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ABSTRACT

Digital Customer Relationship Management (Digital CRM) has emerged as one of the crucial digital means for brands to engage with customers via social networks,
mobile platforms, customized offers, tips and advice, communications and more. Digital interactions are shaping the relationship Generation Z has with brands,
and they are very comfortable with digital platforms. In this study, the relationship between Digital CRM and Customer engagement among Generation Z consumers
in Hyderabad is studied. The research method used was quantitative research--cross sectional research, with the technique of a structured questionnaire and 91
respondents were retrieved. The responses were analyzed by descriptive statistics, mean, median, mode, standard deviation, reliability analysis, correlation and
regression. The results indicate that there is a significant positive correlation in customer engagement with Digital CRM practices (r = 0.685, p< 0.001). The
regression analysis also shows that Digital CRM practices explain 46.9% of the variation in customer engagement among the respondents. High positive customer
engagement also strongly correlated with other digital CRM variables, such as personalized messages and notifications (r = 0.702) and perceived influence of
Digital CRM on brand relationships (r = 0.707). The result bolsters the need for a more tailored and consistent approach to digital engagement in the market, looking
at involvement from the point of view of Generation Z consumers in Hyderabad. It offers valuable knowledge for brands who want to enhance their digital customer
relationship strategies.
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1. INTRODUCTION

With customers coming and going, businesses are now interested in creating, nurturing and fostering cultivation of long-term relationships, which has
made Customer Relationship Management (CRM) an important aspect of modern marketing. CRM doesn't just refer to managing the data of existing
customers or responding to customer complaints, it also entails knowing what customers need, providing messages to customers and generating value in
the customer relationship [1][10]. These activities were traditionally done in person, in-store, over the phone and via the traditional manner. But, with the
advancement in digital technologies, the approach that businesses adopt to deal with customers has definitely evolved. Organizations today reach out to
customers through websites, social media, mobile apps, email, digitally triggered notification, personalization, etc. and many other online channels. This
is leading to the increasing significance of Digital Customer Relationship Management (Digital CRM) [1][2][12][13]. Digital CRM now means that
companies have more ways to touch a customer's life virtually every day, at a variety of digital contact points. Conversations with customers can happen
practically anytime at all and can be fine-tuned based on their tastes, prior engagement, and on the web conduct. Unlike traditional CRM, digital
communications can happen at almost any time and may be tailored based on the customers preferences, previous interactions, and behaviors online.
Brands can leverage digital channels to give customers personalized offers, suggest related product offers, send relevant notifications, answer questions
and offer convenient services. These interactions can impact a customer's brand perception and trigger more or less interaction with a brand. Thus, Digital
CRM has evolved to be an essential aspect of digital marketing and customer relations approaches [1][2][5][12][18]. The prevalence of social media and
their mobile counterparts have enhanced yet again Digital CRM's significance. No longer are the customers just recipients of a brand's message; they can
engage with the brand, express their opinion, give their feedback, recommend products, and offer their experiences when it comes to using products
among other users. Social media sites have then, thus, made more interactive connection amongst brand names as well as customers. Customers are now
expecting brands to send out timely, relevant and personalized communication, and organizations can observe these preferences and reactions during
their interactions. Effective change management of these relationships can be significant in building better customer relationships [2][5][12][13].
Customer engagement has become an increasingly significant concept in the field of marketing research because of the advent of Digital CRM. Customer
engagement isn't about any one purchase; it's about the various interactions and connections customers have with a brand that happen beyond that sale.
This can be expressed in a variety of ways, such as repeated interactions, willingness to buy more, recommending a brand to friends and family, loyalty,
involvement in digital platforms and emotional connections with brands. In the digital world, customer engagement can be likes, comments, reviews,


http://www.ijrpr.com/

International Journal of Research Publication and Reviews, Vol 7, Issue 10, pp 1199-1211 October, 2026 1200

