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Abstract  
This research critically examine how outsourcing strategies contributes to 

the survival of fashion designing among young graduates in Odeda Local 

Government of Ogun State. The study has four specific objectives  which 

examined the impact of culture on the dynamism of fashion designing, to 

investigate the relationship between behavior and identity in fashion 

designing, examine the influence of quality education of fashion 

entrepreneurs on their creativity, assess the extent to which technological 

advancement affects innovation. Data was collected using a well-structured 

questionnaire from 122 respondents. The statistical tools used for data 

analysis were correlation and regression analysis. The determinants of 

outsourcing strategy were fashion, identity, quality education and innovation. 

Although, while outsourcing strategy was one of the significant determinant 

of survival of fashion designing. It is therefore recommended that the 

organization should embark on continuous different outsourcing strategies to 

enhance their performance. Correlation and Regression results showed the 

mean age, marital status, year of work experience, educational qualification 
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Introduction 
Inadequate or sheer lack of some basic 

equipment in most fashion designing 

houses in Abeokuta metropolis has led 

to businesses outsourcing some parts 

of their work to other companies. 

These mostly happen because most of 

these fashion design houses are small 

businesses. These outsourcing can be 

in form of embroidery, stoning, 

pearling, knitting, crocheting and so 

on. In most metropolitan cities where 

there are abundance of small scale 

fashion design houses, there are also 

few clothes and fashion businesses 

that are also into these special cloths 

designing of which these fashion 

houses outsource their businesses to 

them. Fashion is a collective cultural 

phenomenon generated by the 

individual but linked to actions of a 

very large number of garment 

designers aiming to create distinctive 

but similar clothes. This paper 

outlines the mental processes, 

behavioral strategies and working 

patterns through which fashion and 

knitwear designers actively construct 

the contexts – their visual 

environments as well as memories of 

individual garments and mental 

representations of the spaces of 

acceptable garments – in which they 

design. Designers form each other’s 

contexts through the garments they 

create, which are seen at shows, in 

magazines, in shops, and on the streets 

– communicating through impersonal 

cultural channels. The consumers play 

and organization.56.6% were female,57.4% were male. ANOVA showed the 

significant (p<0.05) relationship between fashion and culture. Correlation 

showed the significant (p<0.01) relationship between identity and behaviour 

with positive coefficient of 0.251. ANOVA showed the significant (p<0.05) 

significant relationship between creativity and quality education. Correlation 

also showed the significant (p<0.01) relationship between innovation and 

technological advancement with a positive correlation coefficient of 0.221. 

In conclusion, the study shows the relevance of culture, behavior, quality 

education and technology on fashion designing among young graduates in 

the study area. 

 

Keywords: Creativity,  Culture, Fashion designing, Quality education ,  

Innovation, Youth graduates 
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a relatively minor role in selecting from a very restricted choice. As they share 

a vocabulary of design elements, garment designs are, to varying degrees, 

collective and cultural as well as individual. We argue that creativity in garment 

design resides in finding innovative understandings of the spaces of acceptable 

garments and perceptual evaluations of acceptability as much as in idea 

generation, (Davidson, 2006). However, there is a great variety of smaller actors 

that compete in the fashion industry and bring a much fresher feeling into the 

industry – PR fashion agencies, consulting firms, special apparel service 

providers and small size fashion design companies. Regardless of size and 

structure, every company in the textile and apparel industry is in business to 

generate value by providing consumers with products and services, (Burns and 

Bryant, 2007). Value in this respect may have a financially, socially or 

emotionally implication according to the various goals and vision of the 

business owners. To run a sustained venture within the textile and apparel 

industry may be more complex and demanding than one would believe. 

Fashion is an emergent cultural phenomenon – a powerful fashion is an 

emergent cultural phenomenon – a powerful autonomous force – yet fashion 

comprises and emerges from culture. What is the relationship between fashion 

as a part of culture and the designing activities of the individual designers who 

collectively create it? This paper outlines an answer to this question, in terms of 

the relationships between present and future fashion and the contexts that 

inform designers’ actions, and how designers actively create and exploit these 

contexts. It indicates the relationships between designers’ design generation 

actions to their mental representations of designs, to how they interact with 

other individuals and with designs and other carriers of fashion information, to 

fashion as a collective, impersonal aspect of culture. Awareness of what clothes 

are common, contemporary, appropriate, is a universal part of human 

experience, though the sharpness of that awareness differs. Clothes are 

individual, but we perceive styles as collective. We recognize clothes as within 

a particular contemporary style, or novel, or outdated, or simply strange – 

outside the boundaries of any acceptable style. Designer and the buyers who 

make purchasing decisions for retailers, wear clothes and are members of the 

cultures in which they are fashionable, but they are not typical: their acute and 

explicit awareness of clothes and their relationships to fashions puts them at one 
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extreme of their spectrum of customers. And their perceptions of clothes are 

influenced by access to different sources of information. 

This study examines the importance of small fashion designing businesses 

outsourcing parts of their work to specialized companies for special designs. 

 

Statement of Research Problem 

There is a natural law that says solution to a particular problem will surely lead 

to the creation of another problem for the survival of living things. Because 

societies are endowed with different cultures of people, members of a society 

adopt societal relevant patterns of behavior. These societal relevant patterns of 

behavior lead to the formation of different identity. Numerous fashion designers 

establish their own fashion company right after graduating which imparts them 

with relevant innovation and creativity or after gathering some years of work 

experience. Some fashion designers therefore lack these relevant innovation and 

creativity because of lack of quality education or ignorance of technological 

advancement. Thus, culture as distinct from political, social, or economic 

contexts, has relevance for economic behavior and entrepreneurship. 

Specifically, it is argued that the Nigerian environment (culture) has a great 

influence and impact on the emergence of entrepreneurs and behavior. This 

view however has relied greatly on conjecture with no verifiable evidence to 

support it. It has been observed that majority of the people in a society are 

culture oriented people, in all their endeavors, and as a result, their view of 

innovation and creativity depends on their culture. However, the level of 

exposure (educational background) and finance accessibility pose a greater 

challenge to majority of fashion designers, most especially in the study area due 

to the customers cultural background, orientation of the entrepreneurs about the 

adoption of innovation.  

 

Objectives of the Study 

The main objective of the study is to empirically investigate outsourcing in the 

fashion business to small fashion business companies. Other specific objectives 

include: 

1. To determine the impact of culture on the dynamism of fashion 

designing. 
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2. To investigate the relationship between behavior and identity in fashion 

designing. 

