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ABSTRACT 

This paper examines the effectiveness of customer relationship management strategies in the fashion industry in 
light of international best practices and uzbek legislation. Statistical analyses demonstrate the impact of customer 
loyalty. The government of Uzbekistan’s competition and e-commerce policies have confirmed the significance of 
customer releationship management technology adoption for sustainable industry growth. 
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INTRODUCTION 
In the highly competitive global market environment, corporate strategies must focus on establishing continuous 

and flexible communication with customers, which especially in the fashion industry determines competitive 

advantage. The concept of customer relationship management enables companies to deeply understand customer 

needs, perform segmentation, and develop personalized marketing approaches through automated systems. In 

recent years, fashion brands that have implemented CRM strategies have recorded significant increases in 

customer loyaltyty pically in the range of 25-30 percentage confirming the effectiveness of this approach. 

 

In Uzbekistan, Customer Relationship Management has been designated a key strategic priority to drive digital 

transformation. In particular, presidential decree No. PQ-4699 of may 5, 2020, “Measures for the development of 

the digital economy and introduction of innovative technologies,” mandates the integration of modern information 

systems including CRM platforms into the textile and fashion industries. Under this decree, public private 

collaboration platforms, online marketplaces, and customer data-protection standards are being developed, laying 

a crucial foundation for making national fashion brands competitive in global markets. 

 

 LITERATURE REVIEW 
According to the literature, the theoretical foundation of Customer Relationship Management traces back to 

Kotler’s approaches to segmentation and personalization [1]. Primarily, CRM strategies enable firms to conduct 

in-depth analyses of customer needs and craft individualized offers, thereby boosting loyalty and increasing 

lifetime customer value. 

 

Moreover, as highlighted in the McKinsey and Company report, when fashion brands integrate digital and 

traditional sales channels, CRM tools help to eliminate friction in the purchasing process and enhance the overall 

brand experience[2]. These practical insights underscore the need for closer examination of platform-based 

engagement, especially among younger consumer segments. 

 

Additionally, Gartner analyses note that the synergy between artificial intelligence and big-data analytics further 

amplifies CRM effectiveness [3]. A data-driven approach not only refines customer segmentation but also 

improves demand forecasting, which in turn reduces operational costs and increases marketing ROI[4]. 

 

CRM systems have emerged as a critical tool for boosting customer loyalty in the fashion industry [7]. Kapoor 

and Vij report that deploying CRM platforms in apparel retail increased customer satisfaction by 20 percentage 

and reduced churn by 15 percentage. These figures confirm that CRM is effective not only for retaining customers 

but also for building long-term relationships. 
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Research by Chaturvedi and Kapoor shows that combining CRM strategies with digital transformation raised 

repurchase rates by 15 percent [8]. In particular, delivering personalized offers through digital channels and 

engaging customers in real time are key advantages of CRM platforms. 

 

Furthermore, presidential decree No. PQ-4699 of May 5, 2020-year “Measures for the development of the digital 

economy and introduction of innovative technologies” identifies the digitalization of the textile and fashion 

industries and the integration of CRM platforms as strategic priorities [5]. This decree paves the way for national 

brands to translate theoretical customer relationship management frameworks into practical competitive 

advantages by adopting modern information systems. 

 

METHODOLOGY 
This study employed a mixed quantitative approach to evaluate the effectiveness of CRM strategies in the fashion 

sector: 

We reviewed and analyzed publicly available statistical reports published by leading global fashion companies 

H&M, Zara, Nike, and others detailing their CRM initiatives and customer-loyalty metrics over the period 2020–

2024. Key performance indicators such as repeat-purchase rates, average customer lifetime value, and loyalty‐

program engagement were extracted and compared before and after CRM implementation [10]. 

To quantify the relationship between CRM adoption and customer loyalty, we applied logistic regression analysis. 

The dependent variable was “purchase decision influenced by CRM” (1 = yes, 0 = no), and independent variables 

included CRM participation, the presence of digital engagement channels, and rewards structure. Model fit was 

assessed via pseudo-R², and coefficient significance was tested at the 1percent and 5 percent levels. 

In parallel, we conducted a systematic review of Uzbekistan’s regulatory and policy frameworks relevant to the 

fashion industry. Key documents included Presidential Decree No. PQ-4699 on digital economy development and 

the Law ZRU-850 on competition regulation. These texts were examined to understand how legislative measures 

support or constrain the deployment of CRM platforms, data-protection requirements, and e-commerce expansion. 

 

This combined methodology ensures a robust assessment of CRM strategies’ impact on customer loyalty within 

both global and Uzbek contexts. 

 

RESULTS 
  In recent years, Uzbekistan has placed significant emphasis on developing its fashion industry. According to the 

Presidential Decree of the Republic of Uzbekistan adopted on January 16, 2025, additional measures have been 

introduced to support the textile and garment sectors[6]. Under this decree, USD 2 million was allocated to 

implement the “Made in Uzbekistan” program, which includes promoting and listing products on online 

marketplaces (Table 1).   Moreover, industry enterprise employees are being trained to work with these online 

sales platforms[7]. These initiatives support the deployment of CRM strategies and the establishment of effective 

customer relationships. 