recommendations, responding to digital communication, engagement in mobile-app, and others different types of participation online. When there's a
high degree of customer engagement, it can lead to more meaningful and sustainable relationships with their customers [3][4][9][10][11][14]. The
correlation between Digital CRM and customer engagement is even more prominent in the case of Generation Z consumers, who have been surrounded
by rapid technological growth, and have experienced a predominantly mobile lifestyle, with a strong grasp of social media, mobile applications, and
online shopping. Digital platforms play a crucial role in their day-to-day life and interactions with brands often occur online. This digital-first mentality
has led to some difference in expectations of how to communicate with Gen Z. They can also look forward to recommendations and offers that are
personalized to them, relevant offers, rapid response, convenient services, and regular digital interaction instead of just traditional communication
[6][71[15][16]. Personalization becomes particularly pertinent in this case. The customer gets a lot of information via digital channels which makes
relevant and tailored communication stand out. Inserted personalized product suggestions/offers or messages and notices can make customers feel that
brands understand their needs and preferences. Meanwhile, there could be too much or inappropriate communication. Hence, it is crucial to comprehend
the perception of businesses about these Digital CRM practices among Gen Z consumers for businesses trying to enhance customer engagement [6][16].
Customer engagement also has the potential to impact key customer metrics like recommender behaviour, willingness to buy from a brand again and
loyalty. Customers who have positive digital experiences will be likely to stay engaged with the brand and recommend it to others. Likewise, frequent
digital interactions could be contributing to deeper emotions of connection between consumers and companies. This makes Digital CRM more a pertinent
solution for communication and for customer relationships in general [3][4][9][10][11][14][17]. An interesting context is Hyderabad where this
relationship has been explored. Hyderabad is a city with a large youth base and is widely used to digital platforms, engaging in online business activities
as a useful urban and technology-driven city. In Hyderabad, Generation Z consumers can interact with brands via social media, mobile apps, customized
promotions, digital messaging, and notifications. But digital interactions don't necessarily guarantee high engagement with customers. It is therefore
important to examine whether the Digital CRM practices experienced by these consumers are associated with their level of engagement with brands
[7][15]. Other studies touch upon concepts of CRM, social CRM, customer experience, personalization and customer engagement, but digital CRM
practices and their linkages with Generation Z consumers in Hyderabad are overlooked. Current research offers some suggestions on how to build digital
customer relationships, but consumer behaviour might vary among each age group, depending on geographical location and the current frequency of
digital usage. Due to their high digitization usage, personalization and digital communication could have an impact on Generation Z consumers. This
gives a rationale for studying the association between the Digital CRM and Customer engagement of this specific consumer group empirically in greater
detail [4][6][7]1[15][16]. Thus, the influence of using Digital CRM on customer engagement among Generation Z consumers in Hyderabad is the focus
area of the present study. The study focuses on the degree of digital interaction respondents have, their exposure to personalized offers and
recommendations, their use of brand's mobile apps, and their exposure to personalized messages and notifications. It also discusses various factors in
customer engagement such as higher brand engagement, discovering products, brand loyalty, recommendation, re-purchasing, emotional attachment and
overall positive impact of Digital CRM. Additionally, the study attempts to find out whether Digital CRM practices have any significant relationship with
customer engagement of the Generation Z consumers. Using primary survey data, the study aims to analyze these relationships and seek to throw light
on the processes behind digital customer relationships and their influence on young consumers' interactions with brands. These insights could inform
business models that cater to the way that Generation Z interacts with the company in the digital space and how these young people anticipate stronger
customer relationship management strategies, such as personalization, relevant communication and continuity of digital experience [1][5][6][9][17][18].
As such, the research offers both an academic and practical view of Digital CRM's rising importance in the way of customer engagement. It aims to add
to the learning about digital customer relationships and provide valuable insights to brands with the aim of strengthening relationships with ‘Generation
7’ consumers in Hyderabad [2][3][6][12][14][15].