3. To examine the influence of quality education of fashion entrepreneurs 

on their creativity. 

4. To assess the extent to which technological advancement affects 

innovation. 

 

LITERATURE REVIEW 

Fashion Designing 

Fashion design is the art of applying design , aesthetics and natural beauty to 

clothing and its accessories . It is influenced by cultural and social attitudes, and 

has varied over time and place. Fashion designers work in a number of ways in 

designing clothing and accessories such as bracelets and necklaces. Because of 

the time required to bring a garment onto the market, designers must at times 

anticipate changes to consumer tastes .Some clothes are made specifically for 

an individual, as in the case of haute couture or bespoke tailoring . Today, most 

clothing is designed for the mass market, especially casual and every-day wear 

are called ready   to wear. Fashion is defined as “1) the prevailing or accepted 

style or group of styles in dress or personal decoration established or adopted 

during a particular time or season.2) [When capitalized] such prevailing 

customs or styles considered as an abstract force” (Webster's Third New 

International Dictionary, 1986). Kawamura (2005) builds on the second 

definition above and refers to fashion as such prevailing customs or styles 

considered as an abstract force whose integral components are novelty and 

change. McCracken (1986) describes fashion as a system that “serves as a 

means by which goods are systematically invested and divested of meaningful 

properties” (McCracken, 1986). Hamilton describes “the fashion system per se, 

which, as a function of any complex, industrial nation-state, has the 

responsibility for the production, marketing, and merchandising (Kean, 1997) 

of products associated with the construction of individual appearance” 

(Hamilton, 1997). 

 

Fashion and Identity 

Identity is conveyed through fashion, clothing and style by all of us on a daily 

basis. We can externalize our identity whether it be your ethnicity, personality 

or heritage through representation. What we wear represents or stands for us, or 

stands for something about us (Barnard, 2014). Furthermore, your subculture, 
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political views, religion and many other social factors can influence your 

representation of yourself. Some will represent themselves with the purpose of 

attracting or in some cases, rejecting others with similar or different views. 

Fashion can generate and reflect changing power balances between regions, 

countries, groups, and religions (Craik, 2009). Symbolism is a powerful tool, 

with regards to religious clothing, iconography, propaganda, subliminal 

advertising and much more. Gender, sexuality and androgyny have been 

proficient in sparking controversy within the fashion industry for decades with 

people challenging the boundaries of identity and representation. Issues include 

the articulation of concepts of femininity, the impact of feminism on dress, the 

projection of masculinity and the subgenres of gay and queer fashion and more 

generally, of transgressive and “mobile indentities” (Craik, 2009). 

 

Outsourcing Strategy 

There is much debate in management literature defining outsourcing (Gilley and 

Rasheed, 2000). Some definitions relate to sourcing activities that were 

previously conducted in-house. Lei and Hitt (1995) define outsourcing as 

“reliance on external sources for manufacturing components and other value-

adding activities”. Some focus on international sourcing of components, sub-

systems and completed products (Bettis et al., 1992; Feenstra and Hanson, 

1996). Perry (1997) focused on employment, defining outsourcing as: “another 

firm’s employees carrying out tasks previously performed by one’s own 

employees”. Sharpe (1997) defined outsourcing as turning over to a supplier 

those activities outside the organization’s chosen core competencies. Deavers 

(1997) observes “outsourcing is used to describe many different kinds of 

corporate action: all sub-contracting relationships between firms, all foreign 

production by US firms, hiring of workers in non-traditional jobs such as 

contract workers, and temporary and part-time workers, etc.” – a rare reference 

to the sector and national level perspectives. Gilley and Rasheed (2000) provide 

clarification for the definitional confusion, positioning outsourcing as procuring 

something that was either originally sourced internally (i.e. vertical 

disintegration) or could have been sourced internally notwithstanding the 

decision to go outside (i.e. make or buy). This includes arrangements and 

concepts which have been termed: – internal vs external sourcing (Scheuing, 
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1989); strategic make-or-outsource decisions (Virolainen, 1998); contracting 

out (Gustafsson, 1995); contractorisation (Hood, 1997); sub-contracting, 

purchasing, privatisation (Seidenstat, 1996); compulsory competitive tendering, 

market testing, liberalisation (Beaumont, 1991); and make or buy and focus 

(Knight and Harland, 2000). We use this broad definition to treat outsourcing 

in a more strategic, holistic way than previous publications. 

 

Outsourcing in a small sized company 

Outsourcing is a vital process for a small sized company, or so are the thesis 

author’s thoughts coming from analysis of the subject and personal experience. 

Since most of the time the company, no matter from which area of expertise, 

gets a project that requires more elements and specialisations than the 

employees of the company have or can have, so for it to be competitive on the 

market outsourcing is needed, most of the time outsourcing of accounting is 

also used. It then provides the company with an opportunity to hire an employee 

of another company to do the workload that the small company is not able to 

do. That is, the mostly used type of outsourcing in small sized companies, is 

human resources outsourcing. Instead of hiring an employee, a specialist that 

will be needed probably only few times during a year, to whom we would need 

to pay monthly wages plus all the taxes, it is more efficient to use outsourced 

employees for those few times that we actually require their skills. (Power, 

Desouza, and Bonifazi, 2006) It is understood from reference material that this 

improves greatly the profitability of the company and lessens the burden on 

employer who would need to pay the employee for unused work time. In other 

words the costs of the company will be reduced by the reduction of salary and 

human resources costs that would exist when a specialist employee is hired. 

