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Abstract. The article aims to study the impact of consumer empowerment on customer engagement
behaviours (CEBs) and their effect on customer value in the FinTech industry of India. A cross-sectio-
nal analytical study was carried out to collect data from 380 Indian FinTech app users using a survey
questionnaire. The Partial Least Square Structural Equation Modelling (PLS-SEM) method was
applied to test the conceptual model. This is one of the first research studies during the COVID-19
pandemic to show that customer-empowered behaviours predict positive CEBs such as reviews and
testimonials, which then contribute to customer value. The indirect effects indicate that CEB mediates
therelationship between customer empowerment and value. This study also operationalizes and validates
customer engagement behaviour as a formative higher-order construct formed by four dimensions such
as customers’ social media influence, form/modality, the scope and channel of engagement. To create
customer value, FinTech practitioners and e-marketers should foster online communities and identify
and manage customers’ need for control and empowerment for a particular service or product under
study thus guiding them in designing customized marketing strategies. The study directs academicians
and researchers to build engagement models that can enforce positive CEBs namely e-word of mouth,
customer reviews and testimonials.
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1. Introduction

The financial services industry in India is experiencing an immense disruption with
digital innovation and financial technologies involving artificial intelligence, virtual,
augmented, mixed realities and robotics that foster redesign and delivery of financial
products and services (Lee & Shin, 2018; Flavin et al., 2019; Sheth, 2020). Moreover,
physical banking transactions have been significantly reduced as a result of the COV-
ID-19 epidemic, mandating the usage of FinTech and virtual banking services for pay-
ment needs and other financial services. Intense competition is also seen in the sector
as a result of the high adoption rate and entry of FinTech companies (Reserve Bank of
India, 2021). In addition, the power shift in the digital environment has forced compa-
nies to align with customer needs, who no longer functions as a ‘product taker’ but is ac-
tively engaged as a ‘product maker’ Therefore, it has become crucial to understand con-
sumer expectations and their online interaction behaviour in digital financial services.
The issue is that CEBs for financial services provided in technology-intensive virtual
environments, such as FinTech, are different from those for financial services provid-
ed in physical, offline settings. The nature of customer engagement behaviours (CEBs)
in a highly interconnected and interactive world of FinTech-related services requires
companies to share power in the truest sense of the word if they want to achieve better,
meaningful, and lasting engagement. FinTech companies should be aware of shifts in
consumer expectations in digital platforms and seek to meet them by assisting their
clients in making decisions that fulfil their needs. Thus, empowerment has an impact on
CEBs if the personalized solution makes it easier for clients to access financial resources
that assist them in making prudent decisions about insurance, credit, and mortgages.
CEBs can be fostered by the FinTech firms as a source of competitive advantage by
establishing customer relationships that are empowered and self-assured. Since busi-
nesses must cede power to consumers and create platforms to support their actions,
whether positive or negative, risking the reputation of their brands, prior studies have
identified the risks and conundrum of engagement marketing (van Doorn et al., 2010;
Morrongiello et al., 2017). Since some companies may lack trust in their customers due
to worries about negative e- word of mouth (e-WOM), they would try to exercise con-
trol over the comments and viewpoints expressed on social media platforms, contra-
dicting the primary goal of participation (Morrongiello et al., 2017). These companies
tread a tight line between upholding corporate control and allowing consumers more
sway in the present complicated and non-linear buying process, where influencers are
important. Hence, in the customer-driven future, the new power that consumers wield
through social media activities like blogs, social networking sites, opinion platforms,
and discussion forums would either increase customer value and CEBs or bring forth
negative effects. If customers are empowered, will this enhance CEBs and customer
value on FinTech platforms? Despite growing in popularity, research on empowerment
techniques is still in its early stages, and many issues remain unanswered (Hur, 2019).
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Despite having the highest rate of FinTech adoption among emerging economies, most
earlier studies conducted in India only looked at how CEBs affected consumer loyalty
for offline service brands. These studies failed to consider how CEBs and customer val-
ue were impacted by empowerment in the context of FinTech digital financial services.
India has a FinTech adoption rate of 87%, which is higher than the global adoption
rate of 64% (Ernst & Young, 2017; RBI, 2021). The nascent and innovative financial
technology or FinTech companies in India provide services such as digital payments
(GooglePay, Paytm), peer-to-peer-lending services (Lendbox, GyanDhan), and per-
sonal finance (Scripbox, PolicyBazaar and BankBazaar). Faster and more efficient loan
approval, credit scoring, remittances, and enterprise financing services reduce transac-
tion costs and time/distance barriers faced by people to access financial services.
FinTech ecosystem includes a persistent market demand, regulatory support, skilled
human and growth capital but has given rise to cut-throat competition. Digital media and
technologies come to the rescue by offering customer-centric approaches. Social media
and other opinion platforms have given the customers a level playing ground as that of
the firms. Customers now have an equal right to information on products, prices, and
distribution channels and the power to compare and hand-pick the best option available
in the market (Turnquist, 2004; Strauss et al., 2006). The redistribution of power be-
tween firms and customers is providing more choices to customers, empowering them
to make better consumption decisions and express their opinions. The customers have
transformed into brand carriers involved in non-purchase C2C (customer-to-customer)
behaviours. Customers who are empowered and involved have a say in the design and
building of the product features and brand identity through their expertise, competen-
cies, viewpoints, suggestions, online assessments, and referrals (Jaakkola & Alexander
et al, 2014). Nurturing strong customer management of relationships (CMR) through
empowered and positively engaged customers is therefore essential and critical to gain
competitive edge (Pansari & Kumar, 2017; Bhat & Darzi, 2016; Glavee-Geo, 2019).
Despite having social networks and opinion platforms, the majority of customers
are found to be information seekers or lurkers who have taken a more passive stance
while contributing to online conversations (Moe & Trusov 2011; Minazzi 2015). A few
opinion leaders influence the vast majority of opinion seekers. Hence, what is published
online reflects the opinion of a very small group of customers. Investigating further
into the reasons behind it tells us that companies are seeking out these few numbers
of engaged customers who become influencers to write product reviews and generate
e-word of mouth (e-WOMs) (van Doorn et al., 2010). Hence firms must first share
power in the true sense of the way for enhanced and desirable engagement to happen.
Many previous studies have assessed the drivers of e-WOM, referral and engagement
behaviour, but have not yet addressed it in association with customer empowerment
or customer value (Morrongiello et al., 2017). The social media networks, blogs and
customer-friendly websites facilitate and empower FinTech customers to voice their
opinions through feedback, online and offline reviews and testimonials influencing and
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benefiting other customers. Consequently, the various brand-centred, non-purchase
and non-transactional interactions, engagements and shared activities of the techno-
logically empowered and engaged customers positively and emotionally create and
enhance customer value (Hollebeek, 2011). Thus, customer value is observed to be
an expression of customer engagement and empowerment that assists in retaining ex-
isting customers as well as gaining new customers in this emerging service industry
(Youssef, 2018; Pires et al., 2006; Kumar et al., 2010). Thus, the present study fills a
gap in the literature on the relationship between empowerment and engagement and
demonstrates that consumers who are empowered are more engaged with the company
and also generate better customer value. Thus, identifying the dimensions of empower-
ment and engagement which result in customer value is crucial for the FinTech indus-
try. The customer-centric metrics and strategies act as a differentiator in the emerging
industry of FinTech to bring forth the necessary CEB (van Doorn et al., 2010; Muniz
& O’Guinn, 2001) and customer value (Rust et al., 2004; Hollebeek, 2011). Therefore,
the objective of this study is to assess the direct and indirect influence of empowerment
on customer value generation with customer engagement acting as the mediator. The
present study offers advice to FinTech practitioners on how best to manage and control
customers’ tech-enabled power and control needs. Thus, the present study emphasizes
that FinTech managers develop personalized marketing strategies and closed feedback
mechanisms and systems to create positive customer engagement behaviours (CEBs)
such as e-WOMs, reviews, and testimonials. These strategies and mechanisms help the
FinTech industry to build trust and confidence resulting in long-term customer value.
Theoretically, the current study confirms the tenets of approach/inhibition theory in
the context of the FinTech industry and supports the idea that customer empowerment
influences reward perception (customer value), which is mediated by the approach/in-
hibition mechanism. Also, the findings of the study corroborate the SD logic viewpoint
by noticing a strong influence of CEB on customer value.