2. REVIEW OF LITERATURE

Customer Relationship Management has evolved from its traditional definition of customer records and customer handling as a strategic approach to
provide value to customers. Payne and Frow [1] introduced CRM as a cross-functional approach and a processes approach, focusing on relevant processes
including strategy development, value creation, multichannel integration, information management, and performance assessment. Their approach
highlights that using CRM is not just about one department or one type of communication but rather about the various processes in an organization that
are involved in building more powerful relationships with customers. It's an essential bit of the foundation for understanding Digital CRM, where a variety
of digital channels are now coming into play when it comes to engaging with customers [1][18]. Digital technologies add to the ways people practice
CRM. Trainor et al. [2] study on social media technology usage and customer relationship performance came up with the concept of social CRM
capability. Following study indicated that social media technologies and customer-centric management systems are related to social CRM capabilities
and capabilities are in turn positively correlated with customer relationship performance. This means digital platforms go beyond being communications
channels and can be a valuable asset for organizations to understand customers, engage with them and enhance relationship results [2][12][13]. In
marketing research, there has also been much attention to the concept of customer engagement. Brodie et al. [3] explored the conceptual underpinning of
Customer Engagement and emphasized its relevance in an interactive business context and in co-development of Customer Experience and Value co-
creation. They have worked on the concept that customer engagement is not just about one purchase moment, but a phenomenon related to customer
engagement. Considering this perspective is especially relevant in the ‘digital world' - where customers can interact with the brand in a multitude of ways
including online, giving feedback, making recommendations, giving a review and using a brand community [3][11][14]. A systematic review of customer
engagement research was carried out by Ng, Sweeney and Plewa [4] and several conceptualizations and manifestations of customer engagement were
found in the literature. They examined customer- and firm-related antecedents and the outcomes of customer engagement, and pinpointed areas for future
research. That suggests that there are multiple factors that can impact on customer engagement, and that can result in varied results both for the customer,
and for the organization. The results serve as a useful backdrop to analyzing the Digital CRM practices as possible factors that affect customer engagement
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[4][9][10]. By the same, the entire customer journey has been shifted to counting with a variety of digital touchpoints. As per Lemon and Verhoef [5]
Lemon has described that a customer journey through the firm includes a lot of different touchpoints of multiple channels and media. They didn't nail the
significance of comprehending and handling these interactions within the total context of customer experience. For Digital CRM, social media, websites,
apps, notifications and personalized communication can thus be interwoven components that contribute to a customer's relationship with a brand [5][18].
Another major aspect of digital customer engagement that has emerged is personalization; this is especially for young customers. Saha, Sengupta and
Gupta [6] explored Genz culture's reactions to personalized social media advertisements and explored the effect of perceived personalization on Genz
intention to click on personalized advertisements. In addition, their study included the perceived usefulness and privacy issues with individually targeted
advertisements. The results emphasize the need of personalization in digital communication for Generation Z consumers, and the fact that consumers can
react differently to personalized content and the use of their personal data [6][16]. Digital customer relationships are especially crucial for Generation Z,
partly due to the nature of these customers. Consumers born in Generation Z are highly exposed to social media and often interact with brands digitally.
Choubey and Gautam [7] provided a South Asian generation Z perspective on omnichannel retailing and studied the relationships between omnichannel
retailing and customer satisfaction, as well as customer engagement and customer retention. Their research offers valuable data from a unique South
Asian perspective and shows why enhanced customer experience is crucial to Gen Z shoplifes [7][15][17]. The relevance of social CRM with regard to
the customers' outcomes has been discussed in Indian context in the recent research. Thomas et al. [8] studied the impact of social CRM on customer
outcomes such as brand reputation, brand love and customer advocacy in the bank customers industry in India. They also analyzed how social media
perceived interactivity is affecting their study framework and concluded that in the case of social CRM, positive relationships existed with some customer-
based outcomes. While the study is aimed at banking customers and not Generation Z consumers in particular, it still proves another point — the
significance of interactive social CRM in developing positive customer outcomes in the Indian context [8][12]. Thus, literature review in the present
context suggests a gradual shift in the direction of CRM towards a more integrated and digitally connected approach. CRC research had taken forward
the notion that customer value creation and strategic customer relation management is crucial, and the social CRM research had highlighted the need of
digital technologies to enhance customer relationship management capabilities. Earlier research in CRM identified that the creation of customer value
and strategic management of customer relations is pertinent and the research conducted in social CRM showed how digital technologies could increase
the capabilities of CRM. More research has been conducted about customer engagement and has indicated that communicating with brands doesn't rely
only on behavioural engagement, but on emotional and interactive engagement as well. Meanwhile, research in customer experience highlights the need
to ship the customer experience from different points of touch [1-5, 9-14, 18]. The literature also shows that, when discussing generation Z consumers,
there is a particular relevance in focusing on personalization and digital interaction. The resulting high propensity to use digital may enable brands to
reach them with personalized offers, recommendations, mobile apps and digital notifications. The presented research on personalized advertising for the
Gen Z and the research conducted on South Asian youth Gen Z show how relevant the issue of personalization is for the generation Z and how important
it is to have integrated customer experience as well as customer engagement for this generation [6][7][15][16][17]. However, most of these studies focus
on either personalized advertising or omnichannel experience instead of investigating Digital CRM practices as a whole in relation to customer
engagement in a specific city. Thus, the literature analyzed is considered to have solid conceptual ground for studying the relationship between Digital
CRM and customer engagement of the Gen Z consumers, in Hyderabad. Current studies offer valuable baseline information via the CRM strategy, social
CRM, customer engagement, customer experience, and Generation Z study. For the customer engagement of Generation Z consumers particularly in
Hyderabad, there is comparatively limited direct empirical attention with regard to the individual-to-mutuality relationship of the different Digital CRM
practices. The present study seeks to cover this aspect by analyzing digital interaction frequency, personalized offers and recommendations, brand mobile-
app usage and personalized messages and notifications and their relationship to customer engagement.

