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Abstract 

The main aim of the study for understanding the impact of multidimensional factors in 

relationship building and to visualize the impact of these factors on investment behavior through 

customer engagement in the insurance sector. This study is one of the ways to diagnose the 

importance of the multidimensional factors approach for understanding the essence of 

multidimensional factors for improving the efficiency of the insurance sector in the long-term 

perspective, works as a catalyst to increase the performance of the insurance sector for handling 

the complaint settlement and other services that will boost up the frequency of the customer 
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engagement in the insurance sector. The main purpose of the study is to empirically examine the 

impact of the multidimensional factors on customer engagement in the Insurance companies and 

exploring the investment behavior by focusing on the survival influencing factors after pandemic 

in India. In the present era, the multidimensional factors are the backbone of the insurance 

sectors and focusing to build up the customer engagement in any organization and the success of 

any organization depends on the proper understanding of multidimensional factors. The major 

objective of the study is to examine the impact of these factors and to explore the opportunities 

of the multidimensional factors to accelerate the frequency of customer engagement in the 

insurance sector and provide very practically research-based information to companies related to 

the insurance sector. For the purpose of the study, 300 respondents from major cities of west 

Uttar Pradesh and NCR were taken through 12 insurance companies. This paper provides 

practically result-oriented information about the multidimensional factors of customer 

engagement in the insurance sector. This study reflects the direction to practitioners engaged 

with the insurance sector for understanding the importance of the multidimensional factors to 

build customer engagement in the insurance services and to procure competitive advantage. 

Key Words: Customer engagement, Multidimensional factors, Insurance sector, Investment 

behavior after pandemic 

1. Introduction 

In the present era, the insurance sector is facing the biggest challenges due to stiff competition 

and dynamism behavior of the business environment as per the change in consumer behavior. 

The purpose of the study was to evaluate the relationship between customer engagement and 

investment behavior in developing customer relationships in the Indian insurance industry and 

focusing on investment behavior after the pandemic. Due to these pandemic circumstances, 

Insurance companies must adopt strategies to analyze investment behavior through customer 

engagement. 

The literature has focused on the merging magnitude of investment behavior through customer 

engagement as a strategic necessity for developing customer relationships. The factor analysis of 

all the dimensions was computed. Reliability and validity were confirmed in the five-
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dimensional customer engagement construct, indicating that the multidimensional measurement 

of customer engagement was reliable and valid. Contrasting the two rival models provided a 

solid foundation to an anticipated five-factor model that accomplishes an excellent fit for the 

survey data and reflected that customer engagement builds loyalty in the insurance industry in 

promoting customer relationships. 

The results further indicated a significantly positive relationship between overall customer 

investment behavior, engagement, and loyalty which means absorption, enthusiasm, attention, 

intersection, and identification jointly determines customer loyalty as  investment behavior in the 

insurance sector. 

In addition, hypotheses were tested and all supported the literature and were found to be 

significant. Moreover, all these dimensions represented a very important matrix of factors 

underpinning investment behavior through customer engagement in building customer 

relationships in the insurance industry of Uttar Pradesh and NCR. 

 Investment behavior depends on customer engagement and customer engagement in the 

insurance sector was totally depended to prompt claim settlement, but now due to the changing 

scenario of business, customer relationship has reached new heights. The opinion of consumers 

and insurers has fully changed, focusing on new innovative customer engagement 

methodologies. In addition, insurers are trying to find new ways of interacting with their existing 

and prospective customers. 

Due to the advancement of digital technologies and social media, insurers are ready for changes 

per dynamism in business. The digital services of the customer engagement in the insurance 

industry have also increased the touchpoints between insurers and customers which leads to 

enhance customer loyalty towards the brand. 

On the basis of reviews of studies, it can be easily identified that customer engagement plays a 

very robust role to identify investment behavior for increasing the market share of any company. 

There is a wide scope of research on investment behavior through customer engagement in the 

insurance industry. The present study focuses on customer engagement in the insurance sector 

which is operating in Uttar Pradesh and NCR. This study focuses on, “The assessing factors 
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associated with an examination of the investment behavior after pandemic” with special 

reference to the state of Uttar Pradesh and NCR. 

2. Objective of research study 

The major objective of the study is to identify the multidimensional factors influencing customer 

investment behavior through engagement by the offered services of insurance company in UP 

and NCR during pandemic. The specific objectives of the study are as follows:- 

 To study the multidimensional factors of investment behavior through engagement in 

Indian insurance industries. 