The introduction section is followed by the literature review of the variables form-
ing the conceptual framework. The study design, approach, methods and study tools
used for this quantitative research study are explained, which is followed by the analysis
and results. The results from the evaluation of the measurement model and the struc-
tural model following structural equation modelling based on a partial least squares
approach are outlined. Finally, we discuss the findings of our study in comparison to
previous literature. It provides theoretical and managerial implications, states the limi-
tations and paves the path for future research in this domain before providing the con-
cluding remarks of the study.

2. Literature Review

Customer Value is the value perceived and moulded by the customers in their minds
through the various interactions, engagements and shared activities with the brand and
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other customers (Hollebeek, 2011). This notion was endorsed by Jaakkola and Alexan-
der (2014) further assimilating more resources to form a system-oriented value-crea-
tion process.

Customer Empowerment. The customer value creation process in an internet-enabled
service industry can be explained through the approach/inhibition theory of power.
A highly empowered person displays an approach-oriented mechanism (Anderson &
Berdahl 2002; Keltner et al., 2003). Customers who are approach oriented are com-
fortable voicing their concerns, opinions and suggestions, engaging with the brand and
building value in the process. However, customers who exhibit imitating behaviour are
less empowered and display an inhibition-oriented mechanism, which makes them re-
luctant to voice their problems out of concern for potential disputes with the company
and other clients. As a result, agentic/communal disorientation inhibits any value cre-
ation (Shin et al., 2020; Wu et al., 2016).

According to van Doorn et al. (2010), firms are now beginning to develop experien-
tial marketing strategies driven by customer empowerment to influence the emotional/
affective side of the customer. Customer empowerment is defined as the customers’
perception of authority over service experience produced by organisations’ empower-
ment strategies that help to make their own choices at their convenient time and terms
and that drives customer behaviour (Han et al.,, 2019). Turnquist (2004) defined con-
sumer empowerment as the process of increasing consumer value by providing the re-
quired access, materials, training and systems which are easily available to customers.
Pires (2006) further stated that customer-managed relationship (CMR) has empow-
ered individual consumers to make decisions on the service types and choices as per
their need. It is a collective system of elements, namely customers, system, firm and the
brand, where the firm has information on customer likes, dislikes and actions, and simi-
larly, each consumer has information on the available product features and communica-
tion channels enabling customer value. Several researchers have similarly validated that
empowered customers help firms to create value compared to the customers who are
disempowered due to the approach/inhibition mechanisms (Shin et al., 2020; Jaakkola
& Hakanen 2013; Wu et al., 2016; Prahalad & Ramaswamy 2004). The highly empow-
ered people tend to differentiate themselves from the lesser empowered customers by
being more vocal and comfortable to express their opinions regularly. In comparison
to highly empowered customers, the lesser empowered customers are community-ori-
ented and believe in conforming to the group’s beliefs (Wu et al., 2016; Anderson &
Berdahl, 2002). Thus, the two groups tend to differentiate themselves in terms of en-
gagement and value by their level of empowerment. As per the approach/inhibition
theory of power, access to rewards (for example, customer value) is correlated with the
amount of power that customers are granted. We hypothesize that:

H1: Higher levels of customer empowerment are associated with increased customer value.
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Customer Engagement Behaviours. There are two approaches to studying customer
engagement. Brodie et al. (2011) embrace the psychological perspective, consisting of
cognitive, emotional, and behavioural elements. On the other hand, customer engage-
ment can be studied strictly from a behavioural point of view. In the current study, our
research focuses more on customer engagement behaviours (CEBs) than on customer
engagement.