Also the quality of service or product will improve greatly due to higher 

experience and specialized skills of the subject that the projects are outsourced 

to (Kuźma, 2005). Though, the lead times might be lengthened, in the long run 

the company performance will improve which will also improve the 

profitability because improved performance stands for better customer 

satisfaction, bigger projects done by the company, more projects done by the 

company and more diversification in the area of expertise of the company. This 

subject of profitability of small sized company due to outsourcing will be 
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explained in more detail in the practical section, especially in the exemplary 

company section, of this thesis. To be truthful part of this theory as well as the 

following medium sized company theory for outsourcing is based, as well, on 

the meetings that were done with people that created the outsourcing network 

which will be mentioned further on. (Kopczyński, 2010.;Power et al. 2006,; 

Outsourcing, 2000); 

 

Creativity  

Research about creativity generally comes from three fields: business, 

education, and philosophy. Philosopher Jean-Paul Sartre (1940) approaches the 

imaginary from an existentialist perspective. His discussion of the 

“consciousness of imitation (Sartre, 1940)” is quite relevant to the process of 

creativity in fashion design, where “the sign consciousness serves to motivate 

the image consciousness  at the same time, a functional transformation of the 

perceived object, which passes from the state of signifying matter to the state of 

representative matter” (Sartre, 2004). Sartre continues to discuss ways in which 

the non-real influences our perception and therefore the reality that we 

recognize, describe and create. Sartre developed a “phenomenological 

psychology of the imagination” in which the creative process passes through 

four stages: Consciousness, Quasiobservation, Post the object as nothingness, 

and spontaneity (Sartre, 2004). Ambrose, Cohen and Tannenbaum (2003) 

describe a similar progression in the creative process: (1) broad, comprehensive, 

open and purposeful, selective perception; (2) analyzing and synthesizing; (3) 

logical combining and free associative thinking; (4) a broad general knowledge 

base and topic specific knowledge; (5) ‘pieces of reality’ and imagined 

elements.(Ambrose et. al., 2003). Creativity in design has been described as 

flowing through the following steps: “(1) Inspiration; (2) Identification; (3) 

Conceptualization; (4) Exploration/Refinement; (5) Definition/Modeling; (6) 

Communication; (7) Production. (Aspelund, 2006). Fiore, Kimle and Moreno 

(1996) completed a review of aesthetic literature and reported their findings by 

grouping them in components for the design process: (1) the logical mental 

component; (2) the unconscious mental component (3) the sensual component; 

(4) the emotional component; and the (5) spiritual component. Labat and 

Sokolowski (1999) describe a 3-stage design process comprised of the 
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following stages: (1) Problem definition and research; (2) Creative Exploration; 

(3) Implementation Lamb and Kallal (1992) developed an apparel design 

framework that includes these steps: (1) Problem Identification; (2) Preliminary 

ideas; (3) Design refinement; (4) Prototype development; (5) Evaluation; and 

(6) Implementation. 

In Linda Melrose’s phenomenological study of the creative process (1989), she 

conducted long interviews with “individuals who are described by their peers 

as exhibiting exceptional creativity” (Melrose, 1989). In addition to addressing 

typical areas related to creativity that involve the creative process, she explored 

many personal psychological factors, such as childhood experiences, life issues, 

and self-perceptions and examined ways they influenced the individual’s 

creativity. Frequently cited in texts that discuss creativity is Howard Gartner’s 

(1993) work, Creating Minds, which began by discussing approaches to 

creativity, then continued to explore the lives, work, and minds of some of the 

most creative people in the last century and a half, such as Gandhi, Freud, 

Stravinsky and Martha Graham. He then analyzed his findings and pondered 

the evolution of creativity and creative education into the 21st century. 

  

Creative Industries 

For several years, the creative industry has been attracting attention in the field 

of economics, culture and politics. It is a dynamically developing economic 

sector, for instance in Germany it grows three times faster than the whole 

economy and reaches a maximum number of entrepreneurs. This positive 

development is created by plenty of small companies, self-employed people and 

freelancers. Jackson and Shaw (2006). Many countries in the EU experience an 

economic growth of the creative industries. Often these are newly established 

or relatively young companies. Gruner, Kleine and Puchta (2009). Creative 

industry is often used synonymous to culture industry and can be described as 

follows: A company is in the creative sector if it creates, distributes or conveys 

a creative product. Gruner et.al (2009). The EU defines it as “the arts, media 

and heritage with all connected professional activities in public or private 

organizations, including those in neighboring fields such as design”. It brings 

“together a diverse collection of business disciplines that have both a cultural 

and economic impact on European life. 
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Advertising and public relations, architecture and web and graphic design sit 

beside the performing arts, publishing and software development. The sector 

also covers music, arts and antiques, crafts and fashion design, as well as film, 

TV and radio production.” Creativity is of course important in every 

economically field but in the creative sector it is essential and decisive. 

The creative industry is characterized by two aspects regarding its contribution 

to the economy. Firstly, the creative sector is knowledge intensive, that means 

a specific talent or a high qualification is required. Secondly, it is work 

intensive, which means the sector depends less on capital or technology 

investments. As a result a high number of workplaces can be created within a 

short time. The design sector as a whole is among the most important sub-

segments of the creative industry, because of its dynamics of growth and 

quantitative size     

 

Entrepreneurship 

The concept of entrepreneurship has been widely discussed in management and 

economics literature and results in a vast amount of variant definitions 

.Wickham (2001) A universal conceptual framework or generally accepted 

definition does not exist. An approach to capture the most significant 

characteristics of an entrepreneur is provided by Wickham (2001), who defined 

entrepreneurship as “a style of management” and entrepreneurs as a “distinction 

between the entrepreneur as a performer of managerial tasks, as an agent of 

economic change and as a personality”. In entrepreneurial research 

entrepreneurs are defined as market entrants or young firms that have recently 

entered the market.( Praag and Versloot 2007). The entrepreneur identifies a 

business idea and creates a new venture. Being an entrepreneur is complex, 

demanding and requires knowledge, intuition and skill. Since there are 

individual differences between entrepreneurs, there are various intentions, 

approaches and goals towards a company foundation. The entrepreneur sets up 

a business to generate value, whether value can mean a financial, social or 

emotional outcome.  There is a whole complex of factors that influence the start 

of a new venture. On the one hand, there are personal factors of an entrepreneur 

like the individual background and attitude. On the other hand, there are 

external factors such as the socio-cultural, environmental, political and 
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economic variables. According to OECD-Eurostat: “Entrepreneurship is even 

higher on the policy agenda today than in the past, as governments look for 

remedies and ways out of the economic crisis.”  Entrepreneurs contribute to 

society in different ways for instance as creators of jobs and as a stimulator of 

economic growth. Davidsson (2006). The process of innovation and 

entrepreneurship are closely connected. Several studies relate innovation and 

sustained economic growth to entrepreneurship (Zhao 2005; Praag et al 2007). 

This is not only enhancing the dynamic of the economy but also creating new 

value. Wickham (2001). For these reasons the society needs to encourage the 

constant emergence of entrepreneurs. However, creating a long-lasting and 

sustainable business venture is the exception rather than the rule. According to 

a study done by the U.S. Small Business Association in 2008, across all industry 

sectors seven out of ten small business start-ups survive the first two years and 

about half make it to five years. Due to the economic crisis, the number has 

probably to be reviewed and readjusted.  

