considered is long-term customer satisfaction and savings. It is a 

significant advantage to ensure that the transportation sector is employing new 

technology. Customers should be able to obtain what they deserve with the touch of a 

button. Being technologically capable also implies being current and quick. 

Customer engagement strategies, analytics, surveys, and measurements all aim to 

identify the best practices that may be applied to effect such improvements. Bringing 

the human-digital balance into play is another difficulty. Indian Railways should be 

digitally driven, but they should also cater to clients who want human-oriented 

services/solutions or be able to give them when necessary. The ability to personalize or 

humanize a company's offerings is always beneficial to sales and customer engagement. 

What Indian Railways genuinely need is an understanding of what inspires its 

customers, the ability to share real-life experiences with/for them, the ability to create 

trust with them, and the ability to be extremely open/transparent with them. To keep up 

with digital developments, the transportation sector has transitioned from paper-based 

tickets used for decades to totally on-the-phone ticketing systems. Every transportation 
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firm that serves its consumers now prioritizes convenience, cost-effectiveness, comfort, 

and safety. They are always working on personalisation, which may be accomplished 

with appropriate data collecting. For the same reason, Indian Railways goes above and 

above by displaying their regular customers the path they may take or tempting 

incentives that might keep them, therefore increasing brand loyalty. In this aspect Indian 

Railways as an organisation of the transportation section of India, it aids in the 

advancement of the sector and helps in providing better services to their customers. 

Such a research into the customer engagement efforts done by Indian Railways, benefits 

the customers in having a human touch, curated itinerary and, services. It also amounts 

to the external accountability of the organisation towards their customers. It helps to 

quantify the “power of trust” put on them by the customers of Indian Railways. Acting 

upon tweets and other forms of communication done through the social media platforms 

aids in better crisis management by Indian Railways. As such, leads to better grievance 

handling, transparency, real-time resolution of issues and a testimonial in good 

governance. 

Every study has few limitations, but these may be ironed out iby iconducting ifurther 

research iin ithe ifuture. iThe ifindings iof this study, for instance, cannot be 

extrapolated beyond the scope of the sample because the research was conducted inside 

a single country, with just three zones limited to a certain geographical region, and with 

the sample being random. The customer engagement scale and model should be 

validated in subsequent research utilising random samples from around the country, 

each of which represents a different Indian Railway Zone. A second, related argument 

is that India, in and of itself, is very huge and diverse, both in terms of accessibility and, 

more generally, in terms of the distinctions that exist across the states and regions. It 

might be very significant to analyse whether the outcomes that were ireported iin ithis 

researchi differ idepending ion iwhether ior not they were icompared ito iother istates 

or iregions. iHowever, ithe isample isize iis inot ilarge ienough ifor ithis ifine-grained 

intra-nationali iexamination, ias iwas ihighlighted iin ithe discussion of the study 

results. Although the sample is broadly representative of India's population in a broad 

sense, the population of India as a whole is not. Finally, we researched the social media 

accounts of Indian Railways that had the most followers on the most prominent 

platforms. In the course of future study, it would be beneficial to evaluate the scale and 

model of not only the other Indian Railway zones but also the country as a whole. 
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APPENDIX 

 

QUESTIONNAIRE FOR THE RESPONDENTS 

 

I.  Demographic profile of the respondent 

 

 

1. “Age” “18 - 28(years”  

 “28 - 38 years”  

 “38 - 48 years”  

 “48 - 58 years”  

 “58 years and above”  

    

2. Gender Male  

 Female  

 
 

 

    

3. Educational 

Qualification 

Matriculation  

 Higher Secondary  

 Graduate  

 Post Graduate/Masters  

 M.Phil./PhD  

 Others  

    

4. Occupation Student  

 Housewife  

 Government Service  

 Private Service  

 Retired Personnel  

 Self-employed  

 
 

 

  “West Bengal”  

5. State “Sikkim”  

 “Meghalaya”  

 “Assam”  

 “Tripura”  
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 “Mizoram”  

 “Nagaland”  

 “Arunachal Pradesh”  

 “Manipur”  

   

 

6. Did you purchase a railway ticket for any 

destination? 

Yes  

 No  

    

7. Where did you purchase your ticket from? Ticket counter  

 Travel Agent  

 Travel website  

 IRCTC  

 Others  

    

8. Is this your first time availing Indian 

Railways services? 

