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ABSTRACT

The primary objective of a business organization is to maximize profits and generate value for
its shareholders. Stakeholders play a very important role in any organization for its operations
and growth. Every stakeholder group like customers, investors, employees, suppliers etc. have
their own significant influence on the process in which an organization operates towards
meeting its objectives. There can be various lenses through which the impact of stakeholders
can be studied and measured with different perspectives to see how it correlates with the overall
performance of the organization. Stakeholder engagement is one of the most important
elements in this context. Literature indicates that there is a profound role of stakeholder
engagement behavior in value co-creation. The selective studies in this thesis, very carefully
focus on three types of major stakeholders, with one important behavioral aspect each, to
complete the holistic view of the value chain. For exploring this domain, three related studies
have been undertaken. Firstly, query resolution mechanism and channel reliance were
studied for customer engagement and churn. Secondly, engagement behavior of the third-
party sellers who sell on ecommerce marketplaces has been explored using a cross-
platform analysis to see the impact on their ratings and attrition through disengagement.
Lastly, employee disengagement and attrition due to technostress with digital
transformation has been explored. Theories used for framing the theoretical foundation
were ‘Exit, Voice, and Loyalty theory’, ‘Justice Theory’, and ‘Person-Environment Fit
Theory’. These studies use variety of data, both structured and unstructured, based on primary
and secondary data collection, and in collaboration with two companies along with data from
ecommerce platform, Amazon, and social media platform, Twitter. For data analysis,
descriptive analytics, natural language processing, machine learning models, path analysis, and

statistical tests were used. The three stakeholders chosen for this research are critical for any
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organization. The models and analysis used in the studies doesn’t only test the hypothesis but
also provide predictive models to use them as leading KPIs and proactive decision making. The
implications of the research can be applied in various sectors of corporate. Information
technology companies can reduce employee attrition caused by technostress. Ecommerce
companies can drive the sellers on their platforms to be more engaging that results into better
ratings, lesser seller churn and in-turn more profits. Ecommerce start-ups can focus on the right
channels and better methodology to improve customer retention which is the most important
measure for their success. This study also contributes to different research streams such as cross
platform study to see the impact of sellers’ efforts through social media on profitability for
ecommerce companies, employee attrition linked with the new ecosystem of work from home
in India, and how channel selection, discounts offered, and issue resolution drives customers
behaviour in ecommerce setup. The theoretical contributions and implications of the thesis

have been highlighted along with limitation and future work.

KEYWORDS: Stakeholder disengagement, cross platform study, Social media,
ecommerce, employee attrition, customer retention, seller churn, machine learning models,

predictive models
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