The Service-Dominant (SD) logic proposes that all value exchanged in the market
is service-based, in which various businesses and consumers interact to create value
(Vargo & Lusch, 2004). It helps to understand the impact of customer-to-customer
relational behaviours on co-creation and customer value. The SD logic stressed pro-
active efforts and contributions by both the seller and the buyer in value creation. In
a network of dyadic, triadic, and complex relationships, the value-in-context is pro-
duced when several actors interact as an operant resource (Chandler & Vargo, 2011).
Chandler and Lusch (2015) identified that customer value co-creation behaviour is a
dynamic expression of CEBs, which denotes firm or brand-centred non-transactional
behaviours that manifest positively or negatively depending on the customers’ moti-
vators (van Doorn et al., 2010). The higher-order model for CEBs consists of valence
(positive or negative), form or modality, scope, choice of channel and customers’ social
media influence.

The Form/Modality component measures customer expression types and resources
that a customer spends on the brand at the most basic level based on time and money
spent. Bolton and Saxena-Iyer (2009) describe form’ in terms of in-role behaviours,
extra-role behaviour and elective behaviours. Scope of engagement encompasses cus-
tomers’ extra-role behaviours which include providing reviews and suggestions on their
product experiences to the company and helping to improve or develop new products
based on customer needs (van Doorn et al., 2010; Kumar & Pansari, 2016). Custom-
ers’ choice of a channel depicts the preference shown by the customer to communicate
via phone, in-person, in a retail atmosphere or via email or website communication
affecting the CEB (van Doorn et al., 2010). Customers’ social media influence (CSMI)
symbolizes the C2C conversations happening in social media communities where cus-
tomers exchange views and opinions on product features and benefits. This mechanism
inspires and guides other customers positively increasing customer value through influ-
ence and referrals (Kumar & Pansari, 2016; Kumar et al., 2010). Table 1 outlines the
results of the most recent literature review on customer engagement behaviour, em-
powerment and value.

Customer value provides the reasons for firms to invest in the maintenance of mean-
ingful customer associations making them stay with the brand and also helping to bring
in new customers (Youssef, 2018). Lemon (2001) defined customer value as the aggre-
gate value generated from both the present and future expected customers. Hollebeek
etal. (2013) further stated that value and engagement follow a curvilinear fashion of re-
lationship, where customer value shows an increase with an increasing level of engage-
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Table 1

Summary of Recent Studies on Customer Empowerment, Engagement and Value

Country Study Sat-nple Variables Key findings
Type size observed
Hollebeeket ~ New Mixed Biblio- - Mapping CE's CE measurement/
al. (2022) Zealand metric and landscape based methods, online
network on the past 15 CE, CE’s value
analysis years® literature co-creating capacity,
CE conceptualiza-
tion and customer/
consumer brand
engagement were
identified as themes
for future research.
Barari et al. Australia A meta- 184 pub- Customer Engagement Behaviour was
(2021) analysis of lications studied.
customer witha The findings expose that the engage-
engagement  sample ment happens through two channels:
behaviour size of an organic channel that is relationship-
146,380 oriented (perceived quality, perceived
value and relationship quality) and a
firm-sponsored channel (functional and
experiential initiatives).
de Oliveira Brazil A framework 97 studies  Examines customer engagement in social

Santini et al. and meta- with media (CESM);

(2020) analysis 161,059  Results state that satisfaction is a stron-
respon- ger predictor of CE in high (vs. low)
dents convenience, B2B (vs. B2C), and Twitter

(vs. Facebook and Blogs). Twitter can
improve CE twice as likely as other social
media platforms.

CE is revealed to yield value in terms of
firm performance, behavioural intention,
and WOM.

Hedonic consumption gives higher cus-
tomer engagement to firm performance
effects vs utilitarian consumption.

Glavee-Geoet Ghana Cross- 595 mobile Researchers examine the drivers and conse-

al. (2019) sectional/ money quences of CE through the experiences of

Quantita- service users in a developing country.
tive/ PLS users of
technique Ghana Perceived risk, consumer empowerment,
using subjective norm, performance expectancy
SmartPLS and effort expectancy influence the affect
3.0 component of CE and explain around half

of its variance.

89



ISSN 2029-4581 eISSN 2345-0037 Organizations and Markets in Emerging Economies

Country Study Type Sample Variables ob- Key findings
size served

Prentice etal.  Australia Quantitative - Examines how The study shows that
(2019) customer and customer-based fac-

firm-based fac- tors such as brand

tors are related experience and

to CE brand love impact
CE.

Moliner-Tina  Spain Cross- 1,790 Bank customer Established the role of

etal. (2019) sectional/ custom- engagement, the bank’s CE as the
quantitative ~ ersoftwo  customer mediator in a sig-

Spanish experience, non- nificant relationship

banks transactional between customer

customer behav- experience as the

iours influencer and non-

transactional behav-
ioural outcomes.

Youssefetal.  Egypt Review - CRM, CE and Customer Equity framework
(2018) for a B2B environment.

Findings indicate that CE is a multidimen-
sional construct with three dimensions:
cognitive, emotional or behavioural
engagement. Customer satisfaction,
commitment, trust and involvement
were regarded as antecedents to CE, and
customer equity as the outcome.

Morrongiello  France Qualita- 753 The link between ~ Customers engage for
etal. (2017) tive and a Empowerment the following rea-

quantitative and Power sons: belief that they
study Sources such can help companies
as personal without resorting
capacities to the venting of
(expert power), negative feelings
relational capaci- (punishment),
ties (legitimate brand attachment,
power), or col- and reciprocity.
lective capacities
(power to re-
ward or punish)

Jaakkola & Scotland Qualitative / 42 The impact of They defined CEB to
Alexander (UK) embedded CEBinthevalue  be asystem process
(2014) case study creation for a with 4 categories

approach traditional non- and involving

digital environ-
ment

various resources to
form customer value
and co-created of-
ferings and value.
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Country Study Type Sample Variables ob- Key findings
size served

Hollebeek et New Zea- Qualitative/ 14 con- Customer value - CV and CE are related
al. (2013) land depth-in- sumers cv in a curvilinear man-

terviewing/ Customer engage- ner. Thus, a more

focus group ment- CE hedonic brand

findings positioning is to
be followed so that
optimum value is
derived.

