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Abstract
Small and medium-sized enterprises (SMEs) play a crucial role in economic development and inclusive society, hence, understanding the factors that influence customer perspective is essential for their growth and sustainability. The current study examined the effect of motivation propensity, opportunity pursui and business reputation on customer perspective of SMEs. A cross-sectional survey design was employed, and data were collected from 343 owners-managers of SMEs in Lagos State. Multiple regression analysis was used to analyze the data. The results showed that business reputation had a significant positive effect on customer perspective, and motivation propensity  partially influenced this relationship. These findings suggest that SMEs should focus on fostering a culture of motivation and building a strong business reputation to enhance customer perspective and ultimately, their overall performance. Conclusion and recommendations for SME owners, managers, and policy-makers are discussed.
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Introduction
Small and medium-sized enterprises (SMEs) play a crucial role in the economic development of many countries, including Nigeria (Olafenwa et al., 2024; Pedraza, 2021). These businesses contribute significantly to employment generation, innovation, and the overall growth of the national economy (Rosyidiana et al., 2022; World Bank Group, 2019). In the Nigerian context, SMEs account for a substantial portion of the country's gross domestic product and are recognized as the backbone of the private sector (Umar et al., 2020). However, the success and sustainability of SMEs are largely dependent on their ability to attract and retain a loyal customer base, which is influenced by various factors (SME, 2024).

One crucial factor that has been identified in the literature of SMEs business growth is the motivation propensity of SMEs owners and employees (Ncube & Zondo, 2023). Motivation propensity, which refers to an individual's inclination to be motivated, has been found to have a significant impact on the quality of customer service and, consequently, customer perspective (Hall, 2023). SMEs with a high motivation propensity among their workforce, firms are better equipped to understand and respond to the needs and expectations of their customers, leading to improved customer perspective (Ferrara, 2021).	Comment by BETRAND KING AKONE: Review this statement 

In addition to motivation propensity, the business reputation of SMEs has also been recognized as a crucial factor influencing customer perspective (Mittal et al., 2008). Business reputation encompasses the overall impression and perception of a firm's credibility, reliability, and trustworthiness, which can significantly impact customer's willingness to engage with the business (Nordqvist, 2020). SMEs with a strong, positive business reputation are more likely to attract and retain customers, as customers perceive these firms as reliable and capable of meeting their needs (Melius, 2023). Burlea-Schiopoiu et al. (2021) also established that business reputation significantly positively influence customers' loyalty, word-of-mouth recommendation, adoption of new product/service introductions and willingness to pay premium prices. Hence, a strong business reputation makes customers more tolerant regarding the mistakes of a firm (De Nicola et al., 2023).

While the existing literature has examined the individual effects of motivation propensity and business reputation on customer perspective, there is a paucity of research exploring the interplay between these two factors and their combined influence on customer perspective, particularly in the context of Nigerian SMEs (Akpi et al., 2020). This study aims to address this gap by investigating the effect of motivation propensity and business reputation on customer perspective of SMEs in Nigeria, contributing to a deeper understanding of the factors that drive customer satisfaction and loyalty in this vital sector of the Nigerian economy.

Motivation propensity 
Motivation propensity refers to self-internalization to choose or do something and has been identified as a crucial factor influencing customer perspective in the context of SMEs (Lubis & Huda, 2019). Srimulyani et al. (2023) found that SMEs owners with a high motivation propensity were better able to understand and respond to the needs and expectations of their customers, leading to improved customer perspective. Similarly, D’Souza (2023) observed that SMEs whose employees exhibited strong motivation propensity were more likely to provide superior customer service, which positively impacted customer perspective.	Comment by BETRAND KING AKONE: Needs more clarity on the indicators of Motivation propensity

Business reputation
Business reputation, which is expressed as stakeholder preconceptions about the firm’s capabilities or character (Nardella, 2016), has also been linked to customer perspective in SMEs (Wierzbiński & Potocki, 2013). Melius (2023) found that SMEs with a strong, positive business reputation were more likely to attract and retain customers, as customers perceived these firms as reliable and capable of meeting their needs. Likewise, Goldberg et al. (2003) demonstrated that SMEs that invested in building and maintaining a favourable business reputation were better able to influence customer perspective and consequently, customer loyalty and satisfaction.	Comment by BETRAND KING AKONE: If business reputation is considered a mediating variable, how does it compliment motivation propensity to impact customer perspective.

The extant literature suggests that the relationship between motivation propensity and customer perspective may be influenced by business reputation (Yi, 2023). Hall (2023) proposed that SMEs with a strong business reputation are better able to leverage the motivation propensity of their employees to deliver exceptional customer service and positively influence customer perspective. Ncube and Zondo (2023) further observed that the combination of high motivation propensity and a favourable business reputation among SMEs led to a more profound impact on customer perspective compared to either factor alone.

According to effectuation theory of entrepreneurship, successful entrepreneurs often rely on a logic of "what I can do" rather than "what the market wants" when starting a new venture (Sarasvathy, 2001). This suggests that an entrepreneur's internal motivation and willingness to take action are key drivers of business success and reputation, which then shapes favourable customer perspectives in a mutually reinforcing cycle rather than just responding to external market demands.

Hence, one can theorize that entrepreneurs with a high motivation propensity are more likely to persistently pursue their vision, experiment, and make necessary adjustments to build a successful business (Sarasvathy & Dew, 2005). This proactive, self-directed approach can help the business develop innovative products and services that exceed customer expectations, leading to a positive reputation over time. As the business's reputation grows, customers are more likely to perceive the company as trustworthy, competent, and responsive to their needs (Kraus et al., 2012). This favourable customer perspective then reinforces the business's reputation and encourages repeat purchases and referrals. 

Conversely, businesses led by entrepreneurs with low motivation propensity may struggle to establish a strong, positive reputation, as they are less inclined to go above and beyond to meet customer needs. This can result in more negative customer perceptions and a self-perpetuating cycle of poor reputation and low customer loyalty.

H01: Motivation propensity and business reputation has no significant combined effect on customer perspectives of the selected manufacturing SMEs.

Econometric Model
Variable Identification
Independent Variable
	 	X1 = Motivation Propensity (MP)
		X2 = Business Reputation (BR)		
Dependent Variable
	 	Y = Customer Perspectives (CP)
Variable equations 
 Customer Perspectives (CP) = f(X1,X2)
CP = β0 + β1X1 +  β2 X2  +    μi …………………..equation1
 Functional Relationship 
CP = f(MP, BR) ………………………………...Regression equation1

Estimation Model
CP =  β0 + β1MP + β2BR  + ԑi ------------------------------------Regression equation1

Figure 1 : Independent and dependent variables 
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Customer Perspectives

Customer Perspective (y)



Source: Researcher’s  Model (2024)



Methodology

This study  employed a quantitative research design to investigate the effect of motivation propensity and business reputation on customer perspective in small and medium enterprises (SMEs) in Lagos State, Nigeria. A cross-sectional survey approach was  utilized to collect data from a sample of SMEs owners/managers. The target population was 9,445 owner/managers of manufacturing SMEs engaging in  food and beverages, plastics, rubber, and foam, as well as veterinary and agrochemicals. This list represents 22.5% of the total number of SMEs in Lagos State (SMEDAN, 2021). The sample size for the study was 343 manufacturing SMEs determined by Raosoft sample size calculator. 

Primary data was used for this study and the information was obtained using structured questionnaire. The collected data was analyzed using inferential statistic (multiple regression analysis) on a statistical software package for social sciences, SPSS, and the results were presented in the form of tables and narratives.

Results and Discussions
Table 1 
Summary of Multiple Regression of Motivation Propensity, Business Reputation and Customer Perspective of selected Manufacturing SMEs in Lagos State, Nigeria
	N
	Model
	Β
	Sig.
	T
	ANOVA (Sig.)
	R
	Adjusted R2
	F (2,286)

	





289
	(Constant)
	11.514
	.000
	6.736
	


0.000b
	


0.426a
	


0.167
	


12.532

	
	Business Reputation
	.256
	.001
	3.506
	
	
	
	

	
	Motivation Propensity
	.045
	.322
	.993
	
	
	
	

	
	Predictors: (Constant), Business Reputation, Motivation Propensity

	
	Dependent Variable: Customer Perspective


Source: Researcher’s Computation (2024)	
Interpretation
Table 1 shows the multiple regression analysis results for the combined effect of business reputation and motivation propensity on customer perspective of selected manufacturing SMEs in Lagos state, Nigeria as a case study. The results showed that  business reputation (β = .256, t = 3.506, p<0.05) have positive and significant effect on the customer perspective of selected manufacturing SMEs in Lagos state, Nigeria, the result also showed that  motivation propensity (β = 0.045, t = 0.993, p>0.05) showed positive but insignificant effect on customer perspective of the selected manufacturing SMEs. This implies that business reputation is an important determinant in the workplace which in turn yields an increase in customer perspective.
The R value of 0.426 supports this result and it indicates that business reputation and motivation propensity  have a weak positive relationship with customer perspective of selected manufacturing SMEs in Lagos State, Nigeria. The coefficient of multiple determination Adj R2 = 0.167 indicates that about 16.7% variation that occurs in the increase in customer perspective can be accounted for by business reputation and motivation propensity while the remaining 83.3% changes that occurs is accounted for by other variables not captured in the model. The predictive and prescriptive multiple regression models are thus expressed: 
CP = 11.514 +  0.256BR +  0.045MP  + Ui---Eqn(i) (Predictive Model)
CP = 0.256BR + Ui	---	Eqn(ii) (Prescriptive Model)
The regression model shows that holding business reputation and motivation propensity to a constant zero, increase in customer perspective would be 11.514 which is positive. In the predictive model it is seen that business reputation is positive and significant, however, motivation propensity though positive but insignificant so the management of the company can downplay this variable that is why it is not included in the prescriptive model. The results of the multiple regression analysis as seen in the prescriptive model indicate that when business reputation is improved by one unit, increase in customer perspective would also increase by 0.256 respectively and vice-versa. This implies that an increase in business reputation would lead to an increase in customer perspective of selected manufacturing SMEs in Lagos state, Nigeria. 
Also, the F-statistics (df = 2,286)= 12.532 at p = 0.000 (p<0.05) indicates that the overall model is significant in predicting the combined effect of business reputation and motivation propensity on increase in customer perspective which implies that business reputation and motivation propensity are important determinants of the increase in customer perspective of SMEs in Lagos state, Nigeria. The result suggests that such manufacturing SMEs should pay more attention towards developing the business reputation and motivation propensity to increase the customer view of the manufacturing sector in Lagos state, Nigeria. Therefore, the null hypothesis (H01) which states that business reputation and motivation propensity have no significant effect on customer perspective of the selected manufacturing SMEs in Lagos state, Nigeria is rejected.

Discussion of Findings
The results of the multiple regression for hypothesis one on the effect of business reputation and motivation propensity on customer perspective of the selected manufacturing SMEs in Lagos State, Nigeria (Adj. R2 = 0.167; BR = 0.256, MP = 0.045,  p < 0.05) revealed that business reputation and motivation propensity are significant predictors of customer perspective of the selected manufacturing SMEs in Lagos state. This finding provides conceptual, empirical and theoretical implications.

Conceptually, the study provided a model which showed a relationship between business reputation, motivation propensity and customer perspective. Moreover, , the findings supported the model developed by Almeida and Coelho (2017) who showed a causal relationship linking corporate reputation and customer-based brand equity: a customer perspective", thus, revealing the positive impacts of business reputation on customer satisfaction.

Empirically, the result of this study supported the findings of various scholars on business reputation and motivation propensity and customer perspective such as  Burlea-Schiopoiu and Balan (2021) who showed a positive significant impact of business reputation on customer behaviour dimensions: customers' loyalty, word-of-mouth recommendation, adoption of new product or service introductions and willingness to pay premium prices. Likewise, the findings agree with the view of De Nicola et al. (2023) who posit that firm reputation significantly positively affects behaviour of customers in terms of feedback, helping other customers and customer tolerance. Additionally, the findings agree with the earlier claims of Sageder et al. (2015) who discovered that reputation influences customer loyalty of family firms and word of mouth recommendations to friends, but purchase frequency correlate with reputational factors only sporadically if the firms are perceived as listed companies. Besides, the findings supported the claims of Er and Nurmadewi (2020) who discovered that most SMEs business context were much driven by customers' fashion orientation translated by the owner into a good business strategy with capacity to influence products offering and distribution channels in reaching more customers. Similarly, Bryl (2018) earlier discovered customer satisfaction, trust, and social media engagement as the most important antecedents of corporate reputation of Takaful service providers.

Theoretically, the findings are in tandem with the view of Coviello and Joseph (2012) and Matalamaki (2017) who established that successful entrepreneurs are customer-focused during their entrepreneurial experimental activities such as product improvement, business expansion, and strategic planning. Moreover, the findings are in tandem with Ruiz-Jimenez et al. (2020) who established a positive and direct influence of motivation propensity on enterprise performance by both novice and expert entrepreneurs based on the availability of resources (human and financial capital, innovation) within the industry, interaction of such resources with entrepreneurial experience and the dynamic environments such industry operates. In such instances, experienced entrepreneurs tend to rely on the tools they know very well (such as business planning) to rapidly enhance enterprise genuineness through efficient resource control.

Study’s Contribution
Assessing customer perspectives through the lenses of business reputation and motivation propensity provides marketers with deep understanding of the corporation and owner’s entrepreneurial pursuits of satisfactory customer preferences and higher levels of customer service while maintaining long-term relationships with relevant stakeholders. The study further adds to literature the contributing factors of both outcome and process-based motivations of SMEs’ owners-managers in external engagements and market leadership. Hence, marketers will improve in customer eccentricity and internal marketing of business reputation.

Conclusion and Recommendation
Considering majority of the empirical findings and theoretical foundations supporting this study finding, that business reputation and motivation propensity have positive influence on customer perspective of the selected manufacturing SMEs, therefore, this study concluded that business reputation and motivation propensity are positive determinants of customer perspective. This study, hence, recommended that manufacturing SMEs continue to prioritize their motivation propensity by increasing their business-opportunity adoption and outcome-focused motivation alongside their business reputation in reaching more customers, encouraging repeat purchases, and increasing customer satisfaction and retention
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Comments 

1. This document addresses current issues faced by SMEs and will greatly contribute in shading light to not only SMEs in Nigeria- Lagos but also across the African continent. 
2. Bringing out clear dimensions of Motivational propensity and how Business reputation compliments this dimension to impact Customers perspective will greatly contribute practical insights for entrepreneurs/managers. 

Overall the document will contribute to the general discourse of the challenges faced by SMEs and how to mitigate this challenges 
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