 

Entrepreneurship in the Fashion Industry 

As Renzo Rosso, creator of Diesel, stated: “Fashion is inspiration, creativity and 

intuition. But it is also organization, strategy and management. These two 

apparently contrasting sets of elements have to come together to ensure the 

success of a business idea.” Saviolo and Testa (2002). Like in any other 

industry, entrepreneurship in the fashion industry combines the creation and 

management of a venture with the specific aspects of the industry, in this case 

fashion. As mentioned above, entrepreneurs make a relevant contribution to the 

economic growth and the dynamics of the economy. (Davidsson 2006; Zhao 

2005; Praag et al 2007). It is significant to look at the concentration ratios of 

big players and small companies of the apparel industry, in order to analyze the 

economic impact of small actors in the fashion business. Especially the fashion 

industry is dominated by small businesses. In the UK, for instance, the top 15 

businesses generate 25% of the outcome as a percentage of the total. Compared 

to the number of other industries like the dairy industry, where the top 15 

businesses generate 57% of the total outcome or the pharmaceutical industry, 

here the top 15 businesses gain 74% of the total outcome. It is visible that the 

apparel industry consists of many small firms that contribute to the industry 
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output. Consequently the small actors of the fashion industry hold relevance in 

terms of their economic power and dominate the fashion business landscape. 

This is not only true for the UK but also for many other countries. In Germany 

micro businesses in the design industry generate 75% of the total business 

volume. The European Enterprise and Industry Commission defines micro 

businesses as companies, which employ fewer than ten persons and whose 

annual turnover is under 2 million euro. Additionally to the economic relevance, 

the cultural contribution to society of the fashion industry has to be considered. 

The economical performance has to be enlarged by the “cultural rate of return”. 

It is the cultural revenue companies create, which stands in contrast to the 

economical revenue. Fashion as a part of people’s social life and as an object of 

cultural value accounts for the well-being of people and serves at the same time 

the basic need to wear clothes. Fashion is embedded in people’s minds in their 

leisure and working time as a way to express identity. 

Innovation is a main factor in the scope of entrepreneurship and is first and 

foremost important for the fashion industry with its complex economic, cultural 

and aesthetic dimensions. Fashion design entrepreneurs innovate inside these 

dimensions with creativity and constant change. As Dickerson (2003) stated to 

the point: “The constant in fashion is change”. According to Schumpeter (1934) 

innovation is hard to copy and Drucker (1985) pointed out that there is the need 

for continuous innovation. Both statements are true for fashion entrepreneurs 

who must be continuously innovative in their sphere of activity; fashion can be 

copied but not innovation. A fashion design entrepreneur is the key person that 

manages the entrepreneurial process and sets up a business to integrate their 

design ideas into the marketplace. Burke (2008). The fashion design branch as 

a part of the creative sector consists of a high number of individuals, who set-

up a micro business or who are self-employed. 80 per cent of creative 

entrepreneurs are in this category with no ambitions for further growth. 

Leadbeater et al (2005) further pointed out that many want to stay small, 

because they want to maintain their independence and the focus on creativity. 

Therefore the creative sector has rather a small-scale nature. The total number 

of self-employed people in Germany is ten per cent, whereas in the field of 

design are 50% self-employed. However, a sizable number of fashion design 

companies, confronted with various challenges and obstacles, struggle on their 



104  africascholarpublications@gmail.com                                                                               

 2019 

 
 

way to start a business. Only five per cent of around 2.000 fashion design 

graduates, who leave the approximately 85 German fashion schools year after 

year, are successful in creating an own business. Only a few fashion 

entrepreneurs are capable of making it through the first years and many do not 

succeed in reaching a stage of retention. In this context retention can be 

specified as gaining a sustainable position in the fashion business. A sustained 

and lasting position of a company may be achieved by a structured venture 

launch, which implies a goal-orientated and prosperous company foundation. 

 

A Dual Reality: Creativity and Entrepreneurship 

Although fashion is part of the creative industries, it is also part of the garment 

industry and this often poses the question of the cultural recognition of the 

creative designer status. Indeed, that just as for architecture (Throsby, 2001, 

2008), fashion design is not pure art, it responds to the values of utility as in the 

case of Decorative Arts (Becker, 2010). It is clear that the social construction 

of a history of fashion and the recognition of fashion designers seem to face 

some difficulties. While the present political discourse invites us to invest the 

Creative economy, our research led to observe discrepancies between the 

designers’ professional reality and the recognition and valuation of their 

creativity. Indeed, the entrepreneurial dimension of their activity poses question 

to the artistic dimension, and both sometimes come into conflict. 

The entrepreneurial dimension can support the creative aspect, but it is not 

always the case. Our observation of the activity of designers leads to the 

conclusion that there are some weaknesses and conflicts revealing a somewhat 

fragmented environment in fashion design (Tremblay, 2013). 

The industrial and cultural recognition of the trade seems to confront two 

distinct visions: one favors successful business models, based on financial 

success and a good productive organization (which can include manufacturing 

abroad in some cases), while the second vision promotes original creative 

models of fashion design, which can be supported by creative clusters and 

networks. Those are two very distinct visions. In addition to maintaining a 

creative dimension in their work, designers are thus caught between two 

requirements to develop their reputation. Even if a creative, artistic 

achievement, can lead them to be references to the fashion circle, they cannot 



105  africascholarpublications@gmail.com                                                                               

 2019 

 
 

neglect the entrepreneurial and financial dimension. Only the creative elite, a 

very select creative group, can pretend to neglect the entrepreneurial and 

financial dimension, and in fact, financial success usually comes their way even 

if they do not concentrate on achieving financial success. We can say that the 

media and media networks are often the engines for the first access to 

reputation. Regarding the emerging designers, networks and cooperation are 

equally important, but we found that they were sometimes unclear and 

insufficient. The emerging designers often have to rely on the cooperation and 

support of informal networks (eg.. Love money, family, friends...). Even the 

designers that we have qualified as comets and innovators, who have an 

important success in media networks, find very few structures that can assist 

them in consolidating their business, apart from specific aid such as 

scholarships or contests. While media networks provide reputation and 

influence in the world of fashion, or "success in the glamorous" (ED1), 

according to some, the commercial or entrepreneurial success which often 

follows can sometimes be an obstacle to creativity, the industrial world 

operating on the basis of a system of values very distinct from that of the 

"inspired city" (Boltanski and Thévenot, 1987) of the world of fashion. 