Goyal & India Review Indian Competitionand  Relationship-building
Srivastava bank cus-  Customer en- technologies can help
(2015) tomers gagement model financial services

and strategies companies to slowly
nurture and deepen
customer engage-
ment thus forming
an interactive, per-
sonalized experience
across channels.

Kumar et al. India Conceptual - The CE model consists of CLV, CRV, CIV
(2010) and CKV

1) Customer Lifetime Value [CLV] repre-
sents customers’ purchasing behaviour
(repeat purchases or more purchases
through up-selling and cross-selling).

(2) Customer Referral Value [CRV] relates
to the acquisition of new customers
through the firms’ referral programs.

(3) Customer influencer behaviour [CIV]

(4) Customer Knowledge Value [CKV] CE’s
secondary offerings consist of customer
referrals, SM brand-related conversa-
tions/feedback/suggestions to the firm.

vanDoornet  The Nether- Conceptual - CEBs are the Developed a con-

al. (2010) lands Model customers’ be- ceptual model of

havioural expres-  the predictors and
sions about the outcomes of CEB
company/brand  with views from the
in their non- customer, company
purchase interac-  and society.
tions. Valence,
form/modality,

scope, nature of
the impact, and
customer goals
are the dimen-
sions of the CEB
in the model.
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Sample Variables ob- .
Country Study Type sizz served Key findings
Pires (2006)  Australia Qualitative/ - Usage of infor- ICT-based marketing
Historical mation and strategies can regu-
quality communication late delegation thus
gap analysis technologies nurturing consumer
(ICT), customer ~ empowerment.
empowerment
and the role of
marketing strate-
gies

ment but drops after a further increase in engagement, especially for hedonic brands.
Customer value is believed to represent the value created through customer interac-
tions with the brand and thus provides a measure of the customer’s perceptions about
the value derived from these engagements (Pansari & Kumar, 2017). Thus, CEB acts as
amechanism for customers to enhance value for themselves and the firm. We posit that:

H2: Higher levels of customer engagement behaviours are associated with increased customer
value.

Van Doorn et al. (2010) observed that although managers encourage customers to
engage online, they also attempt to retain control over the review system specially to
circumvent or remove any negative customer reviews and opinions. Thus, managerial
control over CEBs reverses the very purpose which requires sharing control over com-
munications representing empowerment (Morrongiello et al., 2017). Thus, customer
empowerment is a precondition for desirable and positive customer engagement. A sat-
isfied, empowered and committed individual can only spread positive word of mouth
and brand engagement (Matos & Rossi, 2008). According to the approach/inhibition

Figure 1
Theoretical Model
Customer Customer
Empowerment Value
H1
H3 H2
Customer Engagement
Behaviours (CEBs)
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approach of power, when a consumer is empowered, approach-related processes like
CEBs are triggered (Anderson & Berdahl, 2002; Keltner et al., 2003 ). Thus, we hypoth-
esize that:

H3: Higher levels of customer empowerment are associated with increased customer engagement

behaviours.

The above-hypothesised relationships are shown in the theoretical model (Figurel).

3. Methods
3.1 Research Design

The customers’ levels of empowerment, engagement and perceived value generation
through the use of FinTech apps were investigated by adopting the positivism philoso-
phy as it gives the researchers a scientific and systematic process to follow. As the sam-
pling frame was not accessible, a snowball sampling method was adopted (Chih-Pei &
Chang, 2017). The initial sample of respondents were FinTech app customers compris-
ing individuals and businesses, who then referred their customers and acquaintances
who used the FinTech apps. A snowball effect was created to capture the required sam-
ple respondents. The principal theories of SD-Logic, approach-inhibition and agen-
tic-communal orientation formed the basis to understand the non-transactional behav-
iours and phenomena happening through a system-centric approach. These theories
coupled with the literature review helped to frame the various hypotheses concerning
the conceptual model. The hypotheses were later empirically verified and tested.

3.2 Measurement Tools

The survey questionnaire was designed by using a S-point Likert scale ranging from 1
(strongly disagree) to S (strongly agree). To verify the survey validity, we derived all the
measurement scales in this investigation from measures used in similar earlier studies. It
consisted of questions to capture the response related to the variables such as customer
empowerment consisting of 13 items (Han et al.,, 2019; Pires et al., 2006; Shin et al.,
2019) and customer value (Pansari & Kumar, 2017; Vivek et al., 2014) related to the
use of the FinTech app. The higher-order model for CEBs included valence (positive or
negative), form or modality, scope, choice of channel and customers’ social media influ-
ence consisting of 22 items (Hoang, 2019; van Doorn et al., 2010; Moliner et al., 2018).
The working definition of these constructs was explained in the previous section.
SmartPLS 3.0 was used to carry out the structural equation modelling (SEM) fol-
lowing the PLS (Partial Least Squares) guidelines provided by Hair et al. (2013) and
Henseler et al. (2012). The reliability of the constructs is increased by PLS-SEM, which
minimizes the consequences of measurement errors. PLS-SEM can concurrently in-
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corporate the model’s structure as a whole when estimating variables, eliminating any
possibility of measurement error or endogeneity problems (Hair et al., 2019).

The measurement model was initially assessed by calculating the reliability and va-
lidity values of the constructs under study. The higher-order model of CEB was validat-
ed via the disjoint two-stage approach (Sarstedt et al., 2019). The structural model was
then computed to check the significance of relationships between the variables stated
in the hypotheses.

3.3 Data Collection

The sampling frame consisted of customers in South India who were using FinTech
apps such as Google Pay, PhonePe, Amazon Pay, BHIM, PayTM, BankBazaar, Policy
Bazaar and so on to carry out their payment and financial advisory needs. Karnataka in
south India falls among the states which have a high level of financial inclusion score as
well as the highest FinTech adoption rate (about 26.64%) in India. The tentative sample
size was calculated to be 380 customers (margin of error of $% and a confidence level of
95%), and 10% were further added to accommodate non-response errors, thus the final
target sample consisted of 418 customers. The survey was administered to this sample
digitally as well in person during January and April of 2021. Both individuals as well as
businesses including retail shop owners helped to refer and communicate more leads
by sharing the email addresses and phone numbers of their contacts who use payment
and advisory apps. This new group of leads referred more people from their network
with a snowball effect and thus the final sample size of 418 was met. Out of the 418 re-
sponses, 29 had incomplete responses, and 9 exhibited a straight-lining trend, therefore
38 were removed, and 380 responses were kept for analysis.

3.4 Common Method Bias

The common method bias was controlled by several measures (Podsakoff et all., 2012);
the effect of proximity was reduced by changing question ordering to a dimensional
level. During the pilot study, judges or experts were asked to score the items’ social
desirability, and the language of highly rated questions was altered to lessen their per-
ceived social attractiveness. The effect of acquiescence and disacquiescence bias was
controlled by including positive and negative items (later reversed for data analysis).
The well-established and validated measures were used, which effectively controlled
item word bias. Instructions, research motivation and the significance of the study were
provided to maximise respondents’ motivation.

3.5 Exploratory Factor Analysis (EFA)

The EFA indicated that CEB (customer engagement behaviour) has four factors which
are the four lower-order constructs making CEB a higher-order construct. In the con-
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text of PLS-SEM, when the study construct is multidimensional, it is often referred to
as HCM (Hierarchical Component Model) (Sarstedt et al., 2019).

Higher-order components (i.e., constructs that capture a more abstract idea, HOC)
and lower-order components (i.e., constructs that capture the dimensions of higher-or-
der concept, LOC) are the two main components of these constructs (Hair et al., 2017).
Correspondingly, we carried out a literature study to help understand and validate the
nature of CEB. The support of literature validated CEB to be a formative second-order
construct defined by four reflective first-order constructs or components such as form/
modality (FM), scope, customers’ social media influence (CSMI) and the choice of the
channel (CC) (van Doorn et al., 2010; Kumar et al., 2016). A visual representation of
the construct CEB with its four lower-order constructs is presented in Figure 2.

Figure 2
Visualization of the Higher Order Construct of Customer Engagement Behaviour

CEB_2

CEB_4 <\

CEB_6
\
CEB 8
CEB_ 13 \
CEB 16
CEB_19 \
‘*5__---
CEB 20
Note. The indicators (CEB_1 through CEB_22) of the lower order construct are detailed out in Table 2.
CEB- Customer engagement behaviour, CSMI- Customer social media influence.
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Based on the recommendations provided by Jarvis et al. (2003) and Diamantopou-
los and Winklhofer (2001), this study operationalizes customer engagement behaviour
as a formative higher-order construct with four reflective dimensions.

4. Results
4.1 Profile of the Respondents

The app customer data which was collected from the sample population showed a pro-
file consisting of 46% of Google pay users, 17% PhonePe and PayTM users each, and
the rest 37% users of Yono (SBI), Imobile (ICICI), AmazonPay, BHIM, Bankbazaar
and Policybazaar. The sample consisted of a majority of male users (about 55% of the
sample population), and the rest 45% were female customers. Millennials in the age
group of 25-40 consisted of almost 50% of the sample population followed by the be-
low 25 age group with 31%, the 41-60 age group comprising 18% and a mere 2% of
customers above the age of 60 years. The income level of the sample was anywhere
between $1-$13,468 per year (1 US$= Rs 82.34, 10 October 2022). The majority of the
sample, i.e., 57% had attained education of post-graduation.

4.2 Measurement Model

From the exploratory factor analysis and literature study, it was observed that CEB
is a second-order construct having four dimensions. Hence, the measurement model
consisting of a second-order reflective-formative construct was validated using a two-
staged disjoint analysis (Sarstedt et al., 2019). The reliability and validity of all the low-
er-order constructs which formed the reflective measurement model were initially ex-
amined, and the values were calculated (see Table 2). Construct validity, indicated by
Cronbach’s alpha () value, was above 0.7 satisfying Henson’s (2001) threshold limit.
Indicator and composite reliabilities met the threshold values of Hulland (1999) being
higher than 0.7. The constructs also established the convergent validity specified by
AVE (Average Variance Explained) being greater than 0.5 (Hair et al,, 2017).

Discriminant validity specified by Henseler (2015)s heterotrait-monotrait
(HTMT) ratio of correlation is less than 0.9 (threshold value) hence establishing dis-
criminant validity (see Table 3). All the constructs were found to be reliable and valid.

As aprecursor to the second stage, the latent scores of the lower-order constructs as-
sociated with CEB were included in the data set. These four latent variables formed the
indicators of the higher-order construct CEB in stage two. A 5000-sample bootstrap-
ping procedure was run to endorse the measurement model containing this formative
higher-order construct (HOC) CEB. The outer weights of Scope, FM (Form/Modal-
ity), CSMI and Channel were checked and as they were below 0.5, the outer loadings
were also checked. As the outer loadings were found to be above 0.5, the model was
well-validated for significance.
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Table 2
Construct Reliability, Validity & Multi-Collinearity

Construct Indicators CA CR AVE OL IR

Customer CV_1: My transactions with this 0.906 0.928 0.683 0.757 0.579
Value app make me content.

CV_2: Owning this app on my 0.841  0.700
phone makes me happy.
CV_3: I enjoy referring this app to 0.775  0.595

my friends and relatives because of
the monetary referral incentives.

CV_4: I feel valued in my interac- 0.870  0.746
tions with the company.

CV_S: My app-related engagement 0.860 0.716
has a lot of advantages resulting
from it.

CV_6:1like my app-related engage- 0.872  0.760
ment because it benefits me in the
end.

CSMI: Customers’ Social Media 0891 0.925 0.754

CEB Influence

CEB 2: I actively discuss this app
with other customers on social 0.892 0.795
media.

CEB 3: I seek advice from other
customers on how to solve prob- 0.855  0.731
lems.

CEB 4: I love talking about the
benefits and positive app experi-
ences with other customers on
social media.

FM Form/Modality: 0.894 0.923 0.705

CEB 6: I would organize a public 0.824 0.678
action against the firm in the case
of a dispute.

0.887 0.786

CEB 7: I tend to spend time blog- 0.744  0.553
ging to express my experiences.

CEB 8: I actively participate in 0.885 0.783
charity events organized by the
firm, thus donating both money
and time.
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Construct

Indicators CA CR AVE

OL

IR

CEB 9: I generally donate through
charity events but do not have the
time to participate in them.

CEB 10: I tend to complain about
the app/firm on social media or
website forum.

0.893

0.736

0.797

0.542

Scope 0926 0.947 0.819

CEB 12: Iintend to help other cus-
tomers through my conversations.

0.747

0.558

CEB 13: My product-related
expressions and actions help my
company.

0.859

0.737

CEB 14: I provide feedback about
my experiences with the app to
the firm.

0.916

0.839

CEB 15: I provide suggestions for
improving the performance of the

app.

0.934

0.872

CEB 16: I provide feedback/sugges-
tions for developing new service
offerings for my app.

0.907

0.822

Choice of Channel Preference for
communication channels while
dealing with other customers and
companies

0.867  0.900 0.602

CEB 18: with other customers
via the Internet (social media or
website)

0.795

0.632

CEB 19: with other customers via
phone, mail, or e-mail

0.834

0.695

CEB 20: with company in-person
customer to the firm

0.734

0.538

CEB 21: with the company via the
Internet (social media or website)

0.801

0.642

CEB 22: with the company via
phone, mail, or e-mail

0.741

0.549

CEMP

EMP_ 1: I have a wide variety of
choices of service applicationsto  0.909  0.930  0.687
choose from.

0.619

0.481

98



Archana Nayak Kini, Savitha Basri. Customer Empowerment and
Engagement Behaviours Influencing Value for FinTech Customers: An Empirical Study from India

Construct Indicators CA CR AVE OL IR
EMP_2:Ihave access to service 0.750  0.521
portfolio information from the
firm.
EMP_3: The app provides the facil- 0.756  0.494

ity and platforms to interact with
the customers who have used the
service.

EMP_4: Customers are empowered 0.783  0.619
by the app’s relationship manage-
ment technology.

EMP_S: There is a periodic feed- 0.536
back review after raising com- 0.777
plaints.

EMP_ 6: The app encourages me to 0.666  0.629
share my experiences.

EMP_7: Ifeel free to provide sug- 0.672  0.629
gestions in the discussion forum.

EMP_8: I feel a higher sense of em- 0.779  0.587

powerment when my ideas receive
more positive support from the
company.
EMP_9: I have the freedom to ad- 0.763  0.607
just the service delivery according
to my needs and situations.

EMP_ 10: The firm will custom- 0.755  0.689
ize the service according to my
personal needs.

EMP_11: I am empowered through 0.748  0.651
personalized messages and recom-
mendations.

EMP_12: The service provider 0.743  0.724

gives me the feeling that I am
involved in the service develop-
ment process.

EMP_13: I feel I have an impact 0.777  0.691
on the company’s service-related
decisions.

Note. CA= Cronbach Alpha; CR = Composite Reliability; AVE = Average Variance Extracted; OL = Outer
Loadings (Standardized); IR = Indicator Reliability; CEB = Customer Engagement Behaviour; CEMP =
Customer Empowerment. Source: Primary Survey.
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Table 3
Discriminant Validity using (HTMT) Heterotrait-Monotrait Ratio

CEMP CEB
CEB 0.560
Ccv 0.518 0.576

Note. CEMP=Customer Empowerment; CEB=Customer Engagement Behaviour; CV=Customer Value.

4.3 Structural Model Assessment

The PLS path model depicted in Figure 3 assists in understanding the direct effects.

4.3.1 Direct effects and effect sizes. Statistics shown in Table 2 indicate the hypotheses
on direct paths are supported when the p-value is less than 0.05. Path-coefficient ()
further indicates the strength of influence of a particular antecedent on its subsequent
endogenous variable. Here, CEB has a higher influence on customer value (CV) with

Figure 3
PLS Path Model for CEMP-CEB-CV Model
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$=0.420 than customer empowerment (CEMP) with =0.258. CEMP has a significant
influence on CEB suggested by the f of 0.530. Moreover, the effect size indicated by the
f2 value is a measure of the impact of a particular predictor construct on an endogenous
construct (see Table 4) (Hair et al., 2013). The 2 value of CEB on the endogenous
construct customer value (CV) is 0.198, approximately 0.2, which signifies that CEB
has a medium effect on the construct CV’s R, whereas the f> value of CEMP on CV is
0.072, which is considered a small effect. The f2 effect size value of CEMP on CEB is 0,
which is a large effect.

4.3.2 Indirect and Mediation Effects. CEMP has a significant indirect effect on Cus-
tomer value (CV) mediated by CEB, defined by the path co-efficient (B) of 0.224, t
value of 6.345 and the p-value of 0.000 (see Table 4).

VAF further calculates the mediation effect (Variance Accounted For) = Indirect Ef-
fect/ Total Effect. Here, the VAF value is 0.468, or 46.8%, which indicates that CEB me-
diates the path CEMP>CEB>CYV, and the mediation is observed to be complementary.