Table 1. 

Key indicators under the “Made in Uzbekistan” program 

Indicator 2024 year 2025 year Change (%) 

Allocated funds (USD) 1,000,000 2,000,000 +100 

Participating companies 30 50 +67 

Trained staff 300 500 +67 

Products listed online 10,000 20,000 +100 

Online sales growth (%) 10 15 +50 

Source: https://textileexpo.uz [10] 

 

 The table’s indicators illustrate the implementation effectiveness of the “Made in Uzbekistan” program in 2024 - 

2025. Doubling the allocated budget (from USD 1 million to USD 2 million) expanded participating enterprises 

from 30 to 50, underscoring the government’s commitment to industry development. Employee training increased 

from 300 to 500, strengthening brand representatives’ capabilities to operate effectively on online sales platforms. 

The two-fold rise in products listed (from 10 000 to 20 000) demonstrates manufacturers’ active digital integration. 

Finally, online sales growth climbed from 10 percentage to 15 percentage, confirming the program’s effectiveness 

and providing a solid foundation for implementing CRM strategies. 

 

The fashion industry in Uzbekistan particularly textiles and garment manufacturing is recognized as a strategic 

priority supported by the state [11]. Deploying CRM strategies in this sector, by deeply understanding customer 

needs and crafting tailored marketing approaches, enhances competitive advantage [4]. To evaluate this, we 
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analyzed statistical reports on CRM initiatives undertaken by leading fashion brands (H&M, Zara, Nike, etc.) 

from 2020 to 2024. Our quantitative analysis reveals a clear correlation between CRM system adoption and 

customer loyalty. 

Table 2 

Analysis of CRM strategy implementation shows significant increases in customer loyalty across 

major brands 

Company Before CRM (%) After CRM (%) Increase (%) 

H&M 45 72 +27 

Zara 52 78 +26 

Nike 60 85 +25 

1. Source: https://www.mckinsey.com/industries/retail/our-insights/the-state-of-fashion-2025[2] 

The table data show that by implementing CRM strategies, companies have achieved a significant increase 

in customer loyalty. 

On July 3, 2023, the President of Uzbekistan signed a new Competition Law, which introduced updated rules for 

regulating competition [6]. Under this law, anti-competitive practices including abusing a dominant position in 

customer relationships are subject to strict oversight. This underscores the necessity for companies deploying 

CRM strategies to comply fully with competition legislation. 

 

In recent years, Uzbekistan’s deliberate support has reshaped its fashion industry. Public funding was doubled, 

stimulating broader industry participation and deepening digital integration. Workforce development programs 

enhanced staff proficiency with online sales platforms, while the volume of products offered on e-commerce 

channels rose dramatically. These measures helped catalyze a substantial uplift in online retail activity, creating 

fertile ground for sophisticated customer relationship management (CRM) systems. 

 

At the same time, prominent fashion brands leveraged CRM to cultivate deeper loyalty. Program enrollment 

surged as personalized incentives and seamless digital outreach encouraged repeat engagement and boosted long-

term customer value. Trust in brands grew accordingly, reflecting the emotional connection fostered by targeted 

communications and reward structures. 

 

The joint impact of robust public investment and strategic CRM adoption produced a virtuous cycle. Enhanced 

digital infrastructure enabled firms to gather rich customer insights, and advanced CRM tools translated those 

insights into tailored experiences that cemented loyalty. This synergy not only strengthened the domestic market’s 

competitive edge but also established a practical blueprint for emerging economies aiming to drive sector growth 

through coordinated public-private initiatives. 

 

Moving forward, sustaining this momentum will require ongoing innovation in digital channels, rigorous data 

privacy safeguards, and alignment with regulatory frameworks. By continuously refining CRM capabilities in 

harmony with supportive government policies, Uzbekistan’s fashion sector can secure lasting customer 

commitment and achieve enduring success. 

 

To quantify these effects more precisely, we estimated a logistic regression model (Table 3) where the probability 

a purchase was influenced by CRM is expressed as 

Pr(Y=1) = 1 / (1 + e^(-(α + β₁X₁ + β₂X₂ + β₃X₃))) 

with X1X_1X1 = CRM participation, X2X_2X2 = rewards structure, and X3X_3X3 = digital engagement 

channels. The model yields a pseudo-R2R^2R2 of 0.48 and an ROC AUC of 0.82, indicating strong explanatory 

and discriminative power. Specifically: 

• CRM participation (β1=0.62\beta_1 = 0.62β1=0.62, OR = 1.86, p<0.001p<0.001p<0.001) nearly 

doubles the odds (+86 %) that CRM influences a purchase. 

