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Developing Customer Relationships through Customer Engagement 
in Retail Service Brands

Sunny Dawar1    Sunishtha Dhaka2

Customer engagement is an emerging concept of engagement marketing, which plays an important role in developing 
customer relationship strength. There are very limited research available that focus on building customer relationships 

model which examines the role of customer engagement to develop the customer relationship with retail service brands. 
The data was collected using quantitative method which includes a survey questionnaire to measure customer’s 

relationships which consequently develops the customer loyalty. 
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INTRODUCTION

Managing customers has been developed 

on getting customer transactions and sustaining 
them for their business. The factors were used 
to measure the impact of customer transactions 

development of long term customer relationships. 

relationships to gain customer satisfaction so 

developed to a greater level so that desired 
differentiation and sustainable competitive 

focus on how to engage customer in all the 
business activities so as to get their inputs for the 
growth of the business and this raised the term 

attempting to engage their customers in different 

delighting the customers and providing customer 

different other customer centric actions like 
customer involvement, customer satisfaction, 

which focus on this fact that customer engagement 

performance in the long run. 

Customer engagement enlarges the role 

the value addition process to make them co-
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creators of value which increases the level of 
satisfaction for retailers and customers (Sashi, 

become brand promoters, developing a strong 
foundation for a persistent relationships with 

engagement in social media increase the self-
brand connection and brand practice intent. 
Customer engagement enhances customer trust 
and evaluation of a service brand that in turn 

engaging customers in new product and service 
development process to increase the online 
interactions. The importance of development 

has changed the retail sector landscape. The 

has given the consumers more control, power 
and information over market process that 
increases more challenges to retailers. With the 
emergence of online retail channel, development 
and maintenance of customer relationship has 
become problematic. The retailers and e-tailers 

consumers so that survival of business can be 
enhanced in the intense competition.

The concept of customer engagement has 

service experiences and marketing relationships. 

emergence of customer engagement. The concept 
of Customer engagement can be described as 
the customer’s behavioral manifestation for a 

customer to customer interactions, writing 
reviews and blogging (Marketing Science 

Customer engagement is a measure which 

considered as customer experience management 

to be considered more than a pure action 

framework of customer engagement which 
relates it as a process. The process is intended to 
redirect the customer satisfaction research toward 
an approach which includes an understanding of 
the role of involvement, commitment and trust 

engagement. 

component of customer engagement which 
include social sharing, co-creation, collaboration, 
participative and interactive dimensions.

themes of customer engagement which include 

customer to customer interactions, customer co-
creation and active customer feedback. 

et.al. 
emotional arousal mediates the relationship 

changes from fun

framework for customer engagement and also 

engagement on performance. 
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empirical research framework for testing the 

customer relationship, customer engagement, 

research was done in the context of retail service 
brands. The data for the research was collected 
using structured questionnaire. The sample was 

using the measurement scales taken from the 
previous studies.  The developed constructs 

The authors proposed a model describing 
relationships between customer relationship, 
customer engagement, customer satisfaction and 

the relationship between all earlier mentioned 

Fig. 1. Hypothesized Proposed Model

H1

to customer satisfaction.

H2

to customer satisfaction. 

H3:

sampling from the population of consumers of 

Data Collection

structured questionnaire. The data has been 
collected using the source of online mail and also 

The following Table no. 1 shows the 

were post graduates. 

TABLE 1 
Distribution of Respondents on the Basis of 

Various Demographic Variables

Variables Frequency Percentage 
(%)

Gender Male 75

25

25

144 45

48 15

48 15

Education High School 32

Graduate

Post graduate

to Table no. 2 the measured values of Cronbach’s 
alpha of items used customer engagement, 
customer relationship, customer satisfaction and 
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TABLE 2 
Reliability Analysis

Variable Mean Cronbach alpha

1. Customer engagement 3.795 0.75

2. Customer relationship 3.898 0.77

3. Customer satisfaction 3.576 0.80

4. Brand loyalty 3.715 0.79

research, all the research variables are operated 

The researchers computed the correlation 

between Customer Engagement and Customer 
Satisfaction shown in the Table no. 4. The 

value was .735. The Table no. 5 shows a positive 

relationship and Customer satisfaction giving 

.765. The table no. 6 shows a strong positive 

TABLE 3 
Factor Analysis

Items Customer 
Engagement

Customer 
relationship

Customer 
Satisfaction

Brand Loyalty

When someone criticizes this brand, it feels like a personal insult. .712

This brand’s successes are my successes. .659

When someone praises this brand, it feels like a personal 
compliment

.750

When I talk about this brand, I usually say we rather than they. .609

I like to learn more about this brand .723

Anything related to this brand grabs my attention .680

I concentrate a lot on this brand. .683

I like learning more about this brand .724

When I am interacting with the brand, I forget everything else 
around me.