3. RESEARCH METHODOLOGY
3.1. Research Problem

As technology advances, businesses are communicating with their customers in different ways and keeping relationships with them alive through
technology. Generation Z is especially active with digital channels, and they often engage with brands through Social, Mobile Apps, personalized offers
and recommendations, messages and notifications. These digital interactions have also led to new avenues for businesses to continue a strong customer
relationship and drive ongoing engagement. But having multiple digital channels doesn't always mean that customers will build their relationships or stay
loyal to a brand. What works in Digital CRM could vary based on how often customers engage with brands as well as how relevant they believe
personalized communication to be and how pleased they are with Digital services. Additionally, due to their more extensive exposure to digital technology
and digital communication, Generation Z consumers are likely to have different expectations from brands. Personalized recommendations, digital
convenience, timely messaging, and frequent interactions can impact their loyalty, likelihood of recommending a brand, re-purchasing, and emotional
relationship with the brand. The value of CRM, social CRM, personalization, CX and CEng has been previously proven [1][2][3][5][6]. Yet, it is important
to understand the association, to what level, of these Digital CRM practices and engagement with customers among Generation Z consumers within a
specific local context. Thus, the current study's problem was to understand if there is a significant relationship between Digital CRM practices and
Customer engagement for Generation Z customers in Hyderabad. It analyzes the popularity of digital interaction frequency, personalized offers and
recommendations, use of the brand's mobile app, and personalized messages and notifications, and its connections to various customer engagement
factors.
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3.2 Research Gap

While there have been some studies on Customer Relationship Management (CRM), Social CRM, customer engagement, customer experience,
personalization and digital consumer behaviour, there is a need to be more in-depth than just one area at a time with Gen Z consumers. Previous studies
on CRM have mainly concentrated on the strategic component of CRM and customer value [1][2] while works in social CRM have pointed to the
necessity of digital technologies and interactive tools in the enhancement of the customer relationship [1] [2]. Likewise, research on customer engagement
also indicates that engagement is more than an act of buying; it can also be behavioural, emotional, or interactive in nature related to the customer-brand
relationship [3-4]. Previous studies have also pointed out the need to handle interactions with the customer through various touchpoints. Brands can use
digital platforms to reach customers via social media, mobile apps, custom product suggestions and digital notifications [5]. Research specifically Gen-
Z has also pointed to the importance of personalized digital communication and seamless customer journey for this generation of consumers [6][7]. But
most of the present studies have been focused on one of these “elements”, including individualized advertising, multi-channel retailing, social CRM or
customer engagement. Empirical studies that provide insights on the relationship of multiple digital CRM practices towards customer engagement within
the context of Hyderabad specifically among generation Z customers are few. Though research in this field exists, there are important insights from
existing studies on digital customer relationships, and consumer behaviour and expectation might differ across age groups, geographic context and usage
of digital channels. Specifically, there is a need to know how these digital interaction modes — digital interaction frequency, offer and recommendation
personalization, brand mobile-app usage, and personalized messages and notifications — relate with customer engagement for Generation Z consumers.
Thus, the present study tries to bridge this gap and looks at the relationship between Digital CRM practices and customer engagement amongst the
Generation Z consumers in Hyderabad. In doing so, the study relies on primary survey data to explore the Digital CRM experience of respondents and
various elements of their branding experience, offering empirical substantiation of the Digital CRM experience from one group of Generation Z consumers
and geographic area.

