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The purpose of this study was to investigating the impact of customer relationship management on customer
loyalty with the mediating role of customer satisfaction in fashion industry in iran. The statistical population of the
study included all purchasers of fashion retailers in Iran, whose number is more than 100000 people. According to
Cochran's formula, 380 people were selected as a sample of the research from among the customers by simple
random method. Therefore, the hypothesized model with customer relationship management and customer
satisfaction has positively and significantly influences on customer loyalty and customer satisfaction and customer
loyalty has positive relationship can be accepted as a true and convincible model.
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1. Introduction
In the 21st century, the competitions among the
companies are very high. In these days when the
economic recession is going on with the high
competition, the customers’ importance in context
to companies is vital. Every firm wants to retain
their existing customer because the new customer
wants huge investment. Researchers proved that
firm’s 80% revenue is generated by the 20% of its
customers that are loyal to their brand (Cooprer
and Kaplan, 1991). So, in this era the customers
play the vital role for any firm. If firms are
succeeded to make their customer retain than their
strategy of doing well is due to customer
satisfaction factor.
Researchers have carried out ample research on
these three constructs of the consumer behavior,
customer satisfaction and customer loyalty
(Anderson and Fornell, 2018). If your customer is
satisfied with the product and services that you are
providing, it creates trust in the mind of customer
with your brand, and after this customer become

loyal to your product and services. After
conducting the in-depth analysis, researchers, the
marketers and consumer economists suggested
that the central attention by both firms and
consumers have to be given to the product and
those factors which constituted and maintained
the product goodness. It is assumed that the
product quality and its service characteristics
would access the consumers’ satisfaction and
gaining more and more loyalty.
Furthermore, if firms work on those factors by
which you can build more satisfaction and loyalty,
then the best factor would be consumer-firm
relationship in which we focus on how the
relations switch and extend from productconsumer-firm to consumer-firm-product, where
the end forms a circle in which the relationship of
firms to consumers becomes a mediator which
helps to focus on the consumer to the product, or
turn him off and cause the rejection of the product.
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2. CUSTOMER RELATIONSHIP MANAGEMENT
(CRM)
Interest in customer relationship management and
the term CRM began to grow in 1990s (Bose, 2017)
although the concepts of customer relationship
management have been existing ever since the
cavemen age, who had a choice of buying an
arrowhead if there were more than one seller
(Anton,2016). In this section CRM definitions are
explained and argued from different outlooks.
Although CRM has become a widely known as an
important business approach, there is no
comprehensively accepted definition of CRM
(Bose, 2017).
Customer Relationship Management has become a
strategic necessity for companies in almost every
business sector. Companies and organizations are
moving closer to their customers, spending more
effort in finding new ways to create value for their
customers and changing the customer relationship
into one of solution finding and partnering rather
than one of selling and order taking. Organizations
and companies will be more successful if they
concentrate on acquiring and sustaining a share of
each customer rather than a share of the entire
market (Chen and Popovch, 2017).
CRM can be known as a competitive tool to win
competitors by customer acquisition, customer
retention and creating close relationship with the
customer. It should be observed that retention of
existing customers is much cheaper to acquire a
new customer; therefore companies are putting
more emphasis on Customer Relationship
Management (CRM) to increase customer
satisfaction ( Sin, Tse and Yim, 2015).

3. CUSTOMER LOYALTY
Customer loyalty is of vast worth to a business,
because loyal clients are much cheaper to serve up
and their hold up easier to keep. Odishin and
Klepacki (2017), mentioned that "it costs six times
more to attract a new consumer than to retain an
existing consumer". A entertaining activity
agency's achievement relies, to a huge degree, on
its administration of clients' loyalty Lae and Basu,
2016). Lae and Basu (2017) distinguished that
purchaser loyalty can provide not only "economic"
but also "broad" support for an exacting leisure
sport business. Understanding the significance of
consumer loyalty, scholars in the ground of
amusement and vacation have paid increasing
notice to loyalty-associated concerns in current
decades (Hong and Cho, 2017).
This section reviews the improvement of the
examination of consumer loyalty in the past,
particularly in ground of truism industry. Seeming
at studies of loyalty conducted in the previous
numerous decades, the research of this notion has
approximately left during 3 phases. The review of
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consumer loyalty is presented in the following
three parts: initial, most previous researchers
focused on merely one aspect of consumer loyalty either behavioral or attitudinal; next, forms merge
both behavioral and attitudinal facets of loyalty are
extended; third, current studies of manifold
attitudinal or psychosomatic aspects of purchaser
loyalty have led to a further deep and incorporated
considerate of loyalty.