Yes  

 No  

    

9. Exposure (To various forms of social 

media platforms)                                                     

[ Please tick any one or as many options 

which you believe to be true for you] 

Facebook  

 Twitter  

 Instagram  

 Snapchat  

 Google AdWords  

 Others  

    

 

10. Awareness (About the 

organisation) [ Please 

tick any one or as 

many options which 

you believe to be true 

for you] 

Can you name the social media platform 

you see the organisation in?  
 

 Can you name the celebrity of the 

organisation as seen on their posts of its 

social media handles? 

 

 Can you recall the posts of the organisation 

on any of their social media handles? 
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 Can you recall the social cause of the posts 

of the organisation on their social media 

handles? 

 

 Can you recall the social group depicted in 

the background of the organisation’s' posts 

on their social media handles? 

 

 

 

II.”Now check the extent to which you agree to which you agree with the following 

items/statements and rate the same based on 5-point Likert scale i.e., [1] Strongly 

Agree [2] Agree [3] neither Agree nor Disagree [4] Disagree [5] Strongly Disagree” 

 

STATEMENTS SCALE 

1. IDENTIFICATION  

I feel a personal connection to the 

organisation. 
[1]        [2]        [3]       [4]       [5] 

I can identify with the organisations' goals. [1]        [2]        [3]       [4]       [5] 

When”someone criticises this organisation 

on social media platforms, it feels like a 

personal insult.” 

[1]        [2]        [3]       [4]       [5] 

I”believe the organisation reflects the 

customers’ wants and needs.” 
[1]        [2]        [3]       [4]       [5] 

I feel the organisations’ successes are the 

customers’gsuccesses. 
[1]        [2]        [3]       [4]       [5] 

When”someone praises this organisation on 

social media handles, it feels like a personal 

compliment.” 

[1]        [2]        [3]       [4]       [5] 

I believegthe organisations’ services benefit 

the customers’ in the long run. 
[1]        [2]        [3]       [4]       [5] 

2. ENTHUSIASM 

“I keenly notice information related to the 

organisation.” 
[1]        [2]        [3]       [4]       [5] 

“I am passionate about the organisations' 

social media handles.” 
[1]        [2]        [3]       [4]       [5] 
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“I am heavily into the organisation’s social 

media handles” 
[1]        [2]        [3]       [4]       [5] 

“I enjoy spending time on the organisations' 

social media handles.” 
[1]        [2]        [3]       [4]       [5] 

3. ATTENTION 

“I feel the organisation serves every 

customers need. ” 
[1]        [2]        [3]       [4]       [5] 

“I like to learn more about this organisations’ 

online community. ” 
[1]        [2]        [3]       [4]       [5] 

“I pay a lot of attention to anything about the 

organisation. ” 
[1]        [2]        [3]       [4]       [5] 

“I feel the organisation has a strong 

understanding for customer's requirement. ” 
[1]        [2]        [3]       [4]       [5] 

“I think that the organisation has a genuine 

concern for its customers. ” 
[1]        [2]        [3]       [4]       [5] 

4. ABSORPTION 

“I feel emotionally connected to the 

organisation. ” 
[1]        [2]        [3]       [4]       [5] 

“I feel the organisation have a unique place 

in the mind of the customers. ” 
[1]        [2]        [3]       [4]       [5] 

“I feel proud to recommend the services of 

the organisation. ” 
[1]        [2]        [3]       [4]       [5] 

“I feel the organization shares the goals of its 

customers. ” 
[1]        [2]        [3]       [4]       [5] 

“I have a sense of belongingness towards the 

organisation. ” 
[1]        [2]        [3]       [4]       [5] 

“I feel convinced by the organisations' 

endorsement on social media handles. ” 
[1]        [2]        [3]       [4]       [5] 

5. INTERACTION 

“The organisation provides platform for 

customer interaction. ” 
[1]        [2]        [3]       [4]       [5] 
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“I post suggestions in the organisation's 

social media handles for service 

improvement. ” 

[1]        [2]        [3]       [4]       [5] 

“I feel the organisation respond to customers 

observations of the organisation by 

incorporating observation into service 

improvement. ” 

[1]        [2]        [3]       [4]       [5] 

“I often visit the organisation's social media 

handles and give feedback about their 

services. ” 

[1]        [2]        [3]       [4]       [5] 

“I recommend the organisation's services to 

friends & other groups of people on various 

social media handles. ” 

[1]        [2]        [3]       [4]       [5] 

“The organisation explicitly 

appreciate/reward views of customers 

regarding the services of the organisation on 

social media. ” 

[1]        [2]        [3]       [4]       [5]] 

“The organisation formulates ideas through 

discussion and collaboration about the 

organisation with the customers on social 

media handles. ” 

[1]        [2]        [3]       [4]       [5] 
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