3.3 Research Design

The study is of quantitative type because it investigates the relationship between Digital CRM Practice and Digital Customer Engagement among the
Generation Z consumers in the city of Hyderabad. A quantitative approach was selected since the study gathers structured responses from the respondents
and transforms their perceptions and experiences to measurable data that can be statistically analyzed. The study adopted a cross-sectional survey design
where the needed information was gathered from the respondents at a given time and not following them over a period of time. Primary data was gathered
using a structured questionnaire which solicited information on the demographic profile of the respondents, their awareness of Digital CRM, the frequency
with which they interact with brands digitally, the use of digital channels, exposure to personalized offers/recommendations, usage of brand mobile
applications, personalized communication/notification, and various aspects of customer engagement. The questionnaire was divided into two types of
questions: categorical as demographic and digital usage information, and five-point scale as perception and experience to Digital CRM related factors
and customer engagement. Descriptive and inferential statistical methods were used for analyzing the gathered answers. Descriptive data related to the
responses was obtained by frequency and percentage analysis and the distribution patterns of the measured variables were obtained by mean, median,
mode, and standard deviation. In addition, reliability analysis was carried out for the Digital CRM Practice and Customer Engagement constructs. For
the analysis of Digital CRM practices and Customer engagement, Pearson correlation and Regression analysis were used. The study is thus descriptive
and analytical with the purpose of both describing the respondent's characteristics and the digital experiences that arose, and of examining the statistics
between the practice of Digital CRM and customer engagement.

3.4 Sample

The respondents are comprised of 91 individuals who belong to Generation Z and were through with the structured survey. The target group of respondents
were determined by their relevance to the study, including being in touch with the Generation Z consumer group and brands on digital platforms. The
survey targeted consumers in the Hyderabad set and gathered data on digital engagement with consumers, their Digital CRM experiences in addition to
their interactions with brands. This questionnaire comprised of questions that spanned the following areas: Demographic characteristics; familiarity and
use of the Digital CRM; ways to reach brands digitally; interactions with brands on digital channels; offers and recommendations that customers had
been given their own; usage of mobile apps; personalized messages and notifications; various dimensions of customer engagement. The primary data was
obtained from the responses obtained from an online questionnaire. 91 responses were received and saved for analyses. The numbers of valid responses
differ somewhat between questions since not all respondents who were contacted were able to respond to all items. A set of 83 full responses was available
on both Digital CRM Practice and Customer Engagement for the construct-level statistical analysis. Thus, individual descriptive statistics, and complete
cases for the relation and regression analysis, are employed in the analysis in valid answers. The sample serves as the foundation to look at experiences
and customer engagement that s. Y. (Generation Z) customers in Hyderabad have with Digital CRM. The results should, however, be taken with the
nature of the collected sample and should not be presumed to represent all Hyderabad-based Generation Z consumers.
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4. DATA ANALYSIS AND INTERPRETATION
4.1 Demographic Profile of Respondents

Table 1. Age of Respondents

Age Group Frequency Percentage
18-20 44 48.9%
21-23 38 42.2%
24-26 3 3.3%
27-28 5 5.6%
Total Valid Responses 90 100.0

Figure 1. Age Distribution of Respondents

5.6%

B 18-20 (48.9%)
B 21-23 (42.2%)
W 24-26 (3.3%)

27-28 (5.6%)

48.9%

Figure 1. Age Distribution of Respondents
Interpretation:

The majority of the respondents are from 18-20 age group, that is 48.9% of the valid responses followed by respondents from 21-23 age group 42.2%. A
smaller percentage of people are in the age groups 24 to 26 and 27 to 28. This suggests the sample is mainly made up of younger Generation Z consumers.

Table 2. Gender of Respondents

Gender Frequency Percentage
Female 53 58.9%
Male 36 40.0%
Prefer not to say 1 1.1%
Total Valid Responses 90 100.0%
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Figure 2. Gender Distribution of Respondents

Prefer not to say (1.1%)

Male (40.0%)

Female (58.9%)

Interpretation:

The female respondents (58.9%) are the largest percentage of the sample followed by the male respondents (40.0%). One of the respondents did not want
to reveal their gender.

Table 3. Occupation of Respondents

Occupation Frequency Percentage
Student 68 76.4%
Working Professional 13 14.6%
Self-employed 6 6.7%
Other 2 2.2%
Total Valid Responses 89 100.0%

Interpretation:

Students make up the biggest proportion of respondents in the sample with 76.4% of the valid answers. Next, 14.6% of working professionals are under
the category of working on their own while 6.7% are self-employed. The majority of students are due to the younger make-up of the sample compared to
Generation Z.