4. CUSTOMER SATISFACTION
The importance of customer satisfaction as a core
concept in marketing has led to numerous studies
over the past decades. The literature supports that
satisfied customers are willing to buy more
products or services, recommend them to others,
and are less price sensitive (Dabholkar and Walls,
2014). Hence, satisfaction is an essential factor
related to a company's future profit by increasing
the customer retention rate (Ishaq and
Sirdeshmukh, 2015). Efforts to define satisfaction
have been made since the introduction of the
satisfaction paradigm by Cardozo in the 1960's,
however, due to lack of consensus, satisfaction was
illustrated in various ways (Num, Ekinci and
Whyatt, 2018). Shivakumar and Sarala (2018), for
example, suggests satisfaction is 'the favorableness
of individual's subject evaluation of the several of
the outcomes and experiences associated with
buying or using it'. In another instance, Odishin
and Klepacki (2018) define satisfaction as ".... The
consumers' response to the evaluation of
perceived discrepancy between prior expectation
and the actual performance of the product as
perceived after its consumption". Selnes (2016)
similarly defined satisfaction as a post-purchase
evaluation of a product or service compared to
pre- purchase expectation.
According to the service management literature,
customer satisfaction is the result of a customer’s
perception of the service quality (Heskett et al.,
2016) relative to the expectation (Ribbink, van Riel
Liljander and Streukens,2017). Moreover, Matzler,
Füller and Faullant (2017) defines customer
satisfaction as:
“The customer’s feeling regarding the gap
between his or her expectations towards a
company, product or service and the perceived
performance of the company, product or service.”

5. HYPOTHESES AND CONCEPTUAL RESEARCH
MODEL
The research hypotheses are developed based on
the literature and theoretical background. The
focus of the study is on the influence of customer
relationship management on customer loyalty with
the mediating role of satisfaction among the
customer in Iranian fashion industry.
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Fig 1: The Proposed Model: Researcher’s own construction (2021)

H1: customer relationship management positively
and significantly influences on customer loyalty in
the fashion industry in Iran.
H2: customer relationship management positively
and significantly influences on customer
satisfaction in the fashion industry in Iran.
H3: customer satisfaction positively and
significantly influences on customer loyalty in the
fashion industry in Iran.

H4: customer satisfaction mediates the influence of
customer relationship management on customer
loyalty in the fashion industry in Iran.

6. RESEARCH METHODOLOGY
6.1 POPULATION AND SAMPLE SIZE
The target population for this research consists of
all purchasers of fashion retailers in Iran. The
sample of this study is all costumers in fashion
retailing setting. The sample size is determined by
using the Krejcie and Morgan (1970) formula.
Based on the calculation, this research needs 380
respondents as sample size (S) to acquire 95%
level of confidence.

Table 1: Frequency of demographic characteristics
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Based on these results the highest frequency for
gender was observed for female respondents
(75.8%).Results from the analysis of respondent’s
age indicated that the respondents who aged less
than 20 years had the highest frequency (46.5%)
followed by respondents aged between 21 to 30
years (36.3%). For education, the highest
percentage belonged to respondents who were had
bachelor degree (35.6%) followed by post diploma
(22.7%) and the lowest belonged to respondents

with doctoral degree (1.0%). Results for the wages
indicated that the highest frequency belonged to
respondents with a wage of $801 - $1000 (40.0%)
followed by $1001 - $1200 (21.9%).

The results showed that the Cronbach a
coefficients for all the expectations and perception
attributes, 0.765 were quite high, and they were
internally consistent and reliable.

customer relationship management on the
criterion of customer loyalty is equal to 0.44 and
satisfaction is 12.25 and the critical value is equal
to 8.91 ando.51 which is greater than 1.96, so it
can be said: customer relationship management
positively and significantly influences on customer
satisfaction and customer loyalty in the fashion
industry in Iran (H1, H2). Consequently it can be
said: customer satisfaction positively and
significantly influences on customer loyalty in the
fashion industry in Iran. (H3). As a result, based on
the data H1, H3 and H3 were supported.

