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ABSTRACT 
[bookmark: _Hlk220681528]Small and Medium Enterprises (SMEs) do not operate in isolation but within an environment shaped by both opportunities and threats. Given the challenges of low performance and high failure rates among SMEs, this study examined the influence of the socio-cultural environment on the performance of SMEs in Owo Metropolis, Ondo State. Specifically, it focused on the impact of religious beliefs and social attitudes on Fashion designing performance, with revenue growth used as the key performance indicator. The study adopted a quantitative survey research design. The population consisted of all registered SMEs in Owo Metropolis, from which a convenience sample of 261 SMEs was selected. Data was collected using a structured questionnaire, administered in person. Analysis was conducted using multiple regression, revealing that 6.3% of the variance in SME performance could be explained by the independent variables. The model parameters were estimated using the Ordinary Least Squares (OLS) method. Religious beliefs showed a moderate impact on SME performance with a coefficient value of 2.307 (>2), while social attitude demonstrated the highest variability and potential for influence, with a coefficient of 3.446 (>2). The overall model is statistically significant (F = 5.781, p = 0.001) which confirms that, collectively, Religion Beliefs and Social Attitude have a significant impact on performance of SMEs, even if their individual impacts vary. Based on these findings, the study concluded that the socio-cultural environment has a significant positive impact on the performance of SMEs in Owo Metropolis. It was recommended that SME owners and managers in the region align their business strategies with prevailing socio-cultural realities to enhance revenue growth and ensure sustainable performance. Finally, the government should constantly utilize the Social Attitude of consumers towards time, quality products and safety in formulating business strategies.
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1.0 INTRODUCTION
The performance of a small and medium scale enterprise is the outcome of its business activities. Small and medium Enterprises (SMEs) have been generally acknowledged as the vital driver of economic development in developing countries. It was due to their contribution to utilization of local resources, gross domestic product, employment, redistribution of income, poverty alleviation, among others.  However, (Yakubu et al., 2016) opined that despite of the roles SMEs played in Nigeria economy, their performance has become a thing of concern. (Douglass et al., 2014) stated that 90% of the new SMEs in Nigeria closed up before their third anniversary as a result of environmental factors. In addition, majority of SMEs that survived experienced stagnation which is attributed to poor performance (Bidzakin, 2019).  Environmental factors create opportunities and threats for the organization (Adamu et al., 2024). Nevertheless, managers/owners must respond and adjust to the changes in their external environment so as to be able to perform efficiently. Environmental downturn has been a constant challenge facing SMEs in the developing countries. 
According to Wetherly and Otter (2019), socio-cultural environment is the collection of activities, the relationships people engage in their personal and private lives which include population features, age, ethnicity, religion, values, attitude, lifestyles, and associates. 
 “The external environment was first acknowledged by the open system theorists who observed that firms do not operate as self-contained isolated units but in nonstop and unavoidable interaction with the large system surrounding within which they exist” (Pearce & Robins, 2019).
The external environment is that system which comprises of elements that affect business enterprises from outside such as economic, socio-cultural, political, legal and technological. These factors are beyond the control of the enterprises (Adamu et al., 2024). The socio-cultural environment plays a critical role in shaping the performance of Small and Medium Scale Enterprises (SMEs), particularly in developing economies like Nigeria. In Owo Metropolis Ondo State, SMEs serve as the backbone of the local economy, contributing to job creation, poverty alleviation, and economic development. However, despite their potential, many SMEs in Owo Metropolis Ondo State struggle to achieve optimal performance, with high rates of failure and stagnation. It is therefore imperatives that socio-cultural environment is important because it affects production and distribution of goods and services for SMEs in Nigeria.
Organizations are set up to achieve certain goals and objectives. The achievement of this depends on the environment in which it operates. Environments of business are those factors that directly or indirectly impact the operation, smooth running and sustainability of business organizations. The socio-cultural environment is a critical factor that cannot be overemphasized in the performance of small and medium scale enterprise performance.