 

Technology 

Discussion of technology and fashion centers around these themes: apparel 

development and assembly, the interactive in-store experience (Zargani, 2007), 

supply-chain efficiency, mass-customization, and e-commerce. A search on 

April 10, 2007 of the archives (from 1994 to present) of the benchmark US 

apparel industry trade publication Women’s Wear Daily using the keywords 

“design technology” rendered 21,126 results. An order to gain a sense of 

relatively recent interest on the topic, a search of the WWD archives with the 

term creativity restricting the results to the last five years (2003-2007), lent 677 

results. Interestingly enough, the first four articles, when sorted for relevance, 

were from France, Japan, and Spain, respectively, revealing a need to explore 

this topic from a North American perspective. 

 

Innovation 

Innovation is a main factor in the scope of entrepreneurship and is first and 

foremost important for the fashion industry with its complex economic, cultural 

and aesthetic dimensions. Fashion design entrepreneurs innovate inside these 
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dimensions with creativity and constant change. As Dickerson (2003) stated to 

the point: “The constant in fashion is change.” According to need for continuous 

innovation. Both statements are true for fashion entrepreneurs who must be 

continuously innovative in their sphere of activity; fashion can be copied but 

not innovation. A fashion design entrepreneur is the key person that manages 

the entrepreneurial process and sets up a business to integrate their design ideas 

into the marketplace. 

 

Culture 

Culture is deemed to be a crucial basis for innovation in various respects. 

Culture is learned most intensively in the early years of life and has a continuing 

impact on every person’s mind throughout life. An understanding of our culture 

helps us predict the behavior of typical members of the culture in normal 

situations. Culture could explain some unquantifiable and intangible factors in 

which all societies are governed, but which are often regarded as “natural” or 

“normal” and very many definitions exist in order to determine the bounds of 

this phenomenon. Culture has a twofold function- on one hand, it holds society 

together and on the other hand, it holds society together. Culture assists an 

individual in decision making, development and other important spheres. It 

appear, however, that researchers tend to only agree on two basic issues: 

1. That culture affects peoples’ mind. 

2. That there are many different aspects of this phenomenon. 

 

As Aycan (2000) has put it, the real issue is not whether but to what extent and 

in what way culture influences individual and group phenomena in 

organizations. Most definitions of culture currently used in the social sciences 

are modifications of Taylor’s delineation of the concept as “that complex whole 

which includes knowledge, belief, art, morals, law, customs, and any other 

capabilities and habits acquired by man as a member of a society” (see Buono 

et al., 1985). Leontiev (2006) exemplifies that “expressed metamophorically, 

culture is a type of indicator of the optimal way of acting in the world , and an 

indicator of the boundaries that influence the selection of experience in this 

optimal way”. Optimum implies that culture involves approved standards as 
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well as deviations from those norms or innovations recognized by individual 

and society.   

 

Fashion and Behavior 

Damhorst (1990) identified the usefulness of assessing the progress of a field of 

study to plan future directions and facilitate theory building. Researchers 

interested in social psychological aspects of dress have published articles that 

analyzed research in the field (Damhorst, 1990, 1991; Davis, 1984; Hutton, 

1984; Kummen and Brown, 1985; Lennon and Davis, 1989a, 1989b). In these 

reviews, the literature reviewed primarily focused on dress and its effect on 

impression formation or person perception. These authors did not typically 

include studies that addressed the actual behavior of wearers or observers 

evoked by dress, or If they did, there was no analysis of this literature (e.g., 

Kummen & Brown, 1985). Rather, what was reported was a summary of 

research findings. Research exists demonstrating that dress affects behavioral 

responses. In these studies researchers typically manipulate the dress of an 

individual and measure the behavior or behaviors evoked in others. For 

example, Nash (1977) documented that dress influences subsequent human 

behaviors. Observing runners’ interactions, he noted that runners had a well-

developed language of clothes and body movement that resulted in a judgment 

concerning how to behave toward that runner (e.g., pass by, or converse with). 

When two runners dressed alike they engaged in an extended conversation as 

opposed to a short nonverbal greeting that occurred among runners that dressed 

differently from each other. In other research, dress has been found to affect 

donations (Chaiken, Derlega, Yoder, and Phillips, 1994) and petition signing 

(Bryant, 1992; Chaiken et al., 1994). Experimenters who are formally dressed 

(e.g., suits) have their personal space invaded less (Fortenberry, MacLean, 

Morris, and O’Connell, 2001) than those who are casually dressed (e.g., jeans, 

T-shirts, sneakers). Geffner and Gross (1996) found experimenters were obeyed 

significantly more often when wearing a uniform than when not wearing a 

uniform. Bickman (1990) also found that when dressed in a guard’s uniform, 

an experimenter influenced behavior of bystanders more than when dressed in 

conventional clothing. 
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Research Methodology 

This study was be conducted in Odeda local government in   Abeokuta. The 

research study was a descriptive survey study. At least 200 small fashion houses 

in Camp and other areas in Abeokuta, The estimated population of the study 

area was  200. The method of collecting data was  quantitative research  through 

the use of a purposive questionnaire. In analysing the data, descriptive statistics 

ws adopted  to present the personal profile of the respondent’s characteristics 

(frequency percentage tables, mean and standard deviation).inferential statistics 

(multiple regression, Poisson moment correlation) will be used to test the 

research hypotheses. 

 

Data Analysis 

A total of 133 well-structured questionnaires was distributed among the 

respondents, out of which one hundred and twenty two (122) were properly 

filled and returned. Given this, it implies that approximately 91% of the 

administered questionnaires were retrieved. The tabular presentation of the 

questionnaire response rate analysis is given below: 

 

Table 1 Analysis of Response rate 

Questionnaires Respondents Percent (%) 

Returned         122        91% 

Not returned         11        9% 

Total        133                    100% 

Source: Field Survey, 2019 

. 