Table 4. Monthly Income

Monthly Income Frequency Percentage
Below 5,000 45 50.6%
¥5,001-%10,000 13 14.6%
%10,001-%20,000 6 6.7%
Above ¥20,000 26 29.2%
Total Valid Responses 90 100.0%

Interpretation:

More than half of those who receive income or pocket money (excluding invalid) earn below 5,000 per month. Meanwhile, respondent income has
distributed to show high-income families (above 20,000) form 29.2%, indicating variance in the monthly income/pocket money levels of respondents.
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Table 5. Duration of Residence in Hyderabad

Duration Frequency Percentage
Less than 1 year 66 73.3%

1-3 years 17 18.9%

4-6 years 4 4.4%
More than 6 years 3 3.3%
Total Valid Responses 90 100.0%

Interpretation:

The vast majority of people are present in Hyderabad for a period of less than 1 year as 73.3% of the respondents said so. 18.9% of Hyderabad residents
have lived in the city for 1-3 years, and a smaller proportion of respondents have been residents for 4+ years.

4.2 Digital CRM Usage and Experience

Figure 3. Familiarity of Respondents with Digital CRM

Percentage of respondents (%)

wal 0t \ awal aal (2
e R o @™ @ 0™
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Familiarity level

Table 6. Familiarity with Digital CRM

Familiarity Level Frequency Percentage
Very familiar 23 25.3%
Familiar 24 26.4%
Neutral 19 20.9%
Slightly familiar 8 8.8%

Not familiar 15 16.5%

No response 2 2.2%
Total Responses 91 100.0%

Interpretation:

The results indicate that 52.8% of the valid respondents are either familiar or very familiar with Digital CRM. Yet, 16.9% were unfamiliar with Digital
CRM. It means, while consumers might be engaging in Digital CRM practices quite routinely, they might not necessarily be aware of the formal concept
of Digital CRM.
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Table 7. Frequency of Interaction with Brands Through Digital Channels

Interaction Frequency Frequency Percentage
Very frequently 21 23.6%
Frequently 27 30.3%
Sometimes 27 30.3%
Rarely 10 11.2%
Never 4 4.5%
Total Valid Responses 89 100.0%

Interpretation:

Over half, (53.9%) of respondents engage with brands on a regular or very regular basis on digital channels. Another 30.3% interact sometimes. This
means that the respondents' consumer habits involve digital interaction with a brand, and that this is common practice for them.

4.3 Descriptive Statistical Analysis

Table 8. Descriptive Statistics of Major Study Variables

Variable Valid N Mean Median Mode SD

Digital CRM Familiarity 89 3.52 4 4 1.400
Digital Brand Interaction 89 3.54 3 3 1.107
Personalized Offers/Recommendations 89 3.67 3 3 1.082
Brand Mobile-App Usage 89 3.46 4 5 1.215
CRM Increased Engagement 88 3.85 4 4 1.000
Satisfaction with Digital CRM Services 89 3.82 4 4 0.948
CRM Influence on Brand Relationship 89 3.47 3 3 1.178
Personalized Messages/Notifications 89 3.57 3 3 1.064
Product Discovery 89 3.87 4 4 0.991
Brand Loyalty 88 3.80 4 4 0.989
Recommendation Intention 88 3.83 4 4 0.953
Repurchase Willingness 88 3.95 4 4 1.011
Emotional Connection 88 3.77 4 4 1.003
Overall Positive Effect of Digital CRM 88 3.86 4 4 0.965
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Figure 4. Mean Scores of Major Study Variables
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Interpretation:

The descriptive results indicate a positive overall trend in the responses to Digital CRM and customer engagement in general. Willingness to purchase
from a brand again was seen to have the highest mean score of the engagement indicators (3.95), and product discovery and the overall positive effect of
Digital CRM (3.87 and 3.86 respectively) were also increasingly high. CRM also, with a relatively high mean of 3.85, had increased engagement. The
median score is "4" for most engagement variables, suggesting that the scores around the middle of the scale were mostly positive. The standard deviations
are mostly close to or less than 1.2, which implies they exhibited moderate variation in the respondents' responses.

4.4 Reliability Analysis

Table 9. Cronbach's Alpha

Construct Number of Items Cronbach's Alpha Complete Cases
Digital CRM Practice 4 0.825 89
Customer Engagement 7 0.890 83

Interpretation:

Digital CRM Practice has Cronbach's alpha of 0.825, and Customer Engagement has Cronbach's alpha of 0.890. The internal consistency of all these
items, representing each construct, is good in both values. As a result, the items have an adequate basis for further statistical analysis.

