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ABSTRACT 

Application of value span across all fields of human endeavor hence, value creation becomes 

indispensible factor in business coordination. Value creation is being advanced as a strategic 

tool in customer engagement, however persistent rise in production cost and other variable 

factors in the manufacturing industry had decreased value creation efforts with consequences 

on product quality, technology adoption, customer relationship management, etc. which is 

generating increasing concern. This research investigates the relationship between value 

creation and customer engagement in manufacturing firms in Port Harcourt. The study 

adopted quantitative research design using a survey method. A total of 213 subjects made of 

managers and staff of manufacturing firms in Port Harcourt were surveyed through 

questionnaire administration. Three research questions were posed and six hypotheses were 

tested. Data analysis was done using descriptive statistics of mean and standard deviation 

while inferential statistics of Multiple Regression was used to test the stated hypotheses on 

SPSS version 25. Results from the Multiple Regression analysis reveal a very strong 

significant linear relationship between Product Innovation, Advance Technology Adoption, 

improved customer relationship management and customer engagement measures; word-of-

mouth behavior and customer loyalty. It was concluded that value creation significantly 

relates with customer engagement in manufacturing firms in Port Harcourt. The study 

therefore recommends that: The manufacturing firms in Port Harcourt should co-create 

products contents by incorporating customer’s suggestions and contribution in product 

manufacturing. The manufacturing firms in Port Harcourt should operate modern production 

facilities to maintain quality outputs and engaging customers through information and 

communication technologies. And that the manufacturing firms in Port Harcourt should 

establish functional relationship with customers by popularizing their social media platforms 

where every concern raised will be satisfactorily resolved. 

Keywords: Value Creation, Customer Engagement, Manufacturing Firms 



African Journal of Business and Economic Development | ISSN: 2782-7658 

Vol. 1, Issue 12 (December, 2021) | www.ijaar.org 
 

81 
 

INTRODUCTION 

Marketing practices aim at creating stimulating or influencing customer behaviour, which 

places conversions into a more strategic context and is premised on the understanding that a 

focus on maximizing conversions can, in some circumstances, decrease the likelihood of 

repeat conversions. Marketing begins with understanding the internal dynamics of customer 

behaviour and engagement strategies since they determine business success. Customer 

engagement marketing is necessitated by a combination of social, technological and market 

developments. Companies attempt to create an engaging dialogue with target consumers and 

stimulate their engagement with their brand.  Rather than trying to position a product using 

static messages, companies can become the subject of conversation amongst a target 

market that has already discussed, positioned and rated the product. This means that 

consumers can now choose not only when and how but, also, if they will engage with 

marketing communications (Eisenberg & Eisenberg, 2006). Engagement is a holistic 

characterization of a consumer's behavior, encompassing a host of sub-aspects of behaviour 

such as loyalty, satisfaction, involvement, Word of Mouth advertising, complaining and 

more. A customer's degree of engagement with a company lies in a continuum that represents 

the strength of his investment in that company. Positive experiences with the company 

therefore strengthen investment and move the customer down the line of engagement. 

The industry is moving toward customer engagement with marketing communications as the 

21st century metric of marketing efficiency and effectiveness, (Eisingerich & Simon, 2008). 

This has necessitated the adoption of various strategies in the global industries. The 

manufacturing industry is consistent with the strategy of value creation in maximizing 

customer engagement. However, Sheth, Sisodia, and Sharma (2000) maintain that the role of 

the manufacturing industry in creating value is increasingly under review as no industry or 

business organization had completely satisfied customers following the changes in taste and 

fashion. Firms are exposed to creating superior values which is the degree of goodness 

derived from consumption. Thus, consumers‟ achievement of “goodness” could be 

considered equivalent to the capturing of consumer superior value (Ravald & Grönroos, 

1996). More precisely, Grönroos (2011) clarifies that “value creation cannot mean anything 

other than the customer's, or any other user's experiential perception of the value-in-use that 

emerges from usage or possession of resources, or even from mental states. In today‟s rapidly 

evolving and competitive economy many manufacturing companies are conscious of the 

significance of product innovation, advanced technology adoption and improved customer 

relationship management in keeping customer engagement.  

While product reflects the company's image its success depends on realizing (compliance) 

consumer desires and needs, and developing new products. In a modern manufacturing 

industry the design of a new product is not an isolated activity. It forms part of a more 

comprehensive process called" the product innovation process". Product innovation involves 

the development of new products, making changes in the current product design or using new 

techniques and means in the current production methods (David, 2006), in other words, it 

focuses on existing markets for existing products, differentiating through features and 

functions that current offers do not have (Marxt & Hacklin, 2004). Product innovation 

involves the development of a new business activity around a new product. In the global 

business environment, technology is one of the salient elements for remaining competitive 

(Jabar et al., 2010). Manufacturing inevitably has been influenced by re-definition of 

competitiveness and evolved to keep abreast of the latest market demands and arisen 

technologies. Advanced Manufacturing Technology has been considered as a viable solution 

to improve efficiency and lower costs of manufacturing firms and it has taken a determining 
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role in this process. AMT suggests both soft and hard technologies which are being employed 

to enhance manufacturing competencies (Chung et al., 2009).  

Previous studies reviews prove the influence of implementing advance technology on 

improving manufacturing productivity (Spanos, 2008; Koc et al., 2009). In the 

manufacturing, computer-controlled technologies have been introduced within the past two 

decades. Such technologies are employed to store and control data to reduce process 

variability and product changeover costs, which consequently would lead to enhancement in 

both product quality and productivity. Improved customer relationship management is a 

widely spoken concept in the field of business. Customer Relationship Management focuses 

on the relationships between a company and its customers, (Roberts-Phelps, 2001). 

According to Kumar and Petersen (2012), the companies who have implemented the idea of 

Customer Relationship Management are the most successful ones regardless of their business 

field. Customer Relationship Management aims at establishing new relationships and 

developing them to best serve the interest of the company and shareholders through 

profitability, and the interest of the customer through value added. Customer Relationship 

Management creates long-lasting relationships by combining modern technology with 

modern way of thinking. Thus, Customer Relationship Management enables companies to 

really focus on one or several groups of customers, which isn‟t possible in traditional 

marketing.  

The manufacturing firms who seek to achieve profitability create values that attract customer 

engagement. A success in value creation strategy therefore achieves customer engagement 

evident in word-of-mouth advertising and loyalty. Word-of-mouth advertising occurs when a 

consumer's interest in a company's product or service is reflected in their daily dialogues. 

Essentially, is it is free advertising triggered by customer experiences and usually, something 

that goes beyond what they expected, (Adam, 2021). Attracting customers by excellent 

products is the primary goal of every business including manufacturing firms because it is the 

customers who create demand and spend the money on those goods and services. A satisfied 

customer is the companies‟ loyal customers who come for repurchase again and again from 

the same company over a long period of time. Customer loyalty is essential to sustain the 

business. Therefore the manufacturing industry progress and success depends largely on their 

loyal customers. Customer engagement is an important parameter in measuring business 

success. The manufacturing industry has over the years engages varying operational measures 

including value creation to achieving this, hence this subject is not strange in marketing 

research. However less attention has received in the measurement of customer engagement 

using value creation in the manufacturing industry in Port Harcourt which is our concern. 

Statement of Problem 

The Manufacturing sector is regarded as a very important sector in the global economy 

because of its capacity to foster wide and efficient linkages among different sectors of the 

economy. The industry in Nigeria is concerned about local production in making the country 

self-reliant. Kayode (2000) described the industry as the engine room for any economy.  The 

continuance persistence and survival of the industry depends on its capacities to maintain its 

market place and face the competition which spreads rapidly and aggressively through 

globalization and the expansion of the new technologies. Technological developments and 

innovations are becoming dominant forces propelling industrialization across the world 

today. Complexity, dynamism, and uncertainty had therefore become dominant 

characteristics of recent competition patterns which is challenging to the business 

organizations, (Singh et al., 2010). Adenikijiu (1996) noted that though several measures had 
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been put in place to enhance manufacturing productive efficiency the impact on the sector is 

not commensurate with the efforts. This is because the focus is not base on customer 

engagement. The current trend is that customers no longer stay on one company‟s product but 

easily switch to another.  

The failure of the industry to recognize value creation as vibrant tools in creating customer 

engagement further compounded the issue. Chris, (2006) observes that the effectiveness of 

the traditional 'interrupt and repeat' model of advertising among companies is decreasing, 

which has caused businesses to lose control of communications agendas. This was further 

reiterated by Adeyemi and Olufemi (2016) that the manufacturing sector is bedeviled by a 

myriad of challenges that prominently decreases performance. Accordingly, capacity 

utilization was reduced from 75.4 percent in the 1975-1979 periods to an all time low of 

about 30 percent in the late 1990‟s, which ultimately affect performance indicators including 

customer loyalty. Subsequently, productivity fell from 57 percent to 40 percent estimate 

before picking up again in 1990 to the peak of 37 percent and later reduced from 70 percent 

to just above 44 percent at the end of the second quarter of 2006, the fall still continues till 

date, (Adeyemi & Olufemi, 2016). This is an indication of poor attention to product 

innovation, neglect to advance technological advancement and low customer relationship 

management which results to losing sales to lower-priced marketplaces (Krista, 2018). 

The continuous evaluation of performance measures necessitated the assessment of customer 

engagement on different predictor variables. This has attracted researches from various 

quarters, however, there is still low literature conducted on value creation and customer 

engagement in marketing research which constitutes knowledge gap in the academic sphere 

sought to be addressed by this study. 

Conceptual Framework 

This study consists of two key variables namely: the predictor and criterion variables. Value 

creation is the predictor variable, while customer engagement is the criterion variable. 

Several studies and literature have identified technology delivery, product delivery and 

customer delivery. However, in this study, value creation is dimensionized using Product 

Innovation, Advanced Technology Adoption and Improved Customer Relationship 

Management.  In the area of the criterion variable this study adopted two measures of 

customer engagement to include Word-of-Mouth Behavior, and Customer Loyalty. The 

framework showing this operationalization is shown below. 
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Fig.1: Conceptual Framework showing the link between Value Creation and Customer 

Engagement 

Source: Arun & Krishnan (2001). 

Aim and Objectives of the Study 

The aim of the study is to investigate the relationship between value creation (VC) and 

Customer Engagement (CE) in the manufacturing Firms in Port Harcourt. The specific 

objectives of the study are: 

1. To determine the relationship between Product Innovation (PINO) and Customer 

Engagement (CE) in the manufacturing Firms in Port Harcourt. 

2. To investigate the relationship between Advanced Technology Adoption (ATA) and 

Customer Engagement (CE) in the manufacturing Firms in Port Harcourt. 

3. To examine the relationship between Improved Customer Relationship Management 

(ICRM) and Customer Engagement (CE) in the manufacturing Firms in Port 

Harcourt. 

Research Questions 

The following research questions were designed to guide the conduct of this research. 

1. To what extent does Product Innovation (PINO) relates with Customer Engagement 

(CE) in manufacturing Firms in Port Harcourt? 

2. To what extent does Advanced Technology Adoption (ATA) relates with Customer 

Engagement (CE) in manufacturing Firms in Port Harcourt? 

3. To what extent does Improved Customer Relationship Management (ICRM) relates 

with Customer Engagement (CE) in manufacturing Firms in Port Harcourt? 
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Hypotheses 

The following hypotheses are tested in this research 

Ho1: Product Innovation (PINO) does not significantly relate with Word-of-Mouth Behavior 

(WOMB) in the manufacturing firms in Port Harcourt.   

Ho2: Advanced Technology Adoption (ATA) does not significantly relate with Word-of-

Mouth Behavior (WOMB) in the manufacturing firms in Port Harcourt.   

Ho3: Improved Customer Relationship Management (ICRM) does not significantly relate 

with Word-of-Mouth Advertisement (WOMA) in the manufacturing firms in Port Harcourt.   

Ho4: Product Innovation (PINO) does not significantly relate with Customer Loyalty (CUSL) 

in the manufacturing firms in Port Harcourt.   

Ho5: Advanced Technology Adoption (ATA) does not significantly relate with Customer 

Loyalty (CUSL) in the manufacturing firms in Port Harcourt.   

Ho6: Improved Customer Relationship Management (ICRM) does not significantly relate 

with Customer Loyalty (CUSL) in the manufacturing firms in Port Harcourt.   

REVIEW OF RELATED LITERATURE 
Value Creation 
Value is unique or special, phenomenological, contextual, experience, and full of meaning 

specified by the recipient or the stakeholders. Yenny (2014) defined value creation as a 

process or series of dynamic activity of creating valuable products or services performed by 

the company to use its resources and collaborating with other industry partners who have 

complementary competencies to achieve the good life. Foster (2007) maintains that value 

creation is a process of cooperation between producers and consumers. Stefanie Bro¨ring 

(2008) discussed the creation of value as collaboration with partners in other industries that 

have complementary competencies. Lepak, Smith & Taylor, (2007) assert that value creation 

is considered as a dynamic process of creating a product or service that is valuable to 

subjectively would be appreciated by the user based on user criteria of value. 

Christian and Annika (2010) defined value creation as the process of creating value-in-use of 

resources. Lautermann (2013) presents that the creation of value as a way conducive to 

achieving a good life, a wide variety of goods - goods that can be traded to make their 

materials or goods aesthetic, cultural, spiritual and material - produced by subsistence 

activities such as gardening or community work, must be taken into account. The creation of 

customer value is a prerequisite for competitive advantage, and the creation of customer 

value is created when the benefits to the customer associated with the product or service 

exceeds the cost of bidding for customer satisfaction and loyalty. 

Dimensions of Value Creation 

In studying value creation, Michael D. (2021) adopted product strategy, supply chain strategy 

and communication strategy as dimensions. Raphael and Christoph (2001) present value 

creation in e-business, namely efficiency, complete, lock, and novelty while Arun (2001) 

adopted technology delivery, product delivery and customer delivery as dimensions of value 

creation. This study adopts Product Innovation, Advanced Technology Adoption and 

Improved Customer Relationship Management as dimensions of value creation. 
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Product Innovation 

Innovation is the implementation and the application of a new idea related to a new product 

or service, a new marketing method, a new organizational method in business practices, 

workplace organization or external relations (Cassey & Lee, 2007). This is the degree to 

which value is created for customers through enterprise that transform new knowledge and 

technologies into profitable products and services for national and global markets. It covers a 

wide range of activities to improve firm performance, including the implementation of a new 

or significantly improved product, service, distribution process, manufacturing process, 

marketing or organizational method. Atalay, et al. (2013) defined product innovation as the 

introduction and development of new types of goods or services that are different from before 

and complement the shortcomings of the previous findings with more emphasis on quality.  

Companies in making product innovations must pay attention to market orientation because 

knowledge of market orientation is the key to successful product innovation that will be 

produced (Wiwoho, 2012). According to Pardi et al. (2014), innovation has a significant 

positive effect on marketing performance.  A product innovation provides a new good or 

service, or significantly improved, in terms of its technical characteristics or terms of its use 

or other functionalities. The improvement is achieved with knowledge or technology, with 

improvements in materials, in components, or with integrated computing. To consider it 

innovative, a product must present characteristics and differentiated performances of the 

existing products in the company, including improvements in terms of service (Sepúlveda, 

Garcés-giraldo, Arias & Betancourt, 2019). Process innovation, a concept applied both to the 

production and distribution sectors, is achieved through significant changes in the techniques, 

materials and/or computer programs used, aimed at reducing unit production costs or 

distribution, improving quality, or the production or distribution of new or significantly 

improved products. 

Advance Technology Adoption 

Technology adoption is concerned with delivering value through the process of technology 

transfer from research and development to the product development process. Designing a 

value-based technology process first requires a definition of knowledge and know-how 

resources of the firm (Arun, 2001). To successfully implement a complex technology, which 

affects multiple organizational entities, the needed intensity of interactions and collaborations 

among the managers of these entities is a critical factor in the adoption of advanced 

manufacturing technologies, (Chatterjee, Grewal, & Sambamurthy, 2002). Thus, it is 

expected that a decentralized organizational structure with flatter decision structures will be 

associated with the adoption of new technologies. 

Improved Customer Relationship Management 

Improved Customer Relationship Management involves a comprehensive strategy and 

process of acquiring, retaining and partnering with selective customers to create superior 

value for the company and the customer (Parvatiyar & Sheth, 2001). This is an enterprise-

wide customer-centric business model that is built around the customer. It requires 

continuous effort to redesigning core business processes starting from the customer 

perspective and involving customer feedback. Improved Customer relationship management 

technique provides information to prospects and customers and collecting needed information 

that allows businesses to help them evaluate purchase products and deliver the best possible 

value to them. Customer relationship marketing techniques focus on single customers and 

require the firm to be organized around the customer, rather than the product. Reichheld, 
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(1996) posits that managing customer relationships effectively and efficiently boosts 

customer satisfaction and retention rates. The Customer Relationship Management 

applications help organizations assess customer loyalty and profitability on measures such as 

repeat purchases, dollars spent, and longevity. This technique opens new opportunities to 

attract customers through cross-selling of products and services, as sale of additional products 

and services within existing customer base. The customer delivery process generates value 

through effective supply-chain management, covering sales, fulfillment, and service of 

products. Improved Customer Relationship Management system is not only used to deal with 

the existing customers but is also useful in acquiring new customers. 

Customer Engagement 

Customer engagement is a psychological state that occurs by virtue of interactive, co-creative 

customer experiences with a focal agent/object (e.g. a brand) in focal service relationships. It 

is a social psychological process creating a psychological state that motivates a consumer to 

elicit relationship building consumer behaviors. Alex (2021) defined customer engagement as 

the ongoing interactions between company and customer, offered by the company, chosen by 

the customer. It is a psychological process that models the underlying mechanisms by which 

customer loyalty forms for new customers of a service brand as well as the mechanisms by 

which loyalty may be maintained for repeat purchase customers of a service brand (Bowden, 

2009). It occurs under a specific set of context-dependent conditions generating differing 

customer engagement levels; and exists as a dynamic, iterative process within service 

relationships that cocreate value.  

Customer engagement plays a central role in a nomological network governing service 

relationships in which other relational concepts (e.g., involvement, loyalty) are antecedents 

and/or consequences in iterative customer engagement processes. Customer engagement is a 

multidimensional concept subject to a context- and/or stakeholder-specific expression of 

relevant cognitive, emotional and/or behavioral dimensions” (Brodie et al. 2011). It is the 

degree and depth of brand-focused interactions a customer chooses to perform. Customer 

engagement behaviors go beyond transactions, and may be specifically defined as a 

customer‟s behavioral manifestations that have a brand or a firm focus, beyond purchase, 

resulting from motivational drivers (Van Doorn et al. 2010; Verhoef, et al., 2010). 

 

Measures of Customer Engagement 

Various researches conducted in marketing research had measured customer engagement 

differently; thus Hellebeek (2011) measured customer engagement with immersion 

(perception that time flies in brand interactions), passion (strong, positive affect), and 

activation (willingness to spend significant time and/or effort interacting with the brand). The 

present research measured customer engagement using word-of-mouth behavior and 

customer loyalty. 

Word-of-Mouth Behavior 

Word-of-mouth behavior occurs when a consumer's interest in a company's product or 

service is reflected in their daily dialogues. Essentially, it entails free advertising triggered by 

customer experiences and usually, something that goes beyond what they expected (Alexa, 

2019). Word of mouth behavior is the process of encouraging organic word of mouth 

discussion about a product, brand, organization, or event. It is essentially free advertisement 

from a customer resulting from a positive experience with a brand. Word-of-mouth behavior 

is occurs at instance where consumers share information about a product or organization with 
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one another, whether by talking or through some other medium. The internet especially social 

networking has become a significant part of modern word-of-mouth marketing. Though 

traditional word-of-mouth relies on consumers talking to one another in a direct, personal 

context like an in-person conversation or a telephone call, Internet-based word-of-mouth uses 

a variety of platforms that may not involve speaking at all.  

Customer Loyalty 

Oliver (1999) defines loyalty as a deeply held commitment to rebuild and re-patronize a 

preferred product or service in the future despite situational influences and marketing efforts 

having the potential to cause switching behaviors. Customer loyalty is viewed as the strength 

of the relationship between an individual‟s relative attitude and re-patronage. Loyalty 

building requires the company to focus the value of its product and services and to show that 

it is interested to fulfill the desire or build the relationship with customers (Griffin 2002). 

Thomas and Tobe (2013) emphasize that loyalty is more profitable. Loyal customers will 

encourage others to buy from you and think more than twice before changing their mind to 

buy other services.  

Customer loyalty is not gained by an accident they are constructed through the sourcing and 

design decisions. Designing for customer loyalty requires customer-centered approaches that 

recognize the want and interest of service receiver. Customer loyalty is built over time across 

multiple transactions. A relationship with a customer is equally important in customer loyalty 

and this requires that company work in a broader context that extends beyond itself, as no 

company can be world class at everything (McDonlad & Keen, 2000). Gremler and Brown 

(1999) divided customer loyalty into three different categories that include behavior loyalty, 

intentional loyalty, and emotional loyalty. Behavior loyalty is repeating purchasing behavior 

while intentional loyalty is the possible buying intention. Emotional loyalty, however, is 

achieved when a customer feels that a brand corresponds with their value, ideas, and passion. 

METHODOLOGY 

This study adopted the descriptive survey design. The population of the study comprises of 

managers and staff of the 54 manufacturing companies in Rivers State obtained from 

https://www.directory.org.ng/list-manufacturing_and_production?st=rivers. The sample size 

consisted of 48 manufacturing firms based on Krejcie and Mongan (1970) table for 

determining the sample size of a given population. A total of 240 subjects in the frame of five 

(5) respondents from each manufacturing company were surveyed through questionnaire 

administration. The items used measuring each variable in this study were based on theory 

and largely drawn from the literature. The questionnaire was divided into three sections 

involving questions relating to respondents‟ profile, questions relating to value creation and 

questions relating to customer engagement. The instrument for data collection contains 12 

questions for the independent variable and 8 questions for the dependent variables. The 

instrument has a four point Likert scale ranging from (Very High Extent (VHE) = 4, High 

Extent (HE) = 3, Low Extent (LE) = 2 and Very Low Extent (VLE) = 1 making it a total of 

10 points divide by 4 = 2.5) was used as a benchmark for decision. Responses below 2.5 were 

considered not significant, while 2.5 and above were deemed significant. The questions were 

pre-tested for comprehension, relevance of completeness and validity through 50 employees 

of manufacturing firms and two Lecturers from marketing department of Ignatius Ajuru 

University of Education Port Harcourt. The pilot survey participants were asked to identify 

inadequate content of the questionnaire and their response formed the bases for improving 

upon the final copies. Data administration was done with the help of two assistances who 

were trained by the researcher. An impressive response rate of 89% representing 213 usable 
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copies of questionnaire was retrieved and formed the bases for analysis. Cronbach alpha was 

calculated to confirm the reliability of the study construct. The reliability coefficient obtained 

was 0.87 which exceeded the rule of thumb cut-off mark of 0.70. The data generated were 

analyzed using mean and standard deviation scores to answer the four (4) research questions. 

To determine the extent of relationship that exists between the independent and dependent 

variables (test of hypotheses) at 0.05 level of significance, the researcher used Multiple 

Regression on SPSS (Statistical Package for Social Sciences) version 25.0. 

Theoretical Framework 

The theoretical foundation of this work is based on dynamic capability theory by David 

Teece, Gary Pisano, and Amy Shuen (1997). The application of this theory is based on the 

adoption of value creation strategies as dynamic capabilities of the manufacturing firms for 

customer engagement. 

Dynamic Capability Theory 

The Dynamic Capability Theoryby David Teece, Gary Pisano, and Amy Shuen(1997) explain 

how competitive advantage is achieved in an organization. The main assumption of this 

theory is that an organization's basic competencies should be used to create short-term 

competitive positions that can be developed into longer-term competitive advantage. The 

ability to achieve competitive advantage in this context is referred to as the Dynamic 

Capability (Teece et al., 1997). The theory proposes the level to which competencies can be 

renewed for adaptation to changing of business environment, (Teece et al, 1997) which 

emphasis on the important role that strategic management plays in suitable adaptation, 

innovation and adjustment of organizational skills both internal and external, resources and 

competences so that such capabilities are in sync with the changing dynamic business 

environment (Poulis, & Jackson, 2013). Teece et al. (1997) argue that successful companies 

in the global market place are able to demonstrate timely responsiveness to market dynamics 

and speedy product innovation.  

Teece et al (1997) observed that dynamic capabilities are particular to each firms and 

therefore such capabilities are particularly useful to those firms and may not be the case 

elsewhere. Hence, successful organizations are able to effectively coordinate and redeploy 

internal and external competence. While pointing out that the characteristics of dynamic 

capabilities are peculiar to individual firms (Eisenhardt & Martin, 2000) explains that in 

stable markets, these capabilities are stable and can be observed as routines. Prigogine and 

Stengers (1984) observed that how well an organization handles capabilities that are dynamic 

within the changing market environment, will lead to better performance. In dynamic 

capability literature, organizational capabilities are distinguished from their underlying 

micro-foundations which refer to skills, processes, procedures, organizational structures, 

decision rules, and disciplines (Teece, 2007). These structures are developed to reinforce 

customer engagement particularly in the context of value creation. The manufacturing 

organizations are capacitated with dynamic resources in the creation of values capable of 

engaging customer word-of-mouth and loyalty. The dynamic capabilities of the 

manufacturing industry are therefore defined by products innovation, technological adoption 

and improved customer relationship management. 
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Empirical Review 

The review examined literatures related to the present work on value creation and customer 

engagement. Although no research exhausted the content of the study some were found 

relevance and discussed below.  

Zienolabedin, Mansour, Ali and Mohammad (2017) conducted a research titled, the study of 

the relationship between value creation and customer loyalty with the role of trust moderation 

and customer satisfaction in Sari hospitals in Iran. The study uses cross sectional survey 

method. Data were collected using questionnaires from 196 respondents. Data was analyzed 

using the structural equation modeling software Smart PLS. The results revealed a 

relationship between customer value creation and customer loyalty and customer satisfaction 

and trust, mediate the relationship between customer value creation and customer loyalty. 

The results also revealed significant positive relationship between customer satisfaction and 

trust. 

The study by Zienolabedin, Mansour, Ali and Mohammad (2017) relates the present study in 

that it studied value creation and customer loyalty. The study used same data collection 

method with present study and test relationship between variables. However, the study 

studied loyalty as the criterion variable with a moderating effect on trust while the present 

study focuses customer engagement without moderating effect. The studies were conducted 

in different geographical locations and used different data analytical tools. 

Onikoyi (2017) conducted a research on the impact of product innovation on organisational 

performance of Nestle Nigeria Plc. The study adopts descriptive research design using 

questionnaire from data collection from 340 respondents. Data collected were analysed, 

summarised and interpreted with descriptive statistical techniques‟ involving total score and 

simple percentage was employed and regression analysis which were  conducted on 

Statistical Package for Social Science (SPSS). The findings show that the impact of product 

innovation on organisational performance was higher in the company when consumers 

perceive product innovation as stronger, more favourable and more unique. 

The study by Onikoyi (2017) relates the present study in that it studied product innovation on 

customer satisfaction. Product innovation is adopted as one of the dimensions of value 

creation in the present research. The study also applied same data collection method and data 

analytical tools with the present research however were conducted in different geographical 

locations and in different organizations. 

Nayab (2017) carried out a study on the Impact of customer relationship management on 

customer retention of private banks of Sialkot, Punjab. The study adopted descriptive design 

with structured questionnaire for data collection from 316 respondents. A quantitative method 

was adopted where regression analysis was applied for analysis. Statistical answers give 

support on the high positive relationship between customer relationship management (CRM) 

and customer satisfaction. 

The study by Nayab (2017) relates the present study in that it studied customer relationship 

management on customer retention. The present study examined the effect of customer 

relationship management on customer engagement hence they relate in contents. The studies 

also adopt same data collection methods and data analytical tools. However, they were 

conducted in different geographical environments and also in different geographical 

locations, while the study by Nayab (2017) was done in Punjab the present study is carried 

out in Port Harcourt, Nigeria. 



African Journal of Business and Economic Development | ISSN: 2782-7658 

Vol. 1, Issue 12 (December, 2021) | www.ijaar.org 
 

91 
 

Gap in Literature 

Value creation is strategic in the manufacturing industry following its tendency to drive sales 

and profitability. Thus this subject has received enormous attentions in marketing literatures; 

among such are the studies by Zienolabedin, Mansour, Ali and Mohammad (2017), Onikoyi 

(2017) and Nayab (2017). These and many other researches had been conducted to establish 

relationship between value creation and other organizational variables, however there is 

dearth of research on the impact of value creation on customer engagement in the 

manufacturing industry in Port Harcourt, Nigeria which constitute a gap sought to be filled by 

this research. 

UNIVARIANT ANALYSIS 

Research Question 1  

To what extent does Product Innovation (PINO) relates with Customer Engagement (CE) in 

manufacturing Firms in Port Harcourt? 

Table 1: Computation of Mean Responses on the Influence of Product Innovation and 

Customer Engagement in Manufacturing Firms in Port Harcourt 

Descriptive Statistics 

 

N Minimum Maximum Sum Mean Std. Deviation 

Statistic Statistic Statistic Statistic Statistic Statistic 
Product Innovation And Customer 

Engagement 

213 2.75 4.00 779.00 3.6573 .31082 

Increasing product designs and quality leads to 

an increase in customer loyalty and favorable 

investment returns, 

213 1 4 821 3.85 .478 

Product innovation makes products more 

competitive in the larger market and also gives 

customers reasons for referral. 

213 3 4 817 3.84 .371 

Rebranding of non-performing products create 

new market for the firm by given to the 

customers new brand experience. 

213 2 4 821 3.85 .448 

Successful product innovation which gives rise 

to new markets generates growth in the 

manufacturing industries and creates customer 

value. 

213 2 4 657 3.08 .796 

Valid N (listwise) 213      

SPSS output (Base on questionnaires’ data 2021) 

The data in (table 1) illustrate the summary of the statistics for the dimension of the predictor 

variable, value creation (product innovation) with summarized values for central tendency 

based on the responses to the indicators. The analysis revealed that all items in the scale had 

weighted mean scores above the criterion mean of 2.50 and thus, were accepted that product 

innovation relates with customer engagement. In summary, with a grand mean of 3.65, the 

respondents affirmed that product innovation relates with customer engagement in 

manufacturing firms in Port Harcourt to a high extent. 

Research Question 2 

To what extent does Advance Technology Adoption (ATA) relates with Customer 

Engagement (CE) in manufacturing Firms in Port Harcourt? 
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Table 2: Computation of Mean Responses on the Influence of Advance Technology 

Adoption and Customer Engagement in Manufacturing Firms in Port Harcourt 

Descriptive Statistics 

 

N Minimum Maximum Sum Mean Std. Deviation 

Statistic Statistic Statistic Statistic Statistic Statistic 
Advance Technology Adoption and 

Customer Engagement 

213 2.75 4.00 783.75 3.5596 .28166 

Using technological applications which 

emphasize organized activities of Research 

and Development in the manufacturing 

companies create customer values. 

213 1 4 828 3.89 .431 

The diffusion of new technologies or 

innovations has a significant contribution to 

product manufacturing and quality delivery 

to consumers. 

213 3 4 829 3.79 .311 

With the implementation of new technology, 

the manufacturing industry becomes 

incredibly efficient in value delivery and 

customer retention. 

213 2 4 824 3.87 .390 

An efficient technology delivery process in 

the manufacturing industry maximizes 

output for the available resources and 

contributes to profitability and customer 

engagement. 

213 2 4 654 3.07 .807 

Valid N (listwise) 213      

SPSS output (Base on questionnaires’ data 2021) 

The data in (table 2) illustrate the summary of the statistics for the dimension of the predictor 

variable, value creation (advance technology adoption) with summarized values for central 

tendency based on the responses to the indicators. The analysis revealed that all items in the 

scale had weighted mean scores above the criterion mean of 2.50 and thus, were accepted that 

advance technology adoption relates with customer engagement. In summary, with a grand 

mean of 3.55, the respondents affirmed that advance technology adoption relates with 

customer engagement in manufacturing firms in Port Harcourt to a high extent. 

Research Question 3 

To what extent does Improved Customer Relationship Management (ICRM) relates with 

Customer Engagement (CE) in manufacturing Firms in Port Harcourt? 
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Table 3: Computation of Mean Responses on the Influence of Improved Customer 

Relationship Management and Customer Engagement in Manufacturing Firms in Port 

Harcourt 

Descriptive Statistics 

 

N Minimum Maximum Sum Mean Std. Deviation 

Statistic Statistic Statistic Statistic Statistic Statistic 
Improved Customer Relationship Management 

and Customer Engagement 

213 2.50 4.00 778.50 3.3549 .31947 

Improved Customer Relationship Management 

initiatives resulted in increased competitiveness 

with higher revenues and lower operational 

costs. 

213 1 4 822 3.66 .465 

Managing customer relationships effectively 

and efficiently boosts customer satisfaction and 

retention rates in the manufacturing industry. 

213 3 4 821 3.75 .353 

Customer Relationship Management strategy is 

based on customer strategy, customer-

interaction strategy, brand strategy and value-

creation strategy. 

213 2 4 813 3.82 .465 

Successful Customer Relationship Management 

focuses definition of processes, adaptability of 

employees to new strategy and support of top 

management to attend customer concern. 

213 2 4 658 3.09 .816 

Valid N (listwise) 213      

SPSS output (Base on questionnaires’ data 2021) 

The data in (table 3) illustrate the summary of the statistics for the dimension of the predictor 

variable, value creation (improved customer relationship management) with summarized 

values for central tendency based on the responses to the indicators. The analysis revealed 

that all items in the scale had weighted mean scores above the criterion mean of 2.50 and 

thus, were accepted that improved customer relationship management relates with customer 

engagement. In summary, with a grand mean of 3.35, the respondents affirmed that improved 

customer relationship management relates with customer engagement in manufacturing firms 

in Port Harcourt to a high extent. 

Bivariant Analysis 

A total of six hypothesized multivariate associations were postulated in the study; all stated in 

the null form of no significant relationship. 

Model Formulation  

The formula for multiple regression:   = ao + bx1 + bx2+ bx3+ bx4 + e……..1 

Where:  =  index of outcome variable 

 f =  function 

 a = constant term for the independent variables 

b =  index of predictor variable 

x =  coefficients  

e = error level 

Thus, the models were adopted: 

CE=F(VC) …………………………………………………………….1a 
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CE = a0+a1vc+u1 …………………………………………………………………………..1b 

FIRST MODEL: 

WOMB=F(PINO,ATA,ICEM)……………………………................2a 

WOMB=B0+b1(PINO)1+(ATA)2 + (ICRM)3 +0.05……………….…2b 
SECOND MODEL: 

CUSL=F(PINO,ATA,ICEM)……………………………...................3a 

CUSL=c0+c1(PINO)1+(ATA)2 + (ICRM)3 +0.05……………………3b 
CE = Customer Engagement, VC = Value Creation, PINO = Product Innovation, ATA = 

Advance Technology Adoption, ICRM = Informed Customer Relationship Management, 

WOMB = Word-of-Mouth Behavior, CUSL = Customer Loyalty. 

The dimensions of Value Creation (VC): Product Innovation (PINO), Advance Technology 

Adoption (ATA) and Informed Customer Relationship Management (ICRM)were correlated 

against Word-of-Mouth Behavior (WOMB) and Customer Loyalty (CUSL) which are the 

criterion variable measures. The correlation aimed at determining the degree of relationship 

that exists between value creation and customer loyalty. The correlation values with their 

related significant values are shown in the tables below. 

First Model 

WOMB=B0+b1(PINO)1+(ATA)2 + (ICRM)3 +0.05……………….…2b 

Table 4: Regression Model Summary 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .919
a
 .845 .843 .11829 1.790 

a. Predictors: (Constant), ICRM, PINO, ATA (Source: SPSS output) 

b. Dependent Variable: WOMB 

The above model summary in table 4 produced a correlation coefficient; „R‟ of 0.919
a
which 

shows that there is a very strong significant correlation between Product Innovation (PINO), 

Advance Technology Adoption (ATA), Informed Customer Relationship Management 

(ICRM) and Word-of-Mouth Behavior (WOMB) in manufacturing firms in Port Harcourt. 

The R
2 

stood at 0.845which implies that about 85% variation in Word-of-Mouth Behavior 

(WOMB) of manufacturing firms in Port Harcourt is attributed to changes in the independent 

variable. The standard error is 0.11829, thus, measure of variation of the observation made 

from the (actual values of Ƴ) around the computed value of Ƴ on the regression line is close 

to 0 and far from 1. The Durbin-Watson “d” = 1.790, is between the two critical values of 1.5 

< d < 2.5 and therefore we can assume that there is no first order linear auto-correlation in the 

data. Hence the model is of absolute good fit. 
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Table 5: ANOVA 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 15.969 3 5.323 380.385 .000
b
 

Residual 2.925 209 .014   

Total 18.893 212    

a. Dependent Variable: WOMB   (Source: SPSS output) 

b. Predictors: (Constant), ICRM, PINO, ATA 

The probability value of 0.000 indicates that the regression relationship was significant in 

determining how Product Innovation (PINO), Advance Technology Adoption (ATA) and 

Informed Customer Relationship Management (ICRM) influence Word-of-Mouth Behavior 

(WOMB) in manufacturing firms in Port Harcourt. The F calculated at 5 percent level of 

significance was 380.385. Since F calculated is greater than the F critical (value = 2.4472), 

this shows that the overall model was significant. 

Table 6: Multiple Regression Analysis on the Dimensions of Value Creation 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.020 .111  -.177 .860 

PINO .474 .037 .493 12.834 .000 

ATA .339 .052 .320 6.483 .000 

ICRM .194 .044 .208 4.448 .000 

a. Dependent Variable: WOMB    (Source: SPSS output) 

Interpretation  

The regression equation above has established that taking; Product Innovation (PINO), 

Advance Technology Adoption (ATA) and Informed Customer Relationship Management 

(ICRM) constant at zero, Word-of-Mouth Behavior (WOMB) will be-0.020.This shows that 

if all the dimensions of independent variable were held constant, Word-of-Mouth Behavior 

(WOMB) in manufacturing Firms in Port Harcourt will be decreasing. 

Hypothesis 1: Product Innovation (PINO) does not significantly relate with Word-of-Mouth 

Behavior (WOMB) in the manufacturing firms in Port Harcourt.   

The regression result in table 6 above shows a model constant (a) value of-0.020,and PINO 

(bx1) value of 0.474, indicating that, for every one-unit increase Product Innovation (PINO) 

value, the dependent variable Word-of-Mouth Behavior (WOMB) value will rise by 47%. T-

value for PINO (bx1) produced 12.834 is significant at P value (.000), which is less than the 

chosen alpha of α (0.05). Hence, hypothesis one is rejected meaning there is a strong 

significant linear relationship between Product Innovation (PINO) and Word-of-Mouth 

Behavior (WOMB) in manufacturing firms in Port Harcourt.   

Hypothesis 2: Advanced Technology Adoption (ATA) does not significantly relate with 

Word-of-Mouth Behavior (WOMB) in the manufacturing firms in Port Harcourt.   
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The regression result in table 6 above shows a model constant (a) value of-0.020,and ATA 

(bx2) value of 0.339, indicating that, for every one-unit increase Advanced Technology 

Adoption (ATA) value, the dependent variable Word-of-Mouth Behavior (WOMB) value 

will rise by 34%. T-value for ATA (bx2) produced 6.483 is significant at P value (.000), 

which is less than the chosen alpha of α (0.05). Hence, hypothesis two is rejected meaning 

there is a strong significant linear relationship between Advanced Technology Adoption 

(ATA) and Word-of-Mouth Behavior (WOMB) in manufacturing firms in Port Harcourt.   

Hypothesis 3: Improved Customer Relationship Management (ICRM) does not significantly 

relate with Word-of-Mouth Advertisement (WOMA) in the manufacturing firms in Port 

Harcourt.   

The regression result in table 6 above shows a model constant (a) value of-0.020,and 

ICRM(bx3)value of 0.194, indicating that, for every one-unit increase Improved Customer 

Relationship Management (ICRM)value, the dependent variable Word-of-Mouth Behavior 

(WOMB) value will rise by 19%. T-value for ICRM (bx3) produced 4.448 is significant at P 

value (.000), which is less than the chosen alpha of α (0.05). Hence, hypothesis three is 

rejected meaning there is a strong significant linear relationship between Improved Customer 

Relationship Management (ICRM) and Word-of-Mouth Behavior (WOMB) in manufacturing 

firms in Port Harcourt.   

Second model: 

CUSL=c0+c1(PINO)1+(ATA)2 + (ICRM)3 +0.05……………………3b 
 

Table 7: Regression Model Summary 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .947
a
 .896 .895 .09377 1.813 

a. Predictors: (Constant), ICRM, PINO, ATA   (Source: SPSS output) 

b. Dependent Variable: CUSL 

The above model summary in table 4 produced a correlation coefficient; „R‟ of 0.947
a
which 

shows that there is a very strong significant correlation between Product Innovation (PINO), 

Advance Technology Adoption (ATA), Informed Customer Relationship Management 

(ICRM) and Customer Loyalty (CUSL) in manufacturing firms in Port Harcourt. The R
2 

stood at 0.896which implies that about 89% variation in Customer Loyalty (ICRM) of 

manufacturing firms in Port Harcourt is attributed to changes in the independent variable. The 

standard error is 0.09377, thus, measure of variation of the observation made from the (actual 

values of Ƴ) around the computed value of Ƴ on the regression line is close to 0 and far from 

1. The Durbin-Watson “d” = 1.813, is between the two critical values of 1.5 < d < 2.5 and 

therefore we can assume that there is no first order linear auto-correlation in the data. Hence 

the model is of absolute good fit. 
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Table 8: ANOVA 

ANOVA
a
 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 15.911 3 5.304 603.187 .000
b
 

Residual 1.838 209 .009   

Total 17.749 212    

a. Dependent Variable: CUSL    (Source: SPSS output) 

b. Predictors: (Constant), ICRM, PINO, ATA 

The probability value of 0.000 indicates that the regression relationship was significant in 

determining how Product Innovation (PINO), Advance Technology Adoption (ATA) and 

Informed Customer Relationship Management (ICRM) influence Customer Loyalty (CUSL) 

in manufacturing firms in Port Harcourt. The F calculated at 5 percent level of significance 

was 603.187. Since F calculated is greater than the F critical (value = 2.4472), this shows that 

the overall model was significant. 

Table 9: Multiple Regression Analysis on the Dimensions of Value Creation 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.019 .088  -.215 .830 

PINO .441 .029 .473 15.061 .000 

ATA .325 .041 .316 7.842 .000 

ICRM .240 .035 .264 6.921 .000 

a. Dependent Variable: CUSL    (Source: SPSS output) 

Interpretation  

The regression equation above has established that taking; Product Innovation (PINO), 

Advance Technology Adoption (ATA) and Informed Customer Relationship Management 

(ICRM) constant at zero, Customer Loyalty (CUSL) will be -0.019.This shows that if all the 

dimensions of independent variable were held constant, Customer Loyalty (CUSL) in 

manufacturing Firms in Port Harcourt will be decreasing. 

Hypothesis 4: 

Product Innovation (PINO) does not significantly relate with Customer Loyalty (CUSL) in 

the manufacturing firms in Port Harcourt.   

The regression result in table 9 above shows a model constant (a) value of-0.019,and PINO 

(cx1) value of 0.441, indicating that, for every one-unit increase Product Innovation (PINO) 

value, the dependent variable Customer Loyalty (CUSL) value will rise by 44%. T-value for 

PINO (cx1) produced 15.061is significant at P value (.000), which is less than the chosen 

alpha of α (0.05). Hence, hypothesis four is rejected meaning there is a strong significant 

linear relationship between Product Innovation (PINO) and Customer Loyalty (CUSL) in 

manufacturing firms in Port Harcourt.   
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Hypothesis 5: 

Advanced Technology Adoption (ATA) does not significantly relate with Customer Loyalty 

(CUSL) in the manufacturing firms in Port Harcourt.   

The regression result in table 9 above shows a model constant (a) value of-0.020,and ATA 

(cx2) value of 0.325, indicating that, for every one-unit increase Advanced Technology 

Adoption (ATA)value, the dependent variable Customer Loyalty (CUSL) value will rise by 

32%. T-value for ATA (cx2) produced 7.842 is significant at P value (.000), which is less 

than the chosen alpha of α (0.05). Hence, hypothesis five is rejected meaning there is a strong 

significant linear relationship between Advanced Technology Adoption (ATA) and Customer 

Loyalty (CUSL) in manufacturing firms in Port Harcourt.   

Hypothesis 6: 

Improved Customer Relationship Management (ICRM) does not significantly relate with 

Customer Loyalty (CUSL) in the manufacturing firms in Port Harcourt 

The regression result in table 9 above shows a model constant (a) value of-0.020,and ICRM 

(cx3) value of 0.240, indicating that, for every one-unit increase Improved Customer 

Relationship Management (ICRM) value, the dependent variable Customer Loyalty (CUSL) 

value will rise by 24%. T-value for ICRM (cx3) produced 6.921 is significant at P value 

(.000), which is less than the chosen alpha of α (0.05). Hence, hypothesis six is rejected 

meaning there is a strong significant linear relationship between Improved Customer 

Relationship Management (ICRM) and Customer Loyalty (CUSL) in the manufacturing firms 

in Port Harcourt.   

Summary of Findings 

Based on the analysis of data, the following findings were made: 

That the influence of Product Innovation, 3.65; Advance Technology Adoption, 3.55 and 

improved customer relationship management, 3.35 on customer engagement in 

manufacturing firms in Port Harcourt is to a high extent. 

Also the study found a very strong significant linear relationship between Product Innovation, 

0.474 & sig. 0.000<0.05, Advance Technology Adoption, 0.339 & sig. 0.000<0.05, Informed 

Customer Relationship Management, 0.194 & sig. 0.000<0.05 and Word-of-Mouth Behavior 

in manufacturing firms in Port Harcourt. 

Additionally, the study also found a very strong significant linear relationship between 

Product Innovation, 0.441 & sig. 0.000<0.05, Advance Technology Adoption, 0.325 & sig. 

0.000<0.05, Informed Customer Relationship Management, 0.240 & sig. 0.000<0.05 and 

Customer Loyalty in manufacturing firms in Port Harcourt. 

Discussion of Findings 

This study which investigated the relationship between value creation and customer 

engagement in manufacturing firms in Port Harcourt supports previous studies. The 

researchers‟ intention was to determine if Product Innovation, Advance Technology 

Adoption and improved customer relationship management correlates with word-of-mouth 

behavior and customer loyalty in manufacturing firms in Port Harcourt. 
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Analysis of primary data collected from 213 respondents representing managers and staff of 

manufacturing firms in Port Harcourt shows that value creation is significantly associated 

with customer engagement in Port Harcourt. 

These findings agree with Zienolabedin, Mansour, Ali and Mohammad (2017) who revealed 

a positive relationship between customer value creation and customer loyalty and customer 

satisfaction and trust, mediate the relationship between customer value creation and customer 

loyalty. Similarly, Onikoyi (2017) found that the impact of product innovation on 

organizational performance was higher in the company when consumers perceive product 

innovation as stronger, more favourable and more unique. A product innovation provides a 

new good or service, or significantly improved, in terms of its technical characteristics or 

terms of its use or other functionalities. According to Pardi et al. (2014), innovation has a 

significant positive effect on marketing performance.  The improvement is achieved with 

knowledge or technology, with improvements in materials, in components, or with integrated 

computing. Thus innovation is the implementation and the application of a new idea related 

to a new product or service, a new marketing method, a new organizational method in 

business practices, workplace organization or external relations (Cassey & Lee, 2007).The 

study by Nayab (2017) also found high positive relationship between customer relationship 

management (CRM) and customer satisfaction. Customer relationship management technique 

provides information to prospects and customers and collecting needed information that 

allows businesses to help them evaluate purchase products and deliver the best possible value 

to them. Collaboratively, Chatterjee, Grewal and Sambamurthy (2002) revealed that to 

successfully implement a complex technology, which affects multiple organizational entities, 

the needed intensity of interactions and collaborations among the managers of these entities 

are critical factors in the adoption of advanced manufacturing technologies. 

Conclusion  

From the mean results of findings and testing of hypotheses using multiple regression 

analysis, it was concluded that value creation positively influences customer engagement in 

manufacturing firms in Port Harcourt. 

Recommendation  

Based on our findings and conclusion, the researchers therefore recommend that: 

1. The manufacturing firms in Port Harcourt should co-create products contents by 

incorporating customer‟s suggestions and contribution in product manufacturing. 

2. The manufacturing firms in Port Harcourt should operate modern production facilities 

to maintain quality outputs and engaging customers through information and 

communication technologies. 

3. The manufacturing firms in Port Harcourt should establish functional relationship 

with customers by popularizing their social media platforms where every concern 

raised will be satisfactorily resolved. 
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