Table.2    Analysis of respondents demographics 

SECTION A       Categories Frequency Percentage Valid 

percentage 

Cumulative 

percentage 

Mean 

Gender Male 

Valid Female 

Total 

53 

69 

122 

43.4 

56.6 

100.0 

43.4 

56.6 

100.0 

43.4 

100.0 

1.57 

Marital Status Single 

Married Valid   

Divorced 

84 

32 

2 

68.9 

26.2 

1.6 

68.9 

26.2 

1.6 

68.9 

95.1 

96.7 

1.39 
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Others 

Total                       

4 

122 

3.3 

100.0 

3.3 

100.0 

 

100.0 

Business 

Experience 

1-5years 

6-10years 

Valid   11-15yrs 

Above15yrs 

Total 

70 

44 

5 

2 

121 

57.4 

36.1 

4.1 

1.6 

99.2 

57.9 

36.4 

4.1 

1.7 

100.0 

57.9 

94.1 

96.3 

 

100.0 

1.50 

Age of the 

respondents 

Below 25 

26-46 

Valid   46-55 

56 & above 

Total 

52 

52 

16 

2 

122 

42.6 

42.6 

13.1 

1.6 

100.0 

42.6 

42.6 

13.1 

1.6 

100.0 

42.6 

85.2 

98.4 

 

100.0 

1.74 

Education 

Qualification 

SSCE 

HND/BSC 

ValidMSC/MBA 

Others 

Total 

47 

52 

9 

14 

122 

38.5 

42.6 

7.4 

11.5 

100.0 

38.5 

42.6 

7.4 

11.5 

100.0 

38.5 

81.1 

88.5 

 

100.0 

1.91 

Source: Field Survey, 2019 

 

The gender of the respondents of this research in Odeda local government, Ogun 

state which shows that 53(43.4%) of the respondents were male and 69(56.6%) 

were female. This suggests that the largest number of the respondents were 

female which corresponds with the findings of Melrose (1989) that female 

mostly dominates the fashion design industry. The respondent of this research 

marital status in Odeda local government, Ogun state was shown to 84(68.9%) 

were single, 32(26.2%) were married people and 2(1.6%) were divorced as 

supported by McCracken (1986). The work experience of the respondents are 

shown that 70 people (57.4%) are within 1-5 years, 44 people (36.1%) is within 

6-10 years,5 people (4.1%) is within 11-15 years, 5 people (1.6%) is within 15 

years above. This suggests that the largest number of respondents work 

experience fall within the range of 1-5 years. This suggests that the largest 

number of the respondents work experience fall within the range of 1-5years as 

explained by Vargras and Tian (2013).   Age categories of the respondents are 

shown that 52 people (42.6%) of the respondents were below 25 years, 52 
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people (42.6) were between 26-45 years, 16 people (13.1%) were 46-55, 2 

people (1.6%) was 56 and above. This suggests that the largest number of 

respondents are people below 25 years old and 26-45 years old. This go along 

with the research of Craik (2009) that more of middle age are into 

entrepreneurship. Clarifications of respondents based on educational 

qualification. It shows that 47 people (38.5%) of the respondents were SSCE 

holders, 52 people (42.6%) were HND/BSC holders, 9 people (7.4%) were 

MSC/MBA holders, 14 people (11.5) were others. This shows that the largest 

number of the respondents are formally educated which goes in line with 

Mondy (2013). 

Examining the respondents based on identity is conveyed through fashion, 

clothing and style. 33(27%) Strongly Agreed, 60(49.2%) Agreed, 20(16.4%) 

Fairly Agreed, 6(4.9%) Fairly Disagreed, 2(1.6%) Disagreed, 1(0.8%) Strongly 

Disagree. This implies that majority of the respondent  agreed that identity is 

conveyed through fashion, clothing and style as explained by McCracken 

(1986). Examining the respondent response concerning fashion identity can be 

used to justify peoples behavioral responses. 38(31.1%) Strongly Agreed, 

47(38.5%) Agreed, 23(18.9%) Fairly Agreed, 8(6.6%) Fairly Disagreed, 

5(4.1%) Disagreed and 1(0.8%) Strongly Disagreed. This implies that majority 

of the respondents agreed that fashion identity can be used to justify people’s 

behavioral responses as regards the work of Craik (2004). Examining the 

respondent response on uniform people are obeyed significantly more often 

when wearing uniform than when not wearing uniform. 54(44.3%) Strongly 

Agreed, 46(37.7%) Agreed, 18(14.8%) Fairly Agreed, 2(1.6%) Fairly 

Disagreed, 2(1.6%) Disagreed. The majority of the respondent strongly agreed 

that uniform people are obeyed significantly more often when wearing uniform 

than when not as regards the work of Geffner and Gross, (1996). Enumerating 

the respondent decision based on people who dress formally have their personal 

space less invaded than people who dress casually. 35(28.7%) Strongly Agreed, 

51(41.8%) Agreed, 18(14.8%) Fairly Agreed, 6(4.9%) Fairly Disagreed, 

9(7.4%) Disagreed, 3(2.5%) Strongly Disagreed. Thus, it is concluded that 

people who dress formally have their space less invaded than people who dress 

casually since the majority of the respondent agreed. Fortenberry et al, 2001. 

Clarifying the respondent opinion on uniform people influence the behavior of 
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bystanders more than when dressed in conventional clothing. 38(31.1%) 

Strongly Agreed, 48(39.3%) Agreed, 25(20.5%) Fairly Agree, 9(7.4%) Fairly  

Disagreed, 1(0.8%) Disagreed, 1(0.8%) Strongly Disagreed. The majority of 

the respondent agreed that uniform people influence the behavior of bystander 

more than when dressed in conventional clothing as described by Bickman 

(1990). Examining the respondent opinion on fashion influences the subsequent 

behavior of people to you. 41(33.6%) Strongly Agreed, 52(42.6%) Agreed, 

20(16.4%) Fairly Agreed, 7(5.7%) Fairly Disagreed, 2(1.6%) Disagreed. The 

majority of the respondent agreed that fashion influences the subsequent 

behavior of people to you as explained by Nash, 1977. 

Revealing the respondent opinion based on if fashion affects behavioral 

responses. 28(23%) Strongly Agreed, 62(50.8%) Agreed, 22(18%) Fairly 

Agree, 5(4.1%) Fairly Disagreed, 3(2.5%) Disagreed. 2(1.6%) Strongly 

Disagreed. Thus, it is concluded based on the respondent majority response, 

which seems agree that fashion affects behavioral responses.  