7. THE MEASUREMENT INSTRUMENTS
The questionnaire used in this study was
developed in part by this researcher and
adaptations from existing instruments.

Table 2: Cronbach’s Alpha Reliability for the Instruments

8. FINDINGS
As revealed in Table 3 the total variance of
customer
relationship
management
was
approximately 8.91% and 0.59%. This indicated
that, customer relationship management is
contributed as 8 and 5 percent to increase
customer loyalty and satisfaction (H1, H2). As
discovered in Table 3 the total variance of
customer satisfaction was approximately 0.51%.
This indicated that, customer satisfaction is
contributed as 5 percent to increase customer
loyalty (H3). Likewise, according to the results
obtained in Table 3 the standardized regression
weights of influence of the predictor variable

Table 3: The standardized regression coefficient between variables

According to the results of Table 4, the results of
bootstrap analysis show that the full effect of
customer relationship management on customer
loyalty is equal to 0.819 and the significance level of
the test is less than 0.05. In addition, the indirect
impact coefficient of customer relationship
management on customer loyalty with the
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mediating role of customer satisfaction is 0.066. The
value of the significance level of the test calculated
for the analysis of the above paths is less than 0.05,
therefore the above hypothesis is confirmed and it
can be said: customer satisfaction mediates the
influence of customer relationship management on
customer loyalty in the fashion industry in Iran.
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Table 4: Customer satisfaction mediate the influence of customer relationship management and customer loyalty

The path model was developed in order to test the
relationship between construct of customer
relationship management, customer satisfaction
and customer loyalty. The structural model is
presented in figure.2 the fit indices of this model
were computed based on Maximum likelihood
method (ML). The AGFI was 0.92, more than the

cut-off 0.8. The GFI was 0.93, more than the cut-off
0.8. The RMSEA was 0.040, less than the threshold
0.08 and χ2/df was 1.764, below the threshold of 5,
CFI=0.94; RMR=0.55,RFI=0.94 and NFI=0.93.

Table 5: Goodness of fit statistics for measurement model

Fig 2: Structural Models and Hypothesized Model
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The fit indices of the structural model shown
above were reported in Table 5. These indices
meet all of the selected criteria and suggest that
overall model-data fit is reasonable and acceptable.
Therefore, the hypothesized model with customer
relationship
management
and
customer
satisfaction has positively and significantly
influences on customer loyalty and customer
satisfaction and customer loyalty has positive
relationship can be accepted as a true and
convincible model.

9. CONCLUSION AND RECOMMENDATIONS
Based on the findings discussed above several
recommendations could be made for customeroriented companies in fashion markets. It is
essential for suppliers to know their customer
preferences, ways to create value that are
perceived as valuable by customers and increase
customer
loyalty.
Customer
Relationship
Management (CRM) is significant for customer’s
services as it has been for any other businesses.
This study brought out an important observation
that there can be a high level of agreement in
perception of quality between customers and
fashion suppliers if it is analyzed in proper and
transparent manner. In future, a follow-up study
across different types of shops with more number
of participants may be carried out to evaluate the
impact of various parameters in perception of
quality and the satisfaction levels. Such studies
should aim to assess customer’s perception at
different time points. This may provide an entirely
different dimension of customer’s perception. A
CRM system is an innovative technology which
makes the process of acquiring, developing and
maintaining relationships with customers more
effective and efficient. The benefits of CRM could
be improved customer service, reduction in cost
and better retention of clients. CRM initiatives can
be a good solution to overcome low service
performance so the following recommendations
can be given:
• Management should consider CRM as a critical
and essential aspect, as a competitive advantage
in the fashion market, and not just think of cost
management as the only factor of business
profit.
• Key customers are identified and an
appropriate database is designed to store their
information
• Focus on true customer expectations, not that
what managers think customers expect.
• How to deal with customers and provide fast
customer service are among the indicators of
their performance evaluation
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• Creating long-term relationship
customers as company assets.
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