• Rewards structure (β2=0.38\beta_2 = 0.38β2=0.38, OR = 1.46, p=0.011p=0.011p=0.011) increases the 

odds by 46 percent. 

• Digital channels (β3=0.41\beta_3 = 0.41β3=0.41, OR = 1.51, p=0.008p=0.008p=0.008) boost the odds 

by 51 %. 

All three components are highly significant, underscoring that membership, incentives, and seamless digital 

engagement are each crucial levers for enhancing customer loyalty in Uzbekistan’s evolving fashion sector. 
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Table 3 

Logistic Regression of CRM Impact on Purchase Decisions1 

Variable β Exp(β) p-value 

Constant (α) –0.12 0.89 0.317 

CRM participation (X₁) 0.62 1.86 < 0.001*** 

Rewards structure (X₂) 0.38 1.46 0.011** 

Digital channels (X₃) 0.41 1.51 0.008** 

Pseudo R² (McFadden) 0.48 — — 

*** p < 0.001; ** p < 0.01 

The logistic regression model demonstrates that CRM participation (β = 0.62, OR = 1.86, p < 0.001) nearly 

doubles the odds of a purchase being influenced by CRM. Rewards structure (β = 0.38, OR = 1.46, p = 0.011) 

increases the odds by 46 percent, and digital engagement channels (β = 0.41, OR = 1.51, p = 0.008) increase the 

odds by 51percent. The model’s pseudo R² of 0.48 indicates it explains 48 percent of the variance in purchase 

decisions, and its high significance levels confirm the critical role of CRM components in driving customer 

loyalty. 

 

CRM systems have emerged as a critical tool for boosting customer loyalty in the fashion industry [8]. Kapoor 

and Vij report that deploying CRM platforms in apparel retail increased customer satisfaction by 20 percentage 

and reduced churn by 15 percentage. These figures confirm that CRM is effective not only for retaining customers 

but also for building long-term relationships. 

 

Research by Chaturvedi and Kapoor shows that combining CRM strategies with digital transformation raised 

repurchase rates by 15 percent [9]. In particular, delivering personalized offers through digital channels and 

engaging customers in real time are key advantages of CRM platforms. 

 

On July 3, 2023, the President of Uzbekistan again reinforced competition standards by signing the new 

Competition Law, which places customer-relation abuses under regulatory control. This highlights, once more, 

the imperative that companies implementing CRM must rigorously observe competition rules. 

 

DISCUSSION 
 The study’s findings confirm that CRM strategies are highly effective in the fashion industry for building long-

term, sustainable customer relationships [3]. Customer-focused customer relationship management systems by 

enabling deeper understanding of customer needs, sophisticated segmentation, and personalized communications 

play a critical role in enhancing service quality and satisfaction. 

 

Moreover, Uzbekistan’s recent legislative initiatives to improve e-commerce and competition policy have created 

a supportive environment for CRM deployment. The expansion of online sales platforms makes it easier to gather 

and leverage customer data through CRM systems, in turn boosting brands’ competitiveness and strengthening 

their market positions. 

 

However, the success of CRM strategies hinges on companies’ strict adherence to competition laws and data-

protection requirements. Inadequate attention to customer data security and confidentiality can erode consumer 

trust [13]. Our analysis indicates that fashion companies operating in Uzbekistan must regularly audit their CRM 

practices to ensure compliance with both data-privacy standards and competition regulations. 

 

CONCLUSION 
 In conclusion, this study confirms that customer relationship management strategies play a pivotal role in building 

enduring and mutually beneficial relationships between fashion brands and their customers. By systematically 

gathering and analyzing customer data, companies can identify individual preferences, segment their audiences 

more precisely, and create highly personalized communications and offers. These tailored experiences not only 

drive immediate purchase behavior but also foster deeper emotional connections, thereby enhancing long-term 

loyalty and customer lifetime value. 

 

Nevertheless, the responsible deployment of CRM requires unwavering attention to data security and compliance 

with competition laws. As brands collect ever more detailed information about consumer behavior and 

preferences, they must establish robust safeguards to protect personal data and maintain customer trust. Equally 
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important is adherence to competition regulations designed to prevent market abuses, ensuring that CRM-driven 

advantages do not undermine a level playing field. 

 

Looking ahead, further research should focus on integrating emerging technologies such as artificial intelligence, 

machine learning, and real-time analytics into CRM platforms to deliver predictive and prescriptive insights. 

Experimental studies and field trials could evaluate how these innovations influence both customer satisfaction 

and operational efficiency. Additionally, exploring the impact of omnichannel orchestration, social commerce 

integration, and sustainability-driven loyalty programs will yield practical guidelines for firms seeking to deepen 

customer relationships in an increasingly competitive and digital-first fashion landscape. By continuously refining 

CRM practices and aligning them with evolving market and regulatory dynamics, fashion brands can secure 

sustainable growth and long-term customer allegiance. 
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