4.5 Construct-Level Analysis

Table 10. Digital CRM Practice and Customer Engagement

Construct N Mean Standard Deviation
Digital CRM Practice 83 3.663 0.899
Customer Engagement 83 3.797 0.753

Interpretation:

The mean score is 3.663 for Digital CRM Practice, suggesting the average level of digital CRM experience among the respondents for the complete-case
analysis is generally positive. Customer Engagement had the highest mean score at 3.797, indicating a positive level of customer engagement towards
brands on average.
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4.6 Correlation Analysis

Table 11. Correlation Between Digital CRM Practice and Customer Engagement

Variables Pearson Correlation (r) Significance

Digital CRM Practice and Customer Engagement 0.685 p <0.001

Interpretation:

It has been found that there is a strong positive relationship between Digital CRM Practice and customer engagement as the Pearson correlation coefficient
is 0.685. There is an association at the 1% level of probability. This suggests a positive correlation between stronger digital CRM practices and higher
levels of engagement with customers amongst respondents.

4.7 Regression Analysis

Table 12. Regression Analysis

Statistic Value
R 0.685
R2 0.469
Regression Coefficient (B) 0.584
p-value <0.001
N 83

Interpretation:

The regression results indicate that Digital CRM Practice and Customer Engagement have an important and positive relationship, as the regression
coefficient of Digital CRM Practice is found to be 0.584 and the p-value is less than 0.001. The R2 value of 0.469 indicates that Digital CRM Practice
explains 46.9% of the variation in Customer Engagement in this sample. The findings support the hypothesized positive relationship between companies’
Digital CRM practices and customer engagement among the surveyed Generation Z consumers in Hyderabad.

4.8 Customer Engagement Indicators

Figure 5: Customer Engagement Indicators
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5. FINDINGS

1.  The study revealed that the largest proportion of the respondents were young Gen "Z" consumers with 48.9% of the age group 18-20 and
42.2% within 21-23 years. Additionally, the sample was heavily skewed toward students with 76.4% of the respondents being students.

2. The findings suggest that awareness about Digital CRM among the respondents was fairly adequate. 52.8% of the respondents were either
familiar or very familiar with Digital CRM, whereas 53.9% indicated that they do interact with brands often or very often through digital
means.

3. Personalized digital experiences were commonly experienced by the respondents. 55.1% of respondents reported using brand mobile apps
“often” or “very often” and 53.9% reported receiving personal offers or personal recommendations “often” or “very often.”

4.  The overall level of customer engagement was positive. Among the engagement indicators, willingness to purchase from a brand again
recorded the highest mean score of 3.95, followed by product discovery at 3.87 and the overall positive effect of Digital CRM at 3.86.
Recommendation intention, brand loyalty, and emotional connection also recorded positive mean scores.

5. Good internal consistency for both major constructs was obtained by the reliability analysis. The Internal consistencies of the items used for
each construct, indicated by Cronbach's Alpha score, were found to be 0.825 for the Digital CRM scale and 0.890 for the Customer Engagement
scale, respectively, indicating good inter-consistencies among items in each scale.

6. The Digital CRM practices were found to have a strong positive relationship with customer engagement (r = 0.685, p < 0.001) and this
correlation was of statistical significance. The other finding of regression analysis was that there was a significant relationship between Digital
CRM practices and Customer Engagement (R2 = 0.469 or 46.9% of the variance in customer engagement was explained by Digital CRM
practices).

7. Additionally, individual factors relating to Digital CRM had significant positive relationships with customer engagement. Positive associations
with customer engagement were found for personalized messages and notifications (r = 0.702, p < 0.001) and satisfaction with digital customer
relationship services (r = 0.611, p < 0.001) and personalized offers and recommendations (r = 0.530, p < 0.001).

6. SUGGESTIONS

1.  Enhance the value of customized communication: Sent personalized offers, recommendations, messages and notifications that are based on
and aligned with customer interests, instead of generic marketing messages.

2. Improve personalized offers/ recommendations as it was found that personalized offers/recommendations have a positive impact on
engagement — brands should enhance their recommendation systems to influence Generation Z customers to the products/services that are
relevant for them.

3. Using personalized messages and notifications exhibited one of the strongest relationships with customer engagement, highlighting the need
to improve the quality of digital notifications. Therefore, when designing a notification, brands will want to prioritize delivering timely, useful,
and relevant information without over-communicating.

4. Improve brand mobile apps: A significant number of respondents use brand mobile applications on a regular basis, businesses need to make
their applications easy to maneuver and access, offer convenient services, customize their customer experience and ensure seamless digital
interactions via their apps.

5. Prioritize customer satisfaction: Brands should seek to continually enhance the quality of digital customer relationship services to be more
effective in meeting the needs of their customers, as there is a positive link between customer satisfaction and customer engagement.

6.  Promote repeat purchase and recommendation behaviour — Willingness to buy again and intention to recommend were two of the highest
engagement scores which should suggest digital relationship strategies for brands to encourage repeated purchase and positive
recommendations, as well as continued engagement.

7. Commit to one digital interaction, one digital engagement: The brand should continue to have meaningful and consistent digital interactions
throughout their social media, mobile apps, notification, and other digital channels. Properly implemented action of Digital CRM can help
build a better seamless customer journey for customers Generation Z.

7. CONCLUSION

Digital Customer Relationship Management has become a key element in the brand's communication of the Generation Z consumers and its relationship
management. The present study explored the relationship between Digital CRM and customer engagement among customers belonging to the Generation
Z segment in Hyderabad from primary data collected from 91 respondents. The research included whether the respondents interacted with brands digitally,
whether they received personalized offers/recommendations, whether they used the brands' mobile app, whether they received personalized
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messages/notifications, and the various aspects of customer engagement. Results show that the study Generation Z consumers have high levels of digital
brand exposure. Over half of the respondents stated that they had knowledge, or very knowledge, of Digital CRM and a significant percentage of the
respondents reported that they had regular contact through digital channels with brands. Personalized and digital notifications, mobile applications and
offers were also listed as frequent experiences by respondents. This means that digital practices of CRM have entered into the scope of the customer-
brand relationship for the respondents. The investigation additionally revealed a positive extent of consumer involvement. Willingness to purchase from
a brand again (3.95), product discovery (3.87) and the overall positive influence of Digital CRM (3.86) showed the highest average scores in the rank
order of the different engagement indicators. Recommendation intention, brand loyalty and the emotional connection also had positive mean scores.
These findings imply that digital interactions are related not just to the actual act of communication, but also to the larger scale of consumer-brand
relationships. Additional support to conclude the significance of Digital CRM is given by the statistical findings. Digital CRM usage significantly and
strongly correlated with customer engagement with r = 0.685 at p < 0.001. The regression analysis revealed that Digital CRM practices explained 46.9%
of the variation in customer engagement (R2 = 0.469) among the respondents. Personalized messages and notifications had a stronger positive correlation
with Customer engagement (r = 0.702, p < 0.001). Additionally, personalized offers and recommendations (r = 0.530, p < 0.001) as well as satisfaction
with digital customer relationship services (r = 0.611, p < 0.001) showed applicable positive relations with engagement. With that, the findings accentuate
the significance of delivering pertinent, tailored, effortless and smooth transactions with Generation Z consumers across digital channels. Not only can
digital CRM be used to engage customers, but it can also allow brands to gain insight into their preferences, suggest useful products, enhance digital
experiences, boost repeat buying and augment recommendation and loyalty behaviour. Meanwhile, digital communication must be persistent and
valuable; too much, or just the wrong kind of communication can detract from the value of the customer's experience. Therefore, overall Digital CRM
has a significant and positive relationship with customer engagement among Generation Z consumers in the Hyderabad region. The findings will prove
helpful to businesses who want to improve digital customer relationships and make their customer experience more engaging for the younger generation.
The study is also a valuable addition to the debate on Digital CRM and Generation Z on the base of empirical evidence gained from this study from the
context of Hyderabad. This study is not representative of all Generation Z consumers, so don't take the results as a reflection of the general population of
the generation. Still, the findings illustrate the increasing importance of Digital CRM in fostering closer, more captivating relationships between customers
and the brand in the digital realm.
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9. ANNEXURE

QUESTIONNAIRE

1.

2.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

What is your age?

What is your gender?

What is your current occupation?

What is your monthly income/pocket money?

How long have you been living in Hyderabad?

How familiar are you with Digital CRM (Customer Relationship Management)?
How often do you interact with brands through digital channels?

Which digital channels do you use to interact with brands?

How often do you receive personalized offers or recommendations from brands?
Do you use brand mobile apps for purchases or services?

Digital CRM has increased my engagement with brands.

How satisfied are you with the digital customer relationship services provided by brands?
Overall, how much does Digital CRM influence your relationship with a brand?
How often do brands send you personalized messages or notifications?
Personalized recommendations from brands help me discover products that I like.

I remain loyal to brands that provide personalized digital experiences.

I am more likely to recommend a brand that provides good digital customer service.
Positive interactions with a brand increase my willingness to purchase from it again.
| feel emotionally connected to brands that interact with me regularly online.

Overall, Digital CRM has a positive effect on my engagement with brands.