Enumerating the respondent opinion based on fashion can generate changing 

power balances, identity and behavior between regions, countries, groups or 

religion. 46(37.7%) Strongly Agreed, 45(36.9%) Agreed, 23(18.9%) Fairly 

Agreed, 2(1.6%) Fairly Disagree, 5(4.1%) Disagreed, 1(0.8%) Strongly 

Disagreed. The majority of the respondent agreed and strongly agreed that 

fashion can generate changing power balances, identity and behavior between 

regions, countries, groups or religion. Revealing the respondent opinion based 

on if the dress sense of an individual measures his behavior or the behavior 

evoked in others.. 40(32.8%) Strongly Agreed, 53(43.8%) Agreed, 21(17.2%) 

Fairly Agreed, 6(4.9%) Fairly Disagreed, 1(0.8%) Disagreed and 1(0.8%) 

Strongly Disagree. This implies that the majority of the respondent agreed that 

the dress sense of an individual measures his behavior or the behavior evoked 

in others. Kummen and Brown, 1985.            

 

Test of Hypothesis 

Linear Regression and Correlation analysis was used to test the research 

hypotheses and analyze the dependent and independent variables.  

 

Hypothesis 1: There is no significant relationship between fashion and culture. 
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Table 3a Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .517a .267 .261 .41021 

a. Predictors: (Constant), Culture 

 

Table 3b   ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 7.362 1 7.362 43.751 .000b 

Residual 20.193 120 .168   

Total 27.555 121    

a. Dependent Variable: Fashion 

b. Predictors: (Constant), Culture 

 

The The result from the model summary table revealed that the extent to which 

the variance, culture can have effect on culture is 43.8% (R Square = 0.267) The 

ANOVA table shows the Fcal 43.751 at 0.00 significant level. The table shows 

that there is a significant relationship between fashion and culture in 

organizations located in the Odeda local government, Abeokuta Ogun State. 

 

Table 4a Model Summary of relationship between identity and behavior 

Hypothesis 2: There is no significant relationship between Identity and 

Behavior 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .977 .139  7.013 .000 

Culture .460 .069 .517 6.614 .000 

a. Dependent Variable: Fashion 

 

The coefficient table above shows that the simple model that expresses how 

there is a significant relationship between fashion and culture in Odeda LGA, 

Abeokuta, Ogun State. The model is shown mathematically as follows: 

Y=a+bX where y is fashion designing and x is outsourcing strategy, a is a 
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constant factor and b is the value of coefficient. From this table therefore, 

outsourcing strategy= 0.977 + 0.460 fashion designing. Therefore, a unit 

increase in outsourcing strategy will lead to 0.460 increase in fashion designing. 

The above result implies that there is a significant relationship between fashion 

and culture in fashion design businesses in Odeda LGA, Ogun State i.e. since 

our P value (0.000) is less than 0.05. Thus, the decision would be to reject null 

hypothesis (Ho) and accept alternative hypothesis (H1), i.e. there is a significant 

relationship between fashion and culture to firms in Odeda L.G.A, Ogun State. 

 

Table 4b     Correlations 

 Identity Behaviour 

Identity Pearson Correlation 1 .251** 

Sig. (2-tailed)  .005 

N 122 122 

Behaviour Pearson Correlation .251** 1 

Sig. (2-tailed) .005  

N 122 122 

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

Source: field survey, 2018 

a. Dependent  Variable: Identity 

b. Predictors: (Constant),  Behavior 

 

Table 7b above presents the output of the Pearson correlation matrix which 

shows the level of interrelationships among the study variables as regards 

Identity and Behavior. From the study conducted, capital is positively correlated 

with product innovation with a strong positive correlation coefficient of 0.251 

which is significant at 0.00<0.01.  

Based on the generated outcome, the above result implies that an increased level 

of Identity lead to increased behavior. That is, since our R-value is positive with 

a significant value is less than 0.01, the decision would be to reject null 

hypothesis (Ho) and accept alternative hypothesis (H1). This means, there is a 

significant relationship between Identity and Behavior in customers of fashion 

businesses located in Odeda local government, Abeokuta, Ogun state. 
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Table 5a  Model Summary of effect of quality education on creativity 

Hypothesis 3: There exist no significance between quality education and 

creativity 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .318a .101 .094 .73127 

a. Predictors: (Constant), Quality Education 

 

Table 5b           ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 7.209 1 7.209 13.481 .000b 

Residual 64.171 120 .535   

Total 71.380 121    

a. Dependent Variable: Creativity 

b. Predictors: (Constant), Quality Education  

 

The result from the model summary table revealed that the extent to which the 

variance, quality education can improve creativity is 13.5% (R Square = 0.101) 

The ANOVA table shows the Fcal 13.481 at 0.00 significant level. The figure 

shows that there is an important relationship creativity and quality education in  

fashion organizations located in the Odeda local government, Abeokuta Ogun 

state. 

 

Table 5c    Coefficientsa 

a. Dependent Variable: Creativity 

 

The coefficient table above shows that the simple model that expresses how 

there is a significant relationship between creativity and quality education 

organization in Odeda LGA, Abeokuta, Ogun State. The model is shown 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 1.556 .214  7.283 .000 

Quality Education .315 .086 .318 3.672 .000 
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mathematically as follows: Y=a+bX where y is quality education and x is 

creativity, a is a constant factor and b is the value of coefficient. From this table 

therefore, quality education= 1.556 + 0.315 creativity. Therefore, a unit increase 

in quality education will lead to 0.315  increase in creativity. 

The above result implies that there is a significant relationship between 

creativity and quality education in  fashion organization in Odeda LGA, Ogun 

State i.e. since our P value (0.000) is less than 0.05. Thus, the decision would 

be to reject null hypothesis (Ho) and accept alternative hypothesis (H1), i.e. 

there is a significant relationship between creativity and quality education to 

firms in Odeda LGA, Ogun State. 

 

Table 6a Model Summary of relationship between innovation and 

technological innovation. 

Hypothesis 4: There exists no significant relationship between innovation and 

technology. 

 

Table 6b  Correlations              

 Innovation Technological 

Advancement 

Innovation Pearson 

Correlation 

1 .221* 

Sig. (2-tailed)  .015 

N 122 122 

Technological 

Advancement 

Pearson 

Correlation 

.221* 1 

Sig. (2-tailed) .015  

N 122 122 

*. Correlation is significant at the 0.05 level (2-tailed). 

Source: Field survey, 2019 

a. Dependent variable: Technological advancement 

b. Predictors: (Constant), Innovation. 

 

Table 6b above presents the output of the Pearson correlation matrix which 

shows the level of interrelationships among the study variables as regards 
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innovation and technological advancement. From the study conducted, 

innovation is positively correlated with technological advancement with a 

strong positive correlation coefficient of 0.221 which is significant at 

0.00<0.01.  

Based on the generated outcome, the above result implies that an increased level 

of technology lead to increased innovation. That is, since our R-value is positive 

with a significant value is less than 0.01, the decision would be to reject null 

hypothesis (Ho) and accept alternative hypothesis (H1). This means, there is a 

significant relationship between Innovation and Technological advancement 

fashion firms located in Odeda local government, Abeokuta Ogun state. 

 

Empirical  Findings 

These findings were gotten from the data analyzed from the questionnaire and 

were backed up by past findings. 

Hypothesis 1: This reveals that there is a significant relationship between 

fashion and culture of customers of the respondents. Designers explicitly reuse 

features, regarding them as shared cultural property although some are traceable 

to individual designers. The features and emergent perceptual properties that 

are most influential as contributors to new designs are those that are frequent in 

the garments designers see. Through following the same processes of design 

research, which is part of the shared culture of the industry, designers produce 

very similar designs, that share characteristics at the levels of structural features, 

emergent visuospatial properties, and aesthetic effects. This is partly a result of 

fixation and designers possessing very similar mental representations of the 

spaces of possible garments, and partly a result of actively following precedents. 

Thus designs are, to varying degrees, shared cultural property as well as 

individual creations; their collective influence as masses of garments in creating 

fashion is the designs that constitute ‘messages’ act collectively. Hamilton 

(1986) used the cultural materialistic perspective to develop a metatheory for 

cultural analysis that is particularly appropriate for examination of the fashion 

industry.  

Hypothesis 2: This reveals that there is a positive correlation between the 

identity and behavior of customers which is largely considered by the 

respondents. Hamilton’s metatheory (1986) divided culture into three layers, 
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technology, social structure, and ideology, similar to Harris’s structure, 

infrastructure and superstructure. Technology refers to the physical artifacts in 

the culture, social structure to the way groups form to complete the tasks 

necessary for survival, and ideology to the intellectual force behind their 

behavior that defines the paradigm or world view of the members of the culture. 

When change takes place in the technology layer, the effect is easily remarkable 

(Harris, 1968, White, 1975, Hamilton, 1986). Different cultures have their 

peculiarities of which one of them is fashion. A lot of clothing design is 

individual; the design of knitwear is typically done by a team of two, a knitwear 

designer who creates a conceptual design and hands it on to a knitting machine 

technician who creates a detailed design in the form of a program (Eckert 2001). 

But most of the context for this designing – the styles, features and individual 

precedent garments that provide the major building blocks for new designs – is 

created collectively. Not only are the channels through which design ideas are 

exchanged shared, public and impersonal, but combined to form mental 

representations of types of garments and features, and individual garments are 

represented in terms of their similarities and differences from other garments 

and garment categories. 

Hypothesis 3: This reveals the relationship between creativity and quality 

education which states that Research about creativity generally comes from 

three fields: business, education, and philosophy. Philosopher Jean-Paul Sartre 

(1940) approaches the imaginary from an existentialist perspective. His 

discussion of the “consciousness of imitation (Sartre, 1940)” is quite relevant 

to the process of creativity in fashion design, where “the sign consciousness 

serves to motivate the image consciousness  at the same time, a functional 

transformation of the perceived object, which passes from the state of signifying 

matter to the state of representative matter” (Sartre, 2004). For effectiveness 

and efficiency, human resource becomes a key element to properly consider and 

take care of as a result of individual differences, personality, behaviors and 

characteristics. Entrepreneurs are said to be the lifeblood of a business, hence, 

there is the need to equip necessary skills and knowledge to them that are in line 

with the business goals and objectives under the business climate in order for 

them to be well equipped, education and training related to outsourcing 

strategies and operations of the business should be instilled (Cervena, 2011). 
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Hypothesis 4: This shows the relationship between innovation and technology 

which emphasizes on the impact of technology on innovation. Innovation as a 

main factor in the scope of entrepreneurship and is first and foremost important 

for the fashion industry with its complex economic, cultural and aesthetic 

dimensions. Fashion design entrepreneurs innovate inside these dimensions 

with creativity and constant change. As Dickerson (2003) stated to the point: 

“The constant in fashion is change.” Discussion of technology and fashion 

centers around these themes: apparel development and assembly, the interactive 

in-store experience (Zargani, 2007), supply-chain efficiency, mass-

customization, and e-commerce. 

 

Conclusion 

Though many strategies are used for designing by fashion designers but 

embroidery remains the most extensively used and the most popular in the 

fashion industry. Embroidery is the craft of decorating fabric or other materials 

using a needle to apply thread or yarn .Embroidery may also incorporate other 

materials such as pearls , beads , quills, and sequins . In modern days, 

embroidery is usually seen on caps, hats, coats, blankets, dress shirts, denim, 

dresses, stockings, and golf shirts. Embroidery is available with a wide variety 

of thread or yarn color. Some of the basic techniques or stitches of the earliest 

embroidery are chain stitch , buttonhole or blanket stitch , running stitch , satin 

stitch , cross stitch . Those stitches remain the fundamental techniques of hand 

embroidery today.   Fashion design industries in Abeokuta operate as 

cottage/micro-scale enterprises. Fashion designers engage in productive 

ventures which contribute to economic growth. Fashion designing activities 

empower the practitioners economically and enable them to contribute to the 

local economy in job creation and social activities. The process used to tailor, 

patch, mend and reinforce cloth fostered the development of sewing techniques, 

and the decorative possibilities of sewing led to the art of embroidery. 

 

Recommendations 

Following the findings and conclusion, the study made the following 

recommendations: 
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1. Adoption of innovative technology in the activities of fashion designers 

in Abeokuta. This will give the designers the opportunity to carefully and 

fully meet the satisfaction of their customers and give them various 

opportunities of choosing what they want and might lead to growth of 

the business and of the local economy. 

2.  Adequate, functional and durable infrastructural facilities would 

strengthen the economy and activities of fashion design industries. 

Consequently, contractors of infrastructural facilities who do not comply 

with technical specifications should face legal action because a lot of 

money is invested in these projects for the benefit of Nigerians and 

economic growth of the nation. 

3.  Government should encourage the local fashion designers by using 

motivation methods to encourage their work. Fashion designed work 

could be traded in international markets and for tourism purposes. This 

will also sustain the cultural role of this local fashion designing and 

social sector of Nigerian economy. 

4. Local fashion designers should make it a point of importance to consider 

the culture, identity and behaviors of their various customers so as to be 

able to satisfy their fashion demands in the services rendered to them for 

utmost customers satisfaction. 
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