.709

.507

I am someone who likes actively participating in brand community 
discussions

.702

.670

Very Displeased 1 2 3 4 5 6 7 Very Pleased .733

Frustrated 1 2 3 4 5 6 7 Contented .796

Terrible 1 2 3 4 5 6 7 Delighted .870

If available, I will purchase/ shop with this brand the next time I buy 
products of this type/ I shop.

.687

I intend to keep purchasing/ shopping with this brand .751

I am committed to this brand. .757

I would be willing to pay a higher price for this brand over other 
brands

.742

This is an honest brand .685
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TABLE 4 
Correlation Value between Customer Engagement and Customer Satisfaction

Customer Engagement Customer Satisfaction

Customer 
Engagement

Pearson Correlation 1 .735**

Sig. (2-tailed) .002

N 320 320

Customer 
Satisfaction

Pearson Correlation .735** 1

Sig. (2-tailed) .002

N 320 320

TABLE 5 
Correlation Value between Customer Relationship and Customer Satisfaction

Customer Relationship Customer Satisfaction

Customer Relationship Pearson Correlation 1 .765**

Sig. (2-tailed) .003

N 320 320

Customer Satisfaction Pearson Correlation .765** 1

Sig. (2-tailed) .003

N 320 320

TABLE 6 
Correlation Value between Customer Satisfaction and Brand Loyalty

Customer Satisfaction Brand Loyalty

Customer Satisfaction Pearson Correlation 1 .955**

Sig. (2-tailed) .000

N 320 320

Brand Loyalty Pearson Correlation .955** 1

Sig. (2-tailed) .000

N 320 320

statistical tool, structural equation modeling 

the measurement model focuses on assessing the 
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TABLE 7 
AVEs (Average variance explained) and 

Composite Reliabilities

Construct No. of 
Items

AVEs CR

Customer 
Engagement

4 .73 .81

Customer Relationship 7 .78 .87

Customer Satisfaction 4 .72 .86

Brand Loyalty 5 .79 .89

The second step involves assessing 
the individual items for each construct to 

measurement model demonstrates acceptable 

model focuses on establishing adequate 

differs from all other constructs included in 

ensures that each construct is distinct from 

instrument load on the appropriate construct 

all other constructs in the model. If the square 

Table no. 7 contains the correlations of constructs 

diagonal.

diagonal correlations are less than the square 

TABLE 8 
Correlations of Construct and AVEs

1 2 3 4

Customer Engagement .79

Customer Relationship .19 .76

Customer satisfaction .16 .14 .86

Brand Loyalty .19 .23 .21 .88

To access the structural model and evaluate 

asses complex path models, access overall model 

assessment of the structural model consisted of 

p-value (Two 
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In this section, an overall measurement model 

the data. It examined the structures for all latent 

TABLE 9

measurement model

Fit Indices Overall Measurement Model

Initial Final

CMIN/DF 3.819 1.548

GFI .689 .921

TLI .479 .945

CFI .505 .953

RMSEA .090 .042

IFI .510 .953

values.

CONCLUSION AND DISCUSSION

Customer engagement has become a 

the long term relationships with the customers 

was conducted to gain the knowledge of how 
customer engagement affects customer brand 

that personal connection of the customer enhances 
his/her perceived level of importance towards 
the retail brand. The customer gives more time 
and effort to engage and interact with the brand 

between brand and the customer. The results also 
make it clear that as the customer engagement 

Fig. 2 Customer engagement model
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desires that in turn increases the customer brand 

the positive customer attitude for the brand 
through the creation of an emotional bonds. The 

and foremost requirement of establishing retail 

Limitation and Future Direction

The research was done using a conceptual 

because of the time limitation it has been tested 

not involve investigation of cause and effect 

examined how customer engagement leads to 

situations in which customer engagement is more 

The research can also be conducted to investigate 
the reasons of customer disengagement. 
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