Table 4
Direct and Indirect Effects and Effect Sizes ()

Hypothesised path relationships B t P 2 Hypothesis
Direct Effects
H1: CEMP -> Customer Value 0.258 4307  0.000 0.072 Supported
H2: CEB -> Customer Value 0.420 7392  0.000 0.198 Supported
H3: CEMP -> CEB 0.530 11476 0.000 0.395 Supported
Indirect Effects
CEMP>CEB>Customer Value 0.224 6.345  0.000

Note. CEMP=Customer Empowerment; CEB = Customer Engagement Behaviour. Source: Primary Sur-
vey.

4.3.3 Predictive validity. The coeflicient of determination R? value largely helps to
assess the structural model for its predictive validity (Henseler et al., 2012). Customer
value (CV) has a large R? value of 0.357 indicating that almost 35.7% of the variance
in CV is described by its antecedents, which are CEB and customer empowerment
(CEMP). CEB has an R? value of 0.280, indicating that only about 28% of the variance
in CEB can be defined by CEMP. The above R? values thus establish the model’s pre-
dictive validity. The model fit indices were checked. SRMR value is 0.0673, which is less
than 0.10 or 0.08 (Hu & Bentler, 1999) and hence is considered to be a good fit, and
NFI (normed fit index) of 0.856 represents an acceptable fit.
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4.3.4 Predictive relevance. The predictive relevance of the model is indicated by the
Q2 value. CEB has a Q? value of 0.188, and CV has a Q? value of 0.254. As the Q2 val-
ues are considerably above 0.15, it provides support for the model’s medium predictive
relevance for the two endogenous constructs, CEB and CV.

S. Discussion & Findings

Our results demonstrate that customer empowerment has a strong beneficial impact
on customer engagement behaviour, as defined by e-WOM, reviews, and testimonials
from FinTech consumers in India. Similarly, the CEB has a strong positive influence on
customer value. This means that the financial app customers’ perception of control over
service experience due to empowerment strategies employed by the financial compa-
ny has a significant direct impact on their engagement behaviours. Our findings agree
with Han’s (2010) and Pires’s (2006) results that consumer empowerment represented
by CMR (Customer Managed Relationships) is the driver of customer behaviour. The
study findings of 2008, which reveal that boosting customer empowerment increases
trust and security, leading to more active engagement with the product and brand, also
corroborate the findings of the present study (Bonsu & Darmody, 2008; DeMatos &
Rossi, 2008). More recently, Morrongiello’s (2017) study findings support the idea
that true occurrence of customer engagement necessitates empowerment that shares
control over customer communications. Thus, FinTech startups need to focus on CMR
which gives more power to the individual consumers to decide upon the type and deliv-
ery of service. This control over customer choices advances their ability to make better
consumption decisions, and they positively engage with businesses.

Customer empowerment has a major indirect impact on customer value, which
is mediated in part through CEB. As a result, customers who are technologically em-
powered by the firm tend to get more value from the brand when they are positively
engaged. These discussions validate previous study conceptualizations and findings
by Shin et al. (2020), Jaakkola and Hakanen (2013), Wu et al. (2016), and Prahal-
ad and Ramaswamy (2004). FinTechs must further identify customers’ contributions
achieved through empowerment mechanisms, and their views must be acknowledged,
valued, and rewarded. Positive e-WOM, review, and referral behaviour on online plat-
forms demonstrates empowered engagement, benefiting other customers in their social
media communities and thereby boosting their value. However, if the company fails to
engage empowered customers due to a lack of social media platforms or by failing to
close the feedback loop, closely work on the reviews or implement good customer sug-
gestions, the potential for customer value generation could be harmed. Furthermore, if
the company fails to empower customers in the first place, disempowerment may result
in a significant level of unfavourable reviews and word of mouth (Porter et al., 2011)
The resulting animosity and customer anger will almost certainly erode rather than in-
crease the customer value that has already been established. Thus, if used systematically,
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digital technology can help FinTech firms develop interactive, personalized, and em-
powered interactions that improve consumer engagement, confirming the findings of
Goyal and Srivastava (2015).

Our findings on the significant relationship between CEB and customer value agree
with study results that discovered a cause-and-effect relationship between engagement
and customer value, which is curvilinear. Our findings also conform to previous study
findings by Kumar et al. (2010) and Hollebeek (2011) based on CEBs aiding brands
both explicitly through customer purchases and implicitly through social media brand
dialogues, customer-provided feedback, recommendations, referrals, interactions, en-
gagements, and shared activities that generate customer value. Our study also ratifies
Hollebeek’s (2013) study, where researchers suggest that a hedonic positioning involv-
ing empowered and engaged customers be followed to derive optimum value from cus-
tomer engagement initiatives.

Our findings are also in line with several other studies that believe in a system-ori-
ented value generation process being a dynamic representation of customer engage-
ment (Jaakkola & Alexander, 2014; Hollebeek, 2011; Chandler & Lusch, 2015). We
present the theory/research contributions in Section 5.1 and the managerial implica-
tions in Section 5.2.

5.1 Theory/Research Contributions

Firstly, the cluttered CEB and customer value literature has been distinguished by
incorporating SD logic and approach/inhibition theories in evaluating the impact of
empowerment and engagement behaviours on customer value in the service industry.
These theories have not been tested in the context of financial services. Secondly, the
study considers customer empowerment as an antecedent to CEB, and also CEB as
the moderator, which has not been examined before. Thirdly, it also provides concep-
tual clarification by operationalizing and validating CEB as a formative higher-order
construct formed by four dimensions such as customers’ social media influence, form/
modality, scope, and channel of engagement using a variance-based SEM method.

Our findings suggest that customer empowerment has a strong beneficial impact on
CEBs as well as customer value, as proposed by the approach/inhibition theory. The
current paper empirically tests this hypothesis in the context of the FinTech industry
and reinforces the notion that customer empowerment affects reward perception (cus-
tomer value), which is mediated by the approach/inhibition mechanism. Customers
who are empowered are more approachable, communicate their ideas or opinions, and
exhibit more positive emotions. A high degree of power (here, empowerment) defined
by the availability of resources or physical comfort but less intervention from others to
obtain prospective rewards (say, customer value) activates the approach system (name-
ly CEBs) (Keltner et al., 2003). Low power, on the other hand, initiates an inhibitory
system that diminishes consumer value.
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The present study, from empirical testing, supports the SD logic perspective by ob-
serving a positive effect of CEB on customer value in the context of the FinTech indus-
try in India. The SD logic focuses on a customer-centric approach, in which the custom-
er serves as both an operant resource and a value co-creator participating in a number
of real-time networks. Engaged customers contribute to co-creating value in triadic and
intricate social networks and virtual brand communities by spreading e-WOMs. Acad-
emicians and researchers could use the findings of the present study to create and an-
alyse a customer interaction model that may include numerous other antecedents and
consequences unique to the industry under investigation.

$.2. Managerial Implications

This paper gives FinTech managers and engagement marketing professionals in the
FinTech sector guidance to design and develop strategies for empowerment and en-
gagement that can create customer value. Customers with reduced empowerment,
according to approach/ inhibitory theory, do not express their opinions or e-WOMs
and self-censor by activating an inhibition process that limits customer value. There-
fore, the present study proposes that firms need to be customer-centric and establish
processes and practices around empowering their customers. It requires establishing
and sustaining a social media community in which customers may freely share their
opinions, reviews and remarks. FinTech firms need to technologically empower cus-
tomers to boost CEB. There are various ways in which a FinTech firm can empower its
customer base. Once onboarded, the apps need to be well-organized, and transparent.
Apart from an easy interface, the payment app needs to include various amenities such
as the ones associated with shopping convenience, POS (point-of-sale) payments, mo-
bile recharges, sending and receiving money, utility bill payments (e. g, electricity and
water bills), buy and sell gold, e-commerce payments and the like. An easy app interface
helps all age groups to comprehend the features and also older cohorts who may be on-
boarding for the first time. Moreover, the study results authorize that the engagement
of a customer depends on the app’s relationship management technology, which is one
of the dimensions of customer empowerment. Hence, as part of the app’s relationship
management technology, customers need to have access to platforms to interact with
the firm and other users of the app. There should be adequate information and plat-
forms to report service deterioration, slow downloads or vague product information.

FinTech start-ups must identify customers’ contributions achieved through these
empowerment mechanisms. Further, customers’ contributions must be valued and re-
warded. Customers feel more empowered when a FinTech company regularly evaluates
their ideas, suggestions and feedback, recognizes them for their input, and adapts the
app and service to meet their demands. Acknowledging, implementing and rewarding
customer contributions this way could create more engaged customers in the FinTech
industry time after time.
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When the firm implements customers’ suggestions and recommendations, cus-
tomers perceive themselves to be part of the service delivery and development pro-
cess. These empowered customers could further foster engagement behaviours in the
form of positive word of mouth and reviews in the community boosting the customer
empowerment—CEB and customer empowerment—customer value associations. Most
notably, empowered customers are more likely to assume that they can influence the
development of products or services, which increases their desire to work with service
providers and create knowledge value. Consumers who are knowledgeable, empow-
ered, and engaged can thus create value for both businesses and customers strengthen-
ing the bond of customer empowerment-CEB-customer value. Furthermore, engaging
the empowered customer by pull strategies such as feedback and reward systems may
save on the marketing budget, which is otherwise being spent on push marketing such
as promotional activities.

According to the SD logic, companies are required to engage with customers over
a variety of platforms while employing an agile and long-term strategy for creating val-
ue. FinTech firms must devise a variety of systems to collect customer data, as well as
leverage user feedback and suggestions to improve their product or service. Facilitat-
ing and rapidly closing the loop on consumer demands and feedback could foster trust
and positive word of mouth and reviews in the community. The firm needs to provide
all possible avenues to customers such as discussion forums, company webpages and
social media pages to share their experiences and to make suggestions spontaneously.
The existing customer communities need to be redesigned in a way that can foster open
dialogue to understand and solve customers’ problems mutually.

6. Limitations, Future Research Agenda and Conclusion

This empirical study was limited to customers of FinTech apps dealing with payment
and personal advisory services. Hence there is further scope to include other FinTech
apps dealing with lending and InsureTech services. Future researchers could combine
a quantitative approach with a qualitative one to capture subjective dimensions of em-
powerment and engagement. Congruently, the study could be undertaken for other
context-based factors, other service-oriented industries such as media, healthcare,
tourism and hospitality, and other emerging economies/geographies. A longitudinal
study could prove fruitful to examine empowerment and engagement perceptions as
they keep evolving through the COVID-19 pandemic. The study outcomes provide
academicians and researchers valuable inputs to design and analyse a customer engage-
ment model with several other antecedents and outcomes specific to the industry un-
der study.

Positive engagement behaviours are manifested in e-WOMs, reviews and testimoni-
als and are reciprocated by empowered customers. This is one of the few studies in the
FinTech industry to validate CEB as a second order construct with its four lower-order
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constructs (Customers’ Social Media Influence, Scope, Form/Modality, Channel). The
study also proves empirically that customer empowerment increases customer value
generation both directly and indirectly during the Covid-19 pandemic. As a result, it
advises FinTech companies to take a systemic and individualised strategy that involves
customers, enterprises, and online networks. The technological, marketing and person-
alization mechanisms discussed contribute to enriching the indirect relationship paths
where CEB mediates the relationship between empowerment and customer value. They
also assist in boosting the direct relationships of customer empowerment influencing
CEB and empowerment creating customer value in the long run. These strategies can
foster and systematically create engaging behaviours to create value for customers with
customer empowerment behaviour as a prerequisite in an emerging FinTech market.
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