The socio-cultural environment plays a critical role in shaping the performances of Small and Medium Scale Enterprises (SMEs), particularly in developing economies in Nigeria. In Owo Metropolis Ondo State, SMEs serve as the backbone of the local economy, contributing to job creation, poverty alleviation, and economic development. However, despite their potential, many SMEs in Owo struggle to achieve optimal performance, with high rates of failure and stagnation.
According to SMEDAN (2022), “over eighty percent (80%) of Small and Medium Enterprises in Nigeria die within their 1-5 years due to harsh economic environment, limited access to finance and inappropriate business practices. One of the significant challenges faced by SMEs in Nigeria is the impact of external environmental factors on their performance. The external environment consists of factors that are beyond the control of the SME, including economic, social, political, and technological factors. These factors can influence the performance of SMEs in different ways, such as affecting their sales, production, and profitability”. Also Manufacturing Association of Nigeria (MAN, 2022) revealed that the performance of Small Scale Businesses in Nigeria is low. The low performance has led to the decline and closure of many SMEs in Nigeria. A significant but often overlooked factor influencing these challenges is the socio-cultural environment. Cultural norms, traditions, values, and social structures can either facilitate or hinder entrepreneurial activities. For instance, issues such as gender roles, traditional leadership influence, community expectations, and religious practices may affect access to resources, customer relations, and decision-making processes within SMEs. Moreover, socio-cultural barriers, such as resistance to innovation and limited support for entrepreneurs, can exacerbate these challenges. (Pearce & Robins, 2019).
Existing studies on SME performance in Nigeria have largely focused on economic and financial constraints, leaving a gap in understanding the nuanced role of socio-cultural factors. In the context of Owo Metropolis Ondo State, there is limited empirical research examining how specific socio-cultural dynamics such as communal support, traditional values, or local leadership structures impact the operations, growth, and sustainability of SMEs. Given the limited scope of existing literature on the relationship between socio-cultural environment and SME performance in Owo Metropolis Ondo State, there is a clear need for further research that addresses the gap in understanding how religion belief’s and social attitude impact the performance of SMEs in this region. This study attempted to fill this gap by empirically examining the relationship between socio-cultural environment and performance of small and medium scale enterprises in Owo Metropolis, Ondo State, Nigeria. The study raised the following questions 
i. Does religion belief’s influence the performance of small and medium enterprises in Owo Metropolis Ondo State?
ii. Does social attitude affect the performance of small and medium enterprises in Owo Metropolis Ondo State?
In line with the research questions the following objectives of the study are to:
i. examine how religion belief’s influence the performance of small and medium enterprises in Owo Metropolis, Ondo State.
ii. determine the extent at which social attitude affect the performance of small and medium enterprises in Owo Metropolis Ondo State.
The following research hypotheses were raised in line with the specific objectives of the study: 
H01: There is no significant influence of religion belief’s on performance of Small and Medium 	Scale Enterprises in Owo Metropolis, Ondo State.
H02: Social attitude does not significantly affect performance of Small and Medium Enterprises in Owo Metropolis, Ondo State.
This study contributes to increase in knowledge about the relationship between socio-cultural environments in Owo Metropolis Ondo State, an area characterized by socio-cultural factors different from the previous studies. It will be beneficial to SMEs operators/ managers in terms of formulation strategies aim at increasing productivity, sales and the performance of SMEs in general.  It will also beneficial to Owo Metropolis Ondo State, as it will contribute to increase in economic growth and employment opportunities in the area. This study is significant to academics and future researchers as it expands the understanding of how specific socio-cultural environment factors such as religion belief’s and social attitude affect SMEs performance in the context of Owo Metropolis Ondo State. 
This study covered Owo Metropolis Ondo State between 2023 to 2024. It focused on SMEs operating in the area due to the closeness to the place of my resident and environment. The variables in the socio-cultural environment of SMEs being captured for this study are religion belief and social attitude which are part of parameters captured from previous studies which serves as the research gap.
2. LITERATURE REVIEW
Conceptual Review
Performance of SMEs 
Performