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ABSTRACT 

This study examined the relationship between customer relationship management and repeat 

purchase of fashion designing outlets in Rivers State. The objective was to investigate the 

extent to which customer relationship management affect customer repeat purchase. Five 

research questions and null hypotheses were formulated to examine the relationship between 

the measures of customer relationship management and repeat purchase. Customer 

relationship management was proxied by active customer orientation and effective customer 

complains handling while repeat was proxied by customer satisfaction and customer 

preference.  Simple percentages, frequency tables and spearman rank correlation coefficient 

were used as data analysis techniques.  The study found a correlation coefficient of 60.8 per 

cent and 78.8 per cent and a probability coefficient of .000 between active orientation, 

customer satisfaction and customer preference.  The study found that 81.8 and 71.1 percent 

with probability of 0.000 between effective customer handling, customer satisfaction and 

customer preference. The moderating variable found a correlation coefficient 73.8 and 79.3 

percent and a probability coefficient of .000 between corporate image and customer 

relationship management and corporate image and repeat purchase   of fashion and design 

outlets in Rivers State. From the findings, the study concludes that customer relationship 

management has significant relationship with repeat purchase of the fashion design outlets in 

Rivers State. The study therefore recommends that; the fashion and design industries in 

Rivers State should establish long term relationship with customer by fronting customer 

satisfaction above financial gain. The fashion and design industries in Rivers State should 

create positive experience around customers through real time service offerings and 

prioritizing of customers’ concern. The fashion and design industries in Rivers State should 

operate with complain management department trained to handle all sorts of customer 

dissatisfactions professionally. The fashion and design industries in Rivers State should 

connect all their customers on social media networks where regular updates and promotional 

information can be provided and that the fashion and design industries in Rivers State should 

conduct regular training on customer relationship management to their employees in 

improving customer satisfaction in the industry.   

Keywords: Customer Relationship Management, Repeat Purchase, Fashion Designing 

Outlets, Rivers State 
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INTRODUCTION 

In a monopolistically competitive industry such as the service industry, customer relationship 

is considered as a competitive strategy. Customer relationship management is a combination 

of people, process and technology that seeks to understand a company’s customer. It is an 

integrated approach to managing relationships by focusing on customer retention and 

relationship development. Businesses that successfully implement customer relationship 

management reap the reward in customer loyalty and long run profitability (Salami, & 

Emueje, 2015). Successful implementation is elusive to many companies mostly because they 

do not understand that customer relationship management requires companywide cross-

functional customer focused business process re-engineering. Effective customer relationship 

management increase customer satisfaction and enhance post purchase evaluation which is a 

prerequisite for repeat purchase. 

Conceptually, customer Relationship Management defines an organization’s total integrated 

approach in understanding a cross-functional customer driven technology, integrated business 

strategy process and management strategy that maximizes long-term mutual relationships 

(Chotekorakul and Nelson, 2013; Nwokah and Maclayton, 2006). Nwokah and French (2010) 

defined Customer relationship management as the combination of four attributes of Database 

marketing, Direct marketing, one-to-one marketing and Relationship marketing. 

Repeat purchasehas continuously positioned as a viable tool in growing businesses across the 

globe. Studies show that because of marketing and advertising expenses, businesses look for 

ways to retain customers and increase repeat purchase, (Dong & Yang, 2007). Repeat 

purchase by definition isa purchase that customers make to replace the same items or services 

that they had bought and consumed previously. Philip (2012) positedthat repeat purchase is 

the will or tendency of consumers to make deals with the merchant again after one 

transaction with the network merchant. Inthe face of the complex and ever-changing market 

environment full of uncertainties, repeated purchase is vital for marketing management, for 

keeping old customers can usually gain greater income than gaining new customers (Yan, 

2014). 

In marketing research, there is agreement on the importance of repeat patronage as a major 

behavioral outcome for measuring relationship marketing success (Reichheld, 1996). Thus 

repeat purchase is set as major goal for any profit oriented organization. This is pursued 

through application of practical concepts and marketing theories amongst which is customer 

relationship management. As a logical result of the appearance of the concept relationship 

Marketing” since the 1920s, the concept customer relationship management has been brought 

to attention especially among the academics and partitions, (Zakari, 2014). This concept has 

directed attention towards various vital aspects, including the necessity of direct relationship 

between customers and markets, the important of keeping current customer, as well as the 

inevitability building long-term relationships with customers instead of the customer-oriented 

transaction method in order to augment the profitable of the institutions, especially in today’s 

increasingly competitive economy (Ismail & et. al, 2007; Jayachandran et. al., 2005).  

Business organizations in the 21
st
 century is directing their attention to CRM and abundant 

investing in the necessary infrastructure, with special concern the great advance in 

information technology (Ismail & et al., 2007; Jayachadranet. al., 2005).Customer 

relationship management (CRM) is vital in managing company’s interactions with customers, 

clients, and sales prospects which can achieve financial goal such as customer satisfaction. 

This most times involves using technology to organize, automate, and synchronize business 

processes. Its objectives therefore enhance profitability, income, and repeat purchase. To 

https://www.investopedia.com/terms/a/advertising-costs.asp
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attain Customer Relationship Management, many organizations use set of tools, technologies, 

and procedures to support the relationship with the customer to enhance sales. Therefore, 

CRM is an issue of strategic business and process rather that a technical, (Long, et. al, 2013). 

Such strategic process involve the adoption of active customer orientation (ACO), effective 

complain handling (ECH) discussed in this work. 

Customer orientation is a key focus for any firm's relationship to its market (Leeflang, 2011). 

As the central component of market orientation, customer orientation is an important driver 

of firm performance (Kirca, Jayachandran, & Bearden, 2005). A number of studies, however, 

have raised questions regarding a universally positive effect of customer orientation 

(Danneels, 2003; Hult, Ketchen, & Slater, 2005). Customer orientation is the sufficient 

understanding of one's target buyers to be able to create superior value for them continuously, 

(Narver& Slater, 1990). The concept is at the heart of a market orientation because customer 

orientation best reflects the core of the marketing concept (Ingenbleek, Tessema, & van Trijp, 

2013). By firms' organizing around the mission to create customer value, they generate higher 

levels of satisfaction, loyalty, innovation, and performance (Kirca et al., 2005). 

The overarching business theory is that serving the customer to the utmost of your ability 

results in loyal customers who will both spend more of their money with the company and be 

less likely to go elsewhere based on price. Hence, customer centric management occupies the 

centre of organizational success. Customer complaint handling is considered as one of the 

most essential factors in the customer relationship management operations (Álvarez et al., 

2010). From the perspective of business strategy, a good complaint handling could help 

companies enhance not only their competitive advantages but also operational improvement 

and better financial performance by solving problems, delivering value and satisfying 

customers (Johnston, 2001). Complaint management system is a system that enables 

customers to convey their issues to the company for immediate action (Sultan et al., 2008).  

As part of customer relationship management strategy, social network interaction creates 

engagement value for the company, which has a positive effect on customer retention and, 

ultimately, customer value (Kumar et al. 2010; Van Doorn et al. 2010; Verhoef et al. 2010). 

Social network interactions are driven by positive customer experiences and exert similar 

customer reactions and affect customer retention positively. This effect would certainly not 

hold for negative customer experiences, which lead to uncertainty regarding the overall effect 

of social media interactions for companies. Employees’ behaviours are defined as various 

sequences of actions carried out by employees within the organization (Hanna et al., 2004). 

Some of these behaviors may be positive and refer to the constructive actions of employees 

on behalf of the organization, employees and customers (Bowen & shoemaker, 1998), while 

further behaviors may be negative and may destroy a productive work environment. 

The slogan “customer is king” is the foundation of customer relationship management with 

direct bearing on firm’s success. Given this background, marketing researches had 

investigated this subject with respect to performance in different product lines however at 

present, literature on repeat purchase has not been established on customer relationship 

management in the fashion and design outlets in Rivers State which is the concern of this 

work. 

Statement of the Problem 

As market becomes more competitive, firms are more inclined to maintain their market share 

through not only capturing new customers, but also to retain current customers who are 

recognized much easier and proven to be a more reliable source of economic performance 
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(Reichheld & Sasser, 1990).Customer retention therefore remains pivotal in marketing 

practices as every successful performance is traced to high customer repeat purchase. Thus 

business organizations commit resources into programs and projects that can generate repeat 

purchase.To increase current customer’s repeat purchase rate, firms focus on the 

implementation of effective schemes as part of the defensive marketing strategy including 

customer satisfaction program (Anderson & Sullivan 1993; Rust & Zahorik 1993; Anderson, 

Fornell& Lehmann 1994; Jones & Sasser 1995), complaint management (Fornell & 

Wernerfelt, 1987), loyalty programs (Reichheld 1996) and most importantly “customer 

relationship management which is given less concern in most small scale businesses. 

Customer relation is key to marketing performance and applied in the fashion and design 

industry. As a key concept of market orientation good knowledge and understanding of 

customers’ fashion needs not only achieve superior value creation in the industry but also 

increases the level of customer satisfaction, (Yen, et. al., 2011). However the growing trend 

in the industry where concerns are shifted from quality customer retention to quick turnover 

had consequently jeopardized repeat purchase. Many fashion and design outlets lack 

customer orientation with defective complain handling. This occurs when employees are very 

rude at customers and lack basic ethics that protect mutual interest. Stauss (2002) maintained 

dissatisfaction with complaint handling can make the situation even worse, and push the 

customers to competitors’ side. The occurrence of negative behaviours generates stress; 

provoke minor illnesses and even cause depression among employees (Helen, 1993). The 

threat is that these negative behaviours are epidemic and spread to others like the flu, which 

is costly to the organization's productivity and eventually takes its toll on business 

performance. King (2004) stated that negative employees' behavior has ruined many 

businesses and costs employers millions of dollars every day. It also has the consequences of 

driving away customers; damaging employees' morality and increasing their turnover rates.  

Low adoption of social network in the fashion industry also constitute constrains in 

operational efficiency in the industry. Following the significance of customer relationship 

management in marketing, various researches had investigated its impact on firm’s 

performance. However the extent to which this subject has impacted repeat purchase 

behaviour in the fashion design industry in Rivers State had not been investigated to the best 

of the researcher’s knowledge which instigated this research. 
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Conceptual Framework 

 

 

 

 

  

 

 

 

 

 

 

 

Fig.1.1: Conceptual Framework Depicting the Link between Customer Relationship 

Management and Repeat Purchase Behavior 

Variables Source 

 

Social Network Interaction, 

Positive Employee Behavior 

Zakaria, A. M. (2014). The impact of customer relationship management on customer 

satisfaction in the banking industry: A Case of Jordan. European Journal of Business and 

Management, 6-32, 2014. 

Customer Orientation 

 

UKessays        (2017).        Customer        Relationship        Management 

Dimensions.https://VNfww.ukessays.com/essays/management/customer-relationship-

management-dimensions-management-essay.php 

Effective complaint 

Handling 

Alvarez, L., Casielles, R. & Martin, A. (2010). Analysis of the role of complaint management in 

the context of relationship marketing. Journal of Marketing management, 27(1-2), 143-164. 

Customer Satisfaction, 

Customer Preference 

 

Nayab, B. (2017). Impact of customer relationship management on customer retention. (A Case 

Of Private Banks Of Sialkot, Punjab). International journal of scientific & technology research, 

6-8, 2017.  

Peyman,  G., Reza,  K.,& Ali,  M. (2011). Studying the Relationship between Different 

Dimensions of CRM and Innovation Capabilities in Melli bank of Iran. World Academy of 

Science, Engineering and Technology 60 2011. 

 

Aim and Objectives of the Study 

The aim of the study was to investigate the relationship between customer relationship 

management and repeat purchase behavior of fashion and design outlets in Rivers State. The 

specific objectives of the study are to: 

1. Determine the relationship between active customer orientation and customer 

satisfaction of fashion and design outlets in Rivers State 

2. Find out the relationship between active customer orientation and customer preference 

of fashion and design outlets in Rivers State. 

3. Examine  the relationship between customer complain handling  and customer 

satisfaction of fashion and design outlets in Rivers State 
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4. Study  the relationship between customer complain handling  and customer preference 

of fashion and design outlets in Rivers State 

5. Examine  the moderating relationship between  corporate image and  customer 

relationship management   and repeat purchase behavior  of fashion and design outlets 

in Rivers State 

Research Question 

The following research questions were formulated from the above specific objectives: 

1. How does active customer orientation relate to customer satisfaction of fashion and 

design outlets in Rivers State? 

2. To what extentis the relationship between active customer orientation and customer 

preference of fashion and design outlets in Rivers State? 

3. To what extent does customer complain handling relate to customer satisfaction of 

fashion and design outlets in Rivers State? 

4. How does  customer complain handling  relate to customer preference of fashion and 

design outlets in Rivers State 

5. To what extent does corporate image moderate the relationship between customer 

relationship management   and repeat purchase behavior of fashion and design outlets 

in Rivers State? 

Hypotheses 

The following null hypotheses were formulated from the above research questions: 

Ho1: Customer orientation does have no significant relationship on customer satisfaction of 

fashion and design outlets in Rivers State. 

Ho2: There is no significant relationship between active customer orientation and customer 

preference of fashion and design outlets in Rivers State. 

Ho3: Complainhandling does not significantly relate to customer satisfaction of fashion and 

design outlets in Rivers State. 

Ho4: There is no significant relationship between customer complain handling and customer 

preference of fashion and design outlets in Rivers State 

Ho5: Corporateimage hasno moderating relationship between   customer relationship 

management   and repeat purchase behavior of fashion and design outlets in Rivers State. 

Scope of the Study 

The scope of the study is discussed on three perspectives. 

The content scope is limited to the influence of Customer Relationship Management (CRM) 

and Repeat Purchase Behaviour (RPB) of fashion and design outlets in Rivers State as well as 

its dimensions which is domiciled in consumer behaviour. The Geographical scope is limited 

to Rivers State. The unit of analysis is at the micro level specifically targeting customers of 

fashion and design products in Rivers State. 
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Review of Related Literature 

In this section, the researchers reviewed related literatures to the current study. This was done 

in the following highlight: 

 Conceptual Review 

 Theoretical Foundation 

 Empirical Review 

 Gap in Literature 

Customer Relationship Management (CRM) 

Customer Relationship Management is a way of collecting, processing, analyzing, storing and 

managing data about business customers through business policies, strategies and rules, 

(Nayab, 2017). Swift (2000) defined Customer Relationship Management as a method of 

understanding the customer behaviour through intense communication with him/her to 

improve the performance which is represent in attracting the customer, keeping him/ her and 

increasing his/ her loyalty and profitability. Stone and Findlay (2001) defined Customer 

Relationship Management as the organization carrying out a lot of information about the 

customer from various resources and keeping it in order to divide the territories, analyze and 

reuse. Fross and Stone (2001) defined Customer Relationship Management as the company 

use of its abilities in the field of research methodology, technology e-commerce in order to 

manage customer relationships. Parvatiyar and Sheth (2002) mentioned that Customer 

Relationship Management is a comprehensive strategy that includes the process of acquiring 

certain customers, keeping them and cooperating with them to create a distinguished value 

for both the company and the customer.  

Zakaria (2014) defined Customer Relationship Management as a strategic method related to 

creating a distinguished value for the contributors through improving good relationships with 

the main customer’s categories, as it seeks to unify the strategies of marketing using 

relationships and information technology to create profitable, long-term relations with 

customer and other parties. Kumar and Reinartz(2006) agree that Customer Relationship 

Management is merely a strategic process by which the institution’s  more profitable 

customers are chosen, and interactions between this institution and these customers is 

determined, in order to achieve the goal of maximizing the or the present and future values 

for customers. Brink, et.al (2006) defined Customer Relationship Management as a definite 

marketing activity by which the institution prepare its customers to use its resources to 

product and market a valuable product for them. 

Dimensions of Customer Relationship Management  

Customer relationship management has been studied in various marketing literatures using 

different dimensions. Fahmi(2018) adopts top management support, customer orientation, 

training orientation as dimensions of customer relationship management while Mohmmad 

(2014) uses interaction management, relationship development and quality of services, 

behaviors of the employees and physical environment as dimensions of customer relationship 

management. In the present study, active customer orientation, customer centric management, 

effective complaint handling, social network interaction and positive employee behaviour are 

adopted as dimensions of customer relationship management. 
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Active Customer Orientation (ACO) 

According to Steinman, et al., (2000) customer orientation can be understood as an extension 

of relationship marketing, as both concepts emphasize the creation of sustainable competitive 

advantages through customer service excellence. Krepapa, et al., (2000) maintain that 

customer orientation aims at enhancing and sustaining a firm’s profitability by building up 

long-term relationships with customers and maximizing their satisfaction. Blocker, et al., 

(2013) define customer orientation as "a provider’s capability to continuously probe 

customers’ latent needs and uncover future needs" Customer orientation is viewed as a set of 

task-oriented behaviours (e.g., describing products accurately or identifying customer needs). 

According to Narver and Slater (1990) customer orientation is one of the key concepts of 

market orientation. Good knowledge and understanding of customers’ needs not only enables 

a firm to create superior value for the organization itself but also for its customers.  

Effective Complaint Handling  

Customer complaint handling is considered as one of the most essential factors in the 

customer relationship management operations (Álvarez et al., 2010). According to Hart, 

Heskett & Sasser (1990), Complaint handling is the strategy being used by firms to resolve 

and learn from service failures in order to regain customers’ confidence in its reliability. 

Álvarez, Casielles & Martín (2010) suggest that complaint handling management refers to the 

way firms deal with customers’ dissatisfaction with some aspects of their service. Complaint 

handling is important, especially for managing customer relationships (Tax, Brown & 

Chandrashekaran, 1998). The application of efficient complaint handling management helps 

companies to achieve complaint satisfaction, which generates positive outcomes such as 

positive word-of-mouth, the readiness of re-purchase, etc. On the contrary, the dissatisfaction 

with complaint handling can make the situation even worse, and push the customers to 

competitors side (Stauss, 2002). Complaint handling is also a useful tool to gather 

information and learn the weakness of products or service quality (Filip, 2013). Apart from 

that, acting as a form of quality check, complaints can help companies to recognize problems 

in an early stage before large-scale problems occur (Mitchell, 1993). González and Tamayo 

(2005) assert that complaint management is designed, built, operated and constantly upgrade 

for the use of transforming complaints into customer knowledge. 

Repeat Purchase  

Repeat purchase is often a predictor of loyalty to higher repeat purchase value of a customer 

that is ultimately satisfied and a well retained customer, and can inform higher profitability as 

it does not include new customer acquisition cost. Repeated purchase behavior is vital for 

marketing management. This has been proven by many literatures. This is because keeping 

old customers can usually gain greater income than gaining new customers. Lee and Uchenna 

(2017) adopt extensible technology acceptance model to analyze B2C website and draw such 

conclusion that website reputation, trust and reliability can significantly influence consumers’ 

repeated purchase intention. It thus can be known that transaction reliability, information 

safety, reputation guarantees and price advantage are key factors influencing consumers’ 

repeated purchase behavior. 
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Measures of Repeat Purchase  

Customer Satisfaction  

Customers are the key factor of the existence and company development on the market. It is 

obvious then, that firms, which want to face the competition, need to provide valuable and 

unique terms to their customers that will satisfy their needs. This satisfaction includes not 

only the feelings associated with the purchasing process, but also the atmosphere before and 

after the execution of purchases. If the company brings itself closer for clients, it easier 

fulfills their needs and desires for in a long period of time. Therefore, a crucial factor of 

building a long-term success of the company is ongoing satisfying client’s needs. Customer 

satisfaction is often associated with the customer gratification. Products or services, that are a 

source of satisfaction, provide the desirable value to their customers, at least in a sufficient 

degree. Satisfaction isa judgment, an opinion expressed by the customer. The degree of 

satisfaction reflects the gap between the customer’s vision of the expected product, and the 

customer’s perception of the delivered product.  

 

Recognizing and satisfying customer’s needs, expectations, preferences and behaviour not 

easy and what is more knows it does not guarantee success on the market. The reason of this 

is the fact, that consumer behaviour is not rational. Consumers, who make a purchase of a 

certain good, usually have already clarified requirements referring to its quality, purpose or 

use. They do not pay for the product in a physical sense, but they pay for value or what they 

expect from the product. Expectation has a different scope and sometimes they could be 

much overstated or quite modest. That is why taking a decision by the consumer is preceded 

by initiating and defining the customer’s specific needs the consumer need means a demand 

for specific goods and services.  

 

According to Senyszyn (2012), consumer need is a state of indispensability of products 

possession or use, being a result of achieved level of development of the human environment 

and his requirements as a bio-psycho-social structure. All the consumption needs refer to with 

the products of human labour. Another definition says, that the need is a potential or actual 

condition of the absence of something, what is necessary to keep a person alive and allows 

him for individual development, gaining and maintain a certain social status.  Needs provide 

a discomfort associated with the lack of satisfaction caused by shortage of tangible or 

intangible values in the certain situation.  

 

Customer Preference  

Customer preferences can be regarded as an individual’s attitude towards a set of objects, 

typically reflected in an explicit decision-making process. On the other hand, one could 

interpret the term customer preference to mean evaluative judgment in the sense of liking or 

disliking an object which is the most distinctive definition used in psychology. Nevertheless, 

it does not mean that a preference is inevitably constant over time. Preference can be notably 

modified by decision-making processes, such as choices even in an unconscious way. 

Customer preference can be defined as tending to indicate choices among neutral or more 

valued options with acceptance indicating a willingness to tolerate the status quo or some less 

desirable option (Kara, Kaynak and Kucukemiroglu, 2019).. 

 

Competition in every sector forces players to appraise their products, services, features, items 

and competition other combinations to satisfy interests, satisfaction, or preferences of 

customers. This requires a business to break down its products, services, websites, or other 
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concepts it wishes to offer to the target customers. In most cases, businesses struggle with 

challenges of deciding in situations when customers have to select ideas, products or services 

over others. All customers cannot have similar preferences for what you want to offer to 

them.  

 

When customer have two or more products, it is important to make customers identify a 

combination of key features and pricing that would make high returns on investments. In 

most cases, businesses struggle with challenges of deciding in situations when customers 

have to select ideas, products or services over others. All customers cannot have similar 

preferences for what the business want to offer to them. When customer have two or more 

products, it is important to make your customers identify a combination of key features and 

pricing that would make high returns on investments while it is appropriate to make some 

guesses on what customers are likely to prefer, customers might base decisions his/her own 

experience or subjective insights (Kara, Kaynak and Kucukemiroglu, 2019). 

 

Corporate Image  

From a personalized point of view, image describes how other people feel about you. In 

every business or social setting, you behavior communicates a mental picture, that other 

observe and remember. This picture determines how they react to you. Your image depends 

on more than exterior qualities such as dressing and grooming. According to Dray (1982), 

image is more than just Veneer and he went further to illustrate thus  image is a tool for 

communicating and to reveal your inherent quantities, your reflection of qualities that others 

associate with you, a reflection that bears long lasting influence in your bid for success. 

Image is not a tool for manipulation, nor is it a false front. It cannot constitute for substance. 

Image, at corporate level describes the manner in which a company, its activities and its 

services are perceived by the public or outsiders. It is a dynamic and profound affirmation of 

the nature, culture and structure of an organization. This applied to corporation, businesses, 

government entities and nonprofit organization.  
 

Corporate image comprises the entire visual, verbal and behavioral element that make up the 

organization. It also communicates the organization's mission, the professionalism of its 

leadership, the caliber of its employees and its roles within the business environment or 

political land scope. In many respect, the corporate image should be a dynamic actualization 

of the chief executive officers vision integrated with the corporation mission and strategic 

plan. Marquis (1970) views corporate image is the sum total of all impression of the firm in 

the public consciousness. It is an intangible impression that is different for each observer. The 

opinion of employees, customers, suppliers, shareholders, bankers, competitors, government 

official and the general public all combined to form a corporate image.  

 

Jefkins (2009) defined corporate image "as the impress of an organization based on 

knowledge and experience. In the same vein, Kotler (1987) conceptualizes image as the set of 

beliefs, ideas about a company's ability and willingness to satisfy the interest of various 

stakeholders. Nicholas (1992) sees corporate image as the picture that an audience has on an 

organization through the accumulation of all received messages. Every organization has a 

corporate image, whether it wants one or not. When properly designed and managed, the 

corporate image will accurately reflect the level of the organization's commitment to quality 

excellence and relationships with its various constituents including current and potential 

customers, employees and future staff, competitors, partners, governing bodies and the 

general public at large. As a result, the corporate image is a critical concern for every 

organization, one deserving the same attention and commitment by senior management as 
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any other vital issue. This has made many companies to invest a great deal of time and other 

resources in an effort to influence the opinions that customers hold about their companies. 

This process of cultivating positive public relations extends to not only interaction with 

customers but also ongoing interaction with the media, labour unions, industrial association 

and other entitles that have a direct and indirect impact on public opinion. In a competitive 

business climate, many businesses actively work to create and communicate a positive image 

to their customers, shareholders, and general public.  

 

A company that mismanages or ignores its image is likely to encounter a variety of problems. 

At such it should be thoroughly planned and constantly managed in order to support and 

sustain the corporation's mission. If managed effectively, it will protect the organization 

against competition from new competitors or from current competitors offering similar 

services. A company's corporate image is formed on the basis of its history, beliefs and 

business philosophy, nature of its technology, ownership structure, the people that make up 

the company and its ethical and cultural value system.  

 

Theoretical Foundation 

The theory that underpins this research is “Assimilation-contrast theory” by Sherif and 

Hovland, (1964). It measures disparities between customer’s expectation of service quality 

and physical experience which determines repeat purchase and modified by customer 

relationship management. 

Assimilation-Contrast Theory 

Assimilation-contrast theory propounded by Sherif and Hovland, (1964) states that judgment 

and attitude change and initial judgment or attitude acts as an anchor so that items of 

information or persuasive communications that are not very discrepant from the anchor and 

fall within the person's latitude of acceptance are assimilated. This theory states that 

assimilation occurs when unconfirmed expectation discrepancies are assimilated by aligning 

perceptions with expectations (Anderson, 1973; Deliza– MacFie, 1996; Schifferstein, 2001). 

An assimilation effect (positive or negative) is verified if the change in the product and 

service evaluation corresponds to the change in the expected value of information. On the 

other hand, a contrast effect is identified when the change in product evaluation is in the 

opposite direction compared to the expected value of information. 

Assimilation-contrast theory is a theoretical framework which provides more insight into 

consumer behavior, (Schifferstein, 2001). There are some levels of consumer preferences 

regarding service acceptance and rejection. When disparity occurs between consumers’ 

expectation and physical occurrence, consumers withdraw interest. However, when the 

disparity between expectations and performance is small enough, consumers can assimilate it 

but if the discrepancy is large enough to fall into the zone of rejection, then a contrast effect 

arises (Anderson, 1973; Schifferstein, 2001). 

Assimilation-contrast theory is appropriate in determining customer repeat purchase 

behaviour since it evaluates customer expectation in relation to actual service experience 

which can be modified using customer relationship management model proposed by this 

research. For repeat purchase to occur, customer’s physical experience must align with 

service expectation and information related to service provision which will lead to 

acceptance. Lack of active customer orientation, customer centric management, effective 
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complain handling and employees’ behaviour create large discrepancies within customers’ 

acceptancewhich consequently affect repeat purchase negatively. 

Empirical Review 

The review of literature was done in line with the content of the research. No literature 

directly cover the content of this research, however some were found relevance. Nayab 

(2017) investigated the impact of customer relationship management on customer retention in 

private banks of Sialkot, Punjab in Pakistan. The descriptive survey method was adopted 

while structured questionnaire was used for data collection from 316 respondents. Multiple 

Regression analysis was used for data analysis. Result revealed a high positive relationship 

between customer relationship management (CRM) and customer retention. 

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

management. The study also adopts same research design, questionnaire collection methods 

and data analysis method with present study which found positive effect on customer 

retention. However, this study was conducted in a different geographical location from the 

present research and was carried out in the banking sector while the present study was set in 

the fashion and design industry. 

Fahmi (2018) conducted a research on the effect of Customer Relationship management on 

organization performance in Indonesia. The study uses a survey method and self-

administered questionnaire. The stratified sampling technique applied and 82 respondents 

selected. Data collected was analyzed using correlation and regression analysis to test the 

model and explain relationship between variables. The results of this study found that the 

organization factors of CRM (top management support, customer orientation, training 

orientation) have a positive and significant impact on organization performance. 

The study by Fahmi (2018) relates the present study in that it studied customer relationship 

management which is the subject of the present research. The studies applied same design, 

data collection instrument and data analysis tools. However, while the study by Fahmi (2018) 

investigated organizational performance, the present study investigates customer repeat 

purchase behaviour. They were also conducted in different geographical locations and 

adopted different dimensions.   

Zakaria (2014) carried out a study on the impact of customer relationship management on 

customers’ satisfaction in the banking industry in Jordan. The research adopts descriptive 

design. Questionnaire was used for data collection from 528 respondents through convenient 

sampling. Mean, standard deviation and regression analysis were used for data analysis. The 

study revealed a significant relationship between CRM elements represented by service 

quality, employee’s behaviour, customer data base, solving customer problems physical 

environment and customer satisfaction. 

The study by Zakaria (2014) relates the present study in that it studied customer relationship 

management. The study adopts same research design, questionnaire for data collection and 

same data analysis tools with the present study. However, they were conducted in different 

geographical locations and in different industries. 

Gap in Literature 

Marketing literatures had extensively investigated customer relationship management on 

various organizational variables, customer retention (Nayab, 2017); organization performance 
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(Fahmi, 2018); customers’ satisfaction (Zakaria, 2014). Also, the dimensions of top 

management support, customer orientation, training orientation, service quality, employee’s 

behaviour, customer data base, solving customer problems physical environment, social 

network interaction, etc. are measured in marketing researches. However, customer 

relationship management has not been studied in the dimensions of Active Customer 

Orientation (ACO), Effective Complain Handling (ECH) and Employee Behavior (EB) on 

Repeat Purchase Behaviour (RPB) in the fashion and design outlets in Rivers State which 

constitutes research gap sought to be filled by this research. 

METHODOLOGY 

Research Design  

This study adopted the descriptive survey design as it collects data to accurately and 

objectively describe existing phenomena (Isangedighi, Joshua, Asim & Ekuri2006). 

Study Population  

The population of the study comprises 5,859 which are made of 279 registered fashion 

designers and 5580 customers of fashion designersin Rivers State (Nearme.com.ng). 

Sample Size and Sampling Techniques  

Samples of 375 persons were selected based on Taro Yamen formula. The study subjects 

were surveyed through questionnaire administration. 

Data Collection Methods  

The questionnaire was divided into three sections involving questions relating to respondents’ 

profile, questions relating to customer relationship management and questions relating to 

repeat purchase behaviour. The instrument of data collection contains 20 questions for the 

independent variable. 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.  

Validity of Instrument 

The questions were pre-tested for comprehension, relevance of completeness and validity 

through 50 consumers of fashion and design products and two (2) lecturers in marketing 

department in 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. An impressive response rate of 94.1% 

representing 353 usable copies of questionnaire was obtained and formed the bases for 

analysis. 

Reliability of Instrument 

Cronbach alpha was calculated to confirm the reliability of the study construct. The reliability 

coefficient obtained was 0.79 which exceeded the rule of thumb cut-off mark of 0.77 as 

suggested by Hatcher (1994) cited in Amadi and Wali (2017).  
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Data Analysis Methods  

The data generated were analyzed using mean and standard deviation scores to answer the 

five (5) 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, 

Multiple Regression analyses was calculated on SPSS (Statistical Package for Social 

Sciences) version 25.0. 

Result of Findings 

Analysis of the research questions were based on descriptive statistics showing the mean and 

standard deviation of respondents to individual items, using a criterion mean of 2.50. 

Research Question 1: How active customer orientation does relate to customer satisfaction 

of fashion and design outlets in Rivers State? 

Table 1: Descriptive Analysis of active customer orientation and customer satisfaction of 

fashion and design outlets in Rivers State 

S/N Active customer orientation and  customer 

satisfaction 

VHE HE LE VLE 

x  

STD 

1 Customers pledge total loyalty to businesses 

that create sustainable competitive 

advantages through customer service 

excellence. 

150 

42.5% 

142 

40.2% 

21 

5.9% 

40 

11.3% 

3.13 1.04 

2 Customers are committed to Firms that 

maximize customer satisfaction through 

building up long-term relationships with 

customers. 

164 

46.5% 

131 

37.1% 

31 

8.8% 

27 

7.6% 

3.22 1.04 

3 Good knowledge and understanding of 

customers imposes switching costs and 

reduces customer switching intentions 

133 

37.7% 

173 

49.0% 

35 

9.9% 

12 

3.4% 

3.21 1.03 

4 Customer orientation provides the capability 

to continuously probe customers’ latent 

needs to uncover future needs of a firm. 

122 

34.6% 

162 

45.9% 

36 

10.2% 

33 

9.3% 

3.06 1.02 

Source: Authors Research Desk, 2021 

The data in (table1) illustrate the summary of the statistics for the dimension of the predictor 

variable, customer relationship management (Active Customer Orientation) 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 2.50and thus, 

were accepted that Active Customer Orientation relates with Repeat Purchase Behavior. In 

summary, with average mean of 3.16, the respondents confirmed that Active Customer 

Orientation influencecustomer satisfaction of fashion and design outlets in Rivers State to a 

high extent.  
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Research Question 2: To what extentis the relationship between active customer orientation 

and customer preference of fashion and design outlets in Rivers State? 

Table 2: Descriptive Analysis of Active Customer Orientation and Customer Preference 

s/n  Active customer orientation and customer 

preference 

VHE HE LE VLE 

X  
STD 

5 By focusing on creating positive 

experience around customer through 

maximizing service offerings firms achieve 

repeat purchase. 

128 

36.3% 

186 

52.7% 

20 

6.7% 

19 

5.4% 

3.19 1.04 

6 Businesses that believe that customers are 

the primary reason for their existence win 

customer loyalty through satisfaction. 

148 

41.9% 

150 

42.5% 

31 

8.8% 

24 

6.8% 

3.19 1.04 

7 When customers are served with utmost 

ability it results to loyalty and repeat 

purchase which increase firm’s chance of 

survival. 

69 

19.5% 

105 

29.7% 

129 

36.5% 

50 

14.2% 

2.61 2.51 

8 Customer relation that focuses at the total 

customer life time value buys in customer 

support and loyalty. 

222 

62.9% 

97 

27.5% 

15 

4.2% 

19 

6.59% 

3.48 0.85 

Source: Authors Research Desk, 2021 

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

variable, customer relationship management (Active Customer Orientation) and customer 

preference of fashion and design outlets in Rivers State; 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 2.50and thus, were accepted that 

Active Customer Orientation relates with customer preference of fashion and design outlets 

in Rivers State. In summary, with average mean of 3.11, the respondents confirmed that 

active customer orientation influencecustomer preference of fashion and design outlets in 

Rivers State to a very high extent.  
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Research Question 3: To what extent does customer complain handling relate to customer 

satisfaction of fashion and design outlets in Rivers State? 

Table 3: Descriptive Analysis of customer complains handling and customer satisfaction of 

fashion 

 Customer complain handling and  

customer satisfaction of fashion 

VHE HE LE VLE 

X  
STD 

9 Firms that have effective complain handling 

approach can easily learn from service 

failures and retain customer confidence in 

its reliability. 

115 

32.6% 

116 

32.9% 

77 

21.8% 

45 

12.7% 

2.85 1.51 

10 When complains are resolved quickly and 

courteously, customers tell others about his 

good fortune which motivate him to repeat 

purchase. 

127 

35.9% 

148 

41.9% 

41 

11.6% 

37 

10.5% 

3.14 1.09 

11 The application of efficient complaint 

handling management achieves complaint 

satisfaction, which generates positive 

outcomes on purchase. 

154 

43.6% 

124 

35.1% 

45 

12.7% 

30 

8.5% 

3.14 1.04 

12 Customer complaint handling is considered 

as one of the most essential factors in the 

customer relationship management 

operations. 

199 

56.4% 

102 

28.9% 

22 

6.2% 

30 

8.5% 

3.33 0.923 

Source: Author’s Research Desk, 2021. 

The data in (table3) illustrate the summary of the statistics for the dimension of the predictor 

variable, customer relationship management (Effective Complain Handling) 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 

2.50and thus, were accepted that Effective Complain Handling relates with customer 

satisfaction of fashion. In summary, with average mean of 3.12, the respondents confirmed 

that Effective Complain Handling influence customer satisfaction of fashion and design 

outlets in Rivers State to a high extent.  
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Research Question 4: How does customer complain handling relate to customer preference 

of fashion and design outlets in Rivers State? 

Table 4: Descriptive Analysis of complain handling relate to customer preference 

 Complain handling relate to customer 

preference 

VHE HE LE VLE 

X  
STD 

13 The mutual benefits of easy brand 

accessibility allow easy customer contact 

and engaging customer complains handling, 

providing brand building and wide scale 

contact through multiple channels. 

181 

51.3% 

83 

23.5% 

54 

15.3% 

35 

9.9% 

3.16 0.941 

14 The use of customer complains handling 

provides chances for firms to communicate 

with consumers at a level that ensures they 

feel part of the business and encourages 

them to repeat purchase. 

128 

36.3% 

132 

37.4% 

38 

10.8% 

55 

15.5% 

2.94 1.23 

15 Customer complains handling provides 

extensive capabilities beyond awareness 

that strengthen every step taking by 

customers toward making a purchase. 

135 

38.2% 

121 

34.3% 

37 

10.5% 

60 

16.9% 

2.93 1.24 

16 Customer complain handling positively 

influence sales and to a large extent brand 

loyalty and connection. 

127 

35.9% 

140 

39.7% 

48 

13.6% 

38 

10.8% 

3.00 1.16 

Source: Author’s Research Desk, 2021. 

The data in (table4) illustrate the summary of the statistics for the dimension of the predictor 

variable, customer relationship management (customer complain handling) 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 2.50and thus, 

were accepted that customer complain handling relates with customer preference. In 

summary, with a grand mean of 3.0, the respondents confirmed that Social Network 

Interaction influenceRepeat Purchase of fashion and design outlets in Rivers State to a high 

extent.  
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Research Question 5: To what extent does corporate image moderate the relationship 

between   customer relationship management   and repeat purchase behavior of fashion and 

design outlets in Rivers State? 

Table 5: Descriptive Analysis of moderating effect of corporate image on customer 

relationship management and repeat purchase  

Source: Author’s Research Desk, 2021. 

The data in (table 5) illustrate the summary of the statistics for moderatingeffect ofcorporate 

image on customer relationship the dimension of the predictor variable. The analysis revealed 

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

were accepted that corporate image have relationship  with customer relationship 

management and repeat purchase. In summary, with averagemean of 2.87 the respondents 

confirmed that corporate image influence customer relationship management and repeat 

Purchase of fashion and design outlets in Rivers State to a high extent.  

Test of Hypotheses   

This section uses Spearman’s rho correlation to test the relationship between the independent 

variable customer relationship management and the dependent variable repeat purchase. 

Correlation ranges from zero (0) to one (1) and also zero (0) to minus (-1).  Zero correlation 

means that there is no relationship, minus means a negative correlation while any correlation 

greater than zero to 1 is positive relation.  

Table 6:  Ho1: Customer orientation does have no significant relationship on customer 

satisfaction of fashion and design outlets in Rivers State. 

Correlations 
 Active Customer 

Orientation 
Customer 

Satisfaction 

Spearman's rho Active Customer 

Orientation 

Correlation 

Coefficient 

1.000 .608
**

 

Sig. (2-tailed) . .000 

N 353 353 

Customer 

Satisfaction 

Correlation 

Coefficient 

.608
**

 1.000 

Sig. (2-tailed) .000 . 

N 353 353 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS 20.0 

 Moderating effect of corporate image on 

customer relationship management and 

repeat purchase  

VHE HE LE VLE X STD 

17 Corporate image affect  relates to  

customer relationship management and 

repeat purchase behavior 

98 

27.8% 

124 

35.1% 

59 

16.7% 

72 

20.4% 

2.70 

 

1.04 

18 It is importance for a business to have 

good image to enhances customer 

satisfaction   

151 

42.8% 

116 

32.9% 

57 

16.1% 

29 

8.2% 

3.10 0.859 

19 Effective corporate is a prerequisite  for 

customer relationship management and 

repeat purchase 

128 

36.3% 

114 

32.3% 

51 

14.4% 

60 

16.9% 

2.88 1.093 

20 The importance of corporate image is  to 

business cannot be underestimated 

128 

36.3% 

112 

31.7% 

55 

15.6% 

58 

16.4% 

2.78 1.285 
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Table 6 shows the Spearman’s correlation coefficient; rho = 0.608** and the probability 

Value (PV) = 0.000 < 0.05 (level of significance). This shows that there is a significant 

positive relationship between active customer orientation and customer satisfaction of fashion 

and design outlets in Rivers State. We therefore reject the Null hypothesis which says that 

customer orientation does have no significant relationship on customer satisfaction of fashion 

and design outlets in Rivers State. 

Table 7:  Ho2: There is no significant relationship between active customer orientation and 

customer preference of fashion and design outlets in Rivers State. 

Correlations 
 Active Customer 

Orientation 
Customer 

Preference  
Spearman's rho Active Customer 

Orientation 

Correlation 

Coefficient 

1.000 .788
**

 

Sig. (2-tailed) . .000 

N 353 353 

Customer 

Satisfaction 

Correlation 

Coefficient 

.788
**

 1.000 

Sig. (2-tailed) .000 . 

N 353 353 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS 20.0 

Table 7 shows the Spearman’s correlation coefficient; rho = 0.788** and the probability 

Value (PV) = 0.000 < 0.05 (level of significance). This is to shows that there is a significant 

positive relationship between active customer orientation and customer preference of fashion 

and design outlets in Rivers State. We therefore reject the Null hypothesis which says there is 

no significant relationship between active customer orientation and customer preference of 

fashion and design outlets in Rivers State. 

Table 8:  Ho3: Customer complains handling does not significantly relate to customer 

satisfaction of fashion and design outlets in Rivers State. 
Correlations 
 Active Customer 

Orientation 
Customer 

Preference  
Spearman's rho Active Customer 

Orientation 

Correlation 

Coefficient 

1.000 .818
**

 

Sig. (2-tailed) . .000 

N 353 353 

Customer 

Satisfaction 

Correlation 

Coefficient 

.818
**

 1.000 

Sig. (2-tailed) .000 . 

N 353 353 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS 20.0 

Table 8 shows the Spearman’s correlation coefficient; rho = 0.818** and the probability 

Value (PV) = 0.000 < 0.05 (level of significance). This shows that there is a significant 

positive relationship between customers complains handling and customer satisfaction of 

fashion and design outlets in Rivers State. We therefore reject the Null hypothesis which says 

that Customer complains handling does not significantly relate to customer satisfaction of 

fashion and design outlets in Rivers State. 
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Table 9:  Ho4: There is no significant relationship between customer complain handling and 

customer preference of fashion and design outlets in Rivers State 
Correlations 
 Active Customer 

Orientation 
Customer 

Preference  
Spearman's rho Active Customer 

Orientation 

Correlation 

Coefficient 

1.000 .741
**

 

Sig. (2-tailed) . .000 

N 353 353 

Customer 

Satisfaction 

Correlation 

Coefficient 

.741
**

 1.000 

Sig. (2-tailed) .000 . 

N 353 353 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS 20.0 

Table 9 shows the Spearman’s correlation coefficient; rho = 0.741** and the probability 

Value (PV) = 0.000 < 0.05 (level of significance). This shows that there is a significant 

positive relationship between customerscomplains handling and customer preference of 

fashion and design outlets in Rivers State. We therefore reject the Null hypothesis which says 

that there is no significant relationship between customer complain handling and customer 

preference of fashion and design outlets in Rivers State 

Ho5: Corporate image have no moderating relationship between   customer relationship 

management   and repeat purchase behavior of fashion and design outlets in Rivers State. 

Table 4.11: The analysis of the moderating effect of organizational structure 

Control Variables CRM RPB CI 

-none-
a
 CRM Correlation 1.000 .682 .506 

Significance (2-tailed) . .000 .000 

Df 0 353 353 

RBP Correlation .682 1.000 .738 

Significance (2-tailed) .000 . .000 

Df 353 0 353 

CI Correlation .506 .738 1.000 

Significance (2-tailed) .000 .000 . 

Df 353 353 0 

CI-CRM  Correlation 1.000 .793  

Significance (2-tailed) . .000  

Df 0 353  

RP Correlation .793 1.000  

Significance (2-tailed) .000 .  

Df 353 0  

Source: SPSS 20.0 

 

The result of the analysis reveals that there is a significant moderating effect of corporate 

image on the relationship between the variables of the study. This is as the control coefficient 
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for the moderating effect of corporate image on the relationship = 0.793 where P is 

significant at 0.000. This implies that the relationship between customer relationship 

management and repeat purchase is further enhanced as a result of the contextual effect of 

corporate image, thus the null hypothesis is rejected. 

Discussion of Findings  

Question one and hypothesis one which examined the relationship between active customer 

orientations and customer satisfaction and question two and hypothesis examined 

relationship between active customer orientation and customer preference found60.8 

per cent and 78.8 per cent correlation coefficient between the dimensions of the variables, 

this reveal that there is positive and significant relationship between the independent variable 

and the dependent variables. The findings of the study rejects the null hypothesis and accepts 

the alternate hypothesis that there is significant relationship between active customer 

orientation and customer satisfaction and customer preference as the probability shows 

.000 which is less than the critical value of 0.05. This finding confirmed the a-priori 

expectation of the result and validates the resource base theory.  The findings confirm the 

findings of Nayab (2017) found positive effect on customer retention, the findings of Fahmi 

(2018) that the organization factors of CRM (top management support, customer orientation, 

training orientation) have a positive and significant impact on organization performance. 

Question three and hypothesis three which examined the relationship between effective 

customer handling and customer satisfaction and question two and hypothesis examined 

relationship between effective customer handling and customer preference 
found81.8percent and 71.1per cent correlation coefficient between the dimensions of the 

variables, this reveal that there is positive and significant relationship between the 

independent variable and the dependent variables. The findings of the study rejects the null 

hypothesis and accepts the alternate hypothesis that there is significant relationship between 

effective customer complain handling  and customer satisfaction and customer 

preference as the probability shows .000 which is less than the critical value of 0.05. This 

finding confirmed the a-priori expectation of the result and validates the resource base theory.  

The findings confirm the findings Fahmi (2018), the findings of Zakaria (2014) who revealed 

a significant relationship between CRM elements represented by service quality, employee’s 

behaviour, customer data base, solving customer problems physical environment, social 

network interaction and customer satisfaction and the findings of Zakaria (2014). 

Summary of Findings 

The study had fiveresearch questions and six hypotheses which are null. Hypothesis one and 

two found a correlation coefficient 60.8 per cent and78.8 per cent and a probability 

coefficient of .000 between active customer orientation and customer satisfaction and 

active customer orientation and customer preference of fashion and design outlets in 

Rivers State. Hypothesis three and four found a correlation coefficient 81.8 and74.1 per cent 

and a probability coefficient of .000 between effective customers complain handling and 

customer satisfaction and effective customer complain handling and customer preference of 

fashion and design outlets in Rivers State. Hypothesis five found a correlation coefficient 

73.8 and79.3 percent and a probability coefficient of .000 between corporate image and 

customer relationship management and corporate image and repeat purchase   of fashion and 

design outlets in Rivers State. 
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Conclusion 

From the mean results of our findings and the testing of our hypotheses with correlation 

analysis it was concluded that Customer Relationship Management positively influences 

Repeat Purchase Behaviour of fashion and design outlets in Rivers State. 

Recommendation  

Based on the findings and conclusion in this study, the researchers therefore offer the 

following recommendations, that: 

1. The fashion and design industries in Rivers State should establish long term 

relationship with customer by fronting customer satisfaction above financial gain. 

2. The fashion and design industries in Rivers State should create positive experience 

around customers through real time service offerings and prioritizing of customers’ 

concern. 

3. The fashion and design industries in Rivers State should operate with complain 

management department trained to handle all sorts of customer dissatisfactions 

professionally. 

4. The fashion and design industries in Rivers State should connect all their customers 

on social media networks where regular updates and promotional information can be 

provided. 

5. The fashion and design industries in Rivers State should conduct regular training on 

customer relationship management to their employees in improving customer 

satisfaction in the industry.  
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