3. Research Hypothesis 

  H1: There is a significant association between multidimensional factors of the 

investment behavior and Customer engagement  

4. Research Methodology 

Research Methodology explores the platform of the methods applied to a field of study. A 

descriptive research has been used in this study and SPSS 19 is used to analyze data. The sample 

size of the research is 300. Out of 300 population size of the sample, most of the respondents are 

belonged to NCR and west U.P., 90.7% are male and 9.3% are females. The dimensions of the 

sample size are based on age, academic qualification, profession, annual income, and status of 

usage insurance plan that are shown respectively. The respondents belonged to twelve public and 

private insurance companies of major cities in Utter Pradesh and NCR. The data was collected 

through the convenience sampling technique. Statements were used for customer engagement 

related to the previous literature review. The respondent was asked to rate each statement on the 

Linkert scale of 1 to 5 (1= strongly disagree, 2= disagree, 3= neutral, 4= agree, 5= strongly 

agree).  

5. Focus and scope of the study 

The present study has been undertaken to study has analyzed the multidimensional factors such 

as absorption, enthusiasm, attention, identification, interaction and customer loyalty  which 

impact on the customer engagement in the insurance sector. In addition, this study attempts to 
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explore the factors which affect customer engagement in the insurance sector. This study is 

restricted to major cities and districts of west Utter Pradesh and NCR. 

6. Analysis of Data and Interpretation 

The main two basic tools are used to analyze the data that are SPSS 19 & Microsoft Excel. The 

statistics results were presented in tabular and graphical form. Data Interpretation is the 

implementation of the process through which data can be reviewed for the purpose of gaining an 

inference of research study. Chronback alpha test was done to check the reliability and KMO test 

was done to check the adequacy of data, factor analysis is used for regrouping the 27 variables in 

multidimensional factors. 

 

 

 

 

 

 

 

 

Kaiser-Meyer-Olkin Measure and Bartlett's Test 

                                                                                                                                                                                                                                                                                                       

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

.903 
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Table:1 Kaiser-Meyer-Olkin Measure and Bartlett's Test 

 
 
 
 
 
 
Table – 2: Cronbach’s Coefficient Alphas for customer Engagement Dimensions 

 
S.No. Factor and Items 

  Customer Engagement (Overall) ( Cronbach’s Alpha = 0.956 ) 
  Absorption ( Cronbach’s Alpha = 0.856 ) 
1 When I am interacting with this insurance company, I forget everything else around me. 
2 When I am interacting with Managers of Insurance company, I get carried away 
3 When interacting with the staff it is difficult to detach myself 
4 In my interaction with managers I am immersed 
5 When interacting with the insurance company management  I feel happy 
  Enthusiasm ( Cronbach’s Alpha = 0.924 ) 
6 I am passionate about my insurance company 
7 I am enthusiastic about my insurance company 
8 I feel excited about services offered by my insurance company 

Bartlett's Test of Sphericity 

Approx. Chi-Square 
7546.922 

Df 351 

Sig. .000 
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9 I admire the Insurance Company with whom I am associated 
10 I am attached with staff of my insurance company 
  Attention ( Cronbach’s Alpha = 0.884 ) 

11 I pay lot of attention when a manager explains products and services 
12 I like to learn more about my insurance company 
13 Anything related my insurance company grabs my attention 
14 I refer many people to  my insurance company 
  Identification ( Cronbach’s Alpha = 0.873) 

15 When someone criticizes my insurance company, it feels like a personal insult 
16 When I talk about my insurance company, I usually say “we” rather than “they” 
17 The insurance company successes are my successes 
18 When someone praises my insurance company, it feels like a personal compliment 
  Interaction ( Cronbach’s Alpha = 0.898) 

19 In general, I like to get involved in  discussions with others about my insurance company 
20 I am someone who enjoys interacting all customers when I am at Branch office 
21 In general, I thoroughly enjoy exchanging ideas with other people in my insurance company 
22 I often participate in activities of my insurance company 
  Customer Loyalty ( Cronbach’s Alpha = 0.932) 

23 I would recommend my insurance company to someone who seeks my advice 
24 I would encourage friends and relatives to do business with my insurance company 
25 I would say positive things about my insurance company to other people 
26 I will buy more policies from my insurance company in the next few years 
27 I am willing to maintain my relationship with my insurance company 

 

 

Table-3: Communalities of Perceived Variables 
 

Communalities 

 Initial Extraction 

AB1 1.000 .743 

AB2 1.000 .767 

AB3 1.000 .778 

AB4 1.000 .648 

AB5 1.000 .640 

EN1 1.000 .821 

EN2 1.000 .712 
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EN3 1.000 .754 

EN4 1.000 .646 

EN5 1.000 .608 

AT1 1.000 .614 

AT2 1.000 .765 

AT3 1.000 .743 

AT4 1.000 .731 

ID1 1.000 .557 

ID2 1.000 .632 

ID3 1.000 .664 

ID4 1.000 .619 

IN1 1.000 .684 

IN2 1.000 .786 

IN3 1.000 .755 

IN4 1.000 .656 

CL1 1.000 .630 

CL2 1.000 .819 

CL3 1.000 .727 

CL4 1.000 .780 

CL5 1.000 .808 

Extraction Method: Principal Component Analysis. 
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Table-4: Total Variance  

 
 

Extraction Method: Principal Component Analysis 
 
 

 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 
% of 

Varianc
e 

Cumulati
ve % 

Total 
% of 

Variance 
Cumulati

ve % 
Total 

% of 
Variance 

Cumulati
ve % 

1 13.298 49.253 49.253 13.298 49.253 49.253 6.408 23.733 23.733 

2 2.540 9.409 58.662 2.540 9.409 58.662 4.817 17.840 41.573 

3 1.694 6.275 64.937 1.694 6.275 64.937 4.410 16.334 57.907 

4 1.553 5.752 70.689 1.553 5.752 70.689 3.451 12.782 70.689 

5 .951 3.522 74.211       

6 .908 3.364 77.574       

7 .764 2.829 80.403       

8 .597 2.212 82.615       

9 .513 1.901 84.517       

10 .505 1.871 86.388       

11 .414 1.532 87.920       

12 .369 1.366 89.286       

13 .348 1.289 90.575       

14 .311 1.152 91.728       

15 .281 1.040 92.768       

16 .270 1.000 93.768       

17 .256 .949 94.718       

18 .231 .855 95.573       

19 .198 .735 96.308       

20 .185 .684 96.992       

21 .174 .646 97.637       

22 .153 .567 98.204       

23 .137 .507 98.711       

24 .108 .400 99.111       

25 .096 .356 99.467       

26 .087 .323 99.790       

27 .057 .210 100.000       
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Table -5: Component Matrix 

Extraction Method: Principal Component Analysis. 4 components extracted.  

 

 

 

 

 

 Component    

 1 2 3 4 
AB1 .370 .699 .105 .327 
AB2 .340 .798 .046 .111 
AB3 .468 .735 -.131 .034 
AB4 .510 .602 -.127 -.096 
AB5 .716 .278 -.178 -.136 
EN1 .823 .025 -.334 -.179 
EN2 .809 .009 -.220 -.100 
EN3 .827 .032 -.261 -.037 
EN4 .723 -.120 -.308 .119 
EN5 .757 -.017 -.185 -.004 
AT1 .706 -.096 -.096 -.313 
AT2 .671 -.131 .027 -.545 
AT3 .725 -.046 -.019 -.464 
AT4 .785 -.274 -.179 -.095 
ID1 .639 .137 .339 -.124 
ID2 .773 .049 .137 -.115 
ID3 .695 -.044 .364 -.215 
ID4 .700 -.024 .294 -.206 
IN1 .649 .024 .444 .257 
IN2 .687 -.037 .554 .072 
IN3 .701 -.192 .457 .135 
IN4 .768 -.091 .179 .160 
CL1 .758 -.136 -.017 .190 
CL2 .786 -.259 -.151 .332 
CL3 .731 -.319 -.014 .302 
CL4 .788 -.141 -.189 .322 
CL5 .745 -.193 -.247 .393 
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Table-6: Rotated Component Matrix 

 

Extraction Method: Principal Component 
Analysis.  Rotation Method: Varimax with 
Kaiser Normalization. Rotation converged in 6 
iterations. 

 

 

 Component    

 1 2 3 4 
AB1 .137 -.134 .242 .805 
AB2 -.002 .034 .143 .863 
AB3 .140 .202 .048 .846 
AB4 .138 .338 .070 .714 
AB5 .375 .507 .150 .469 
EN1 .572 .643 .086 .269 
EN2 .558 .549 .189 .251 
EN3 .615 .514 .167 .291 
EN4 .702 .347 .109 .143 
EN5 .569 .438 .207 .222 
AT1 .356 .654 .231 .081 
AT2 .165 .806 .296 -.006 
AT3 .237 .771 .284 .106 
AT4 .617 .541 .239 -.025 
ID1 .139 .367 .574 .271 
ID2 .350 .473 .474 .246 
ID3 .172 .477 .629 .103 
ID4 .207 .484 .570 .130 
IN1 .335 .044 .724 .214 
IN2 .230 .199 .822 .132 
IN3 .367 .182 .766 .007 
IN4 .518 .243 .553 .149 
CL1 .633 .253 .387 .124 
CL2 .828 .183 .313 .048 
CL3 .732 .155 .406 -.040 
CL4 .803 .192 .268 .161 
CL5 .857 .125 .211 .115 
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Component Transformation Matrix
Component 1 

1 .634 
2 -.320 
3 -.462 
4 .531 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.

 

 

 

 

Factor Analysis:- 

The main purpose of factor analysis is to summarize data so that relationships and patterns

be easily interpreted and understood. It is basically used to regroup variables into a limited set of 

clusters based on shared variance.

In the present study, Factor Analysis reflects the rotated factor loading for variables of customer 

engagement in insurance companies. The table shows that all 27 variable statements have been 

Component Transformation Matrix 
2 3 

.526 .483 

-.056 -.093 

-.189 .863 

-.827 .116 
Extraction Method: Principal Component Analysis.   

Rotation Method: Varimax with Kaiser Normalization. 

The main purpose of factor analysis is to summarize data so that relationships and patterns

be easily interpreted and understood. It is basically used to regroup variables into a limited set of 

clusters based on shared variance. 

In the present study, Factor Analysis reflects the rotated factor loading for variables of customer 

insurance companies. The table shows that all 27 variable statements have been 

4 

.295 

.941 

-.083 

.143 

 

The main purpose of factor analysis is to summarize data so that relationships and patterns can 

be easily interpreted and understood. It is basically used to regroup variables into a limited set of 

In the present study, Factor Analysis reflects the rotated factor loading for variables of customer 

insurance companies. The table shows that all 27 variable statements have been 
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extracted into four factors name F1, F2, F3, F4. The factor identifies with new names that 

influence customer engagement in the Insurance sector. The tables are given below. 

Data Adequacy is tested through KMO Test and Bartlett’s test is used to analyze the 

homogeneity of variance (sphericity). The value of KMO is .903 that indicates that the sample is 

adequate for the study. 

Most of the extracted communalities are acceptable and all variables are suitable for factor 

analysis solution as their extraction values are large 

KMO is a goodness of fit coefficient whose value lies between the range(0-1) and the value more 

.5 shows a remarkable factor analysis. 

In the same way, Bartlett’s test sphericity is significant(p<.001) i.e. the existence of a maximum 

correlation between variables to proceed with the analysis. Bartlett’s test may be accepted when 

it is significant at p<.05 

The first four components (factors) in the initial solution have an Eigenvalue over 1 and this 

shows the maximum observed variation in customer engagement in the Insurance industry. 

Factor loading is used to measure the correlation between the variables. A loading close to 1 

shows a strong correlation between the variables and the factor while a loading close to zero 

indicates a weak correlation. 

Out of 27 factors of engagement, There are four factors that have been extracted from the table 

of total variance whose Eigenvalues are more than 1 and refects the maximum observed variation 

in customer engagement in the Insurance sector. According to KMO, only the first four factors 

must be used to analyze customer engagement and other factors have to value less than 1. 

The cartel Scree test also indicates that the plot of Eigenvalues shows the explanation of  the 

variance of the data set. 
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Most of the research scholars used PCA (Principal component Analysis) method for factor 

extracting take place and take those factors whose value more than .5 for the purpose of 

interpretation of data. After analyzing the total variance the research study reflects that 27 

statements of engagement are converted into groups of 4-factor groups of questions (statements). 

 

Description of Groups Under Specific Category 

Table - The Groups are formed are as following steps:- 

S. 
No. 

Name of 
Groups 

Question's statements 
Grouped 

Description of Groups Under Specific 
Category 

F1. Utility 

EN2, EN3, EN4, EN5, AT4, 
CL1, CL2, CL3, CL4, CL5 

This group responses reflect that loyalty of 
individual is helpful to increase the 
engagement and the feeling of attachment 
persuade the loyalty and to increase the 
engagement of customers 
(Highly Enthusiasm for motivation of 
customer Engagement) 

F2. Relevancy 

AB5, EN1, AT1, AT2, AT3 This Group response indicates attention 
category is a relevant factor to show the 
relevancy in customer engagement 
(Highly relevancy in attention motivates 
engagement) 

F3. Convenience 

ID1, ID2, ID3, ID4,ID4, IN1, 
IN2,  IN3,IN4 

This group explores that the identification 
and interaction level is a convenient way to 
induce customer engagement 
(Convenience strategy to induce interaction 
and identification) 

F4. Timelineness 

AB1, AB2, AB3, AB4 This group indicates that customer 
Engagement depends on timelineness. 
Timelineness is very important to involve 
any individual is absorbed with company 
(Absorption category for engagement) 

Here, 27 different question's statements can be grouped into 4 Groups and 
4Major Category. 

 
7. FINDINGS AND CONCLUSION 

From H1, it is inferred that investment behavior and customer engagement through 

multidimensional factors are elaborated by 27 different question’s statements and can be grouped 

into 4 categories such as survival influence factor to identify the investment behavior. These 

factors are as follows:- 
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1. Utility  

2. Relevancy 

3. Convenience 

4. Timelineness 

 

The first and foremost factor is a utility that focuses on the group question’s statements such as 

EN2, EN3, EN4, EN5, AT4, CL1, CL2, CL3, CL4, CL5. These group responses reflect the 

loyalty of individual is helpful to identify the investment behavior after pandemic and the 

engagement, the feeling of attachment persuade the loyalty and to increase the engagement of 

customers. Customer engagement is now essential for utility. Customer who is engaged with the 

company is more likely to satisfy with the company’s utility offering, delighted by overall 

customer experience and less likely to complain about the service that offers by the company. 

The utility factor is helpful to diagnose the investment behavior after pandemic and loyalty 

towards the services of the company. 

Second, the most robust factor that affects investment behavior is relevancy. From H1, it is 

inferred that relevancy is affected by the statement of questions such as AB5, EN1, AT1, AT2, 

and AT3. These group responses indicate the attention category is a relevant factor to show the 

relevancy in investment behavior through customer engagement. Customer engagement is not 

possible without understanding the need of customer so that focus on the need is not possible 

without recognizing the need of attention category (Relevancy), most of the characteristic of 

engagement depends on relevancy statement such on understanding the need of the customer, 

create true customer personas, to apply intelligence in customer engagement, accessing of market 

survey. The relevancy statement helps to identify the customer needs in the new scenario of 

insurance business and to redefine the services to attract their attention for investment. 

The era of investment behavior after pandemic in insurance is well underway, and now is the 

time to acquire opportunities for exciting growth. 

Third most important remarkable factor convenience which is derived after the regrouping of 27 

question’s statement. This is another multidimensional factor that reflects the explanation of H1. 
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This factor reflects on the statement such as ID1, ID2, ID3, ID4, IN1, IN2, IN3, and IN4. This 

group reveals that the identification and interaction level is a convenient way to identify 

investment behavior through customer engagement. In the right combination of digital services, 

an insurer can use the data and customer insides to strike the balance between human to human 

and digital interaction in a way that enables them to personalize experiences and build trust; the 

customer wants a satisfactory experience which is characterized by convenience. 

The Fourth another most important factor timelineness that is reflected by the regrouping of 

question’s statement such as AB1, AB2, AB3, AB4.This group indicates that investment 

behavior and customer engagement depends on timelineness. Timelineness is another key factor 

to involve any individual who is absorbed with the company. Timelineness is customer service 

that is essential for keeping the customer satisfied. In the post-pandemic era, timelineness is 

customer service matter explore great omnichannel customer experience so that it is identified, 

timelineness is another one factor that affects investment behavior through customer 

engagement. 

Timelessness is a major factor that affects the customer journey map and also influences the 

investment behavior through engagement in the insurance sector. Timelessness in customer 

service is fruitful to diagnose customer feedback and feeling. Due to changes in the modern 

scenario, timeliness is helpful to identify the customer habits and behavior, and expectation. 

Social customer service thrives upon timelessness and is a key to optimize the voice channel for 

the target market. 

Customer engagement in the insurance sector is a major indicator from quick claim settlement 

services, but now with the changing paradigm, customer relationship has reached a new height. 

Due to the advancement of technology, the thought process of consumer and insurer has totally 

changed and both ready to adopt new innovative changes in methodologies of the investment 

behavior through customer engagement. Each day brings new challenges and changes to the 

investment behavior model and the insurer has to think beyond the current horizon to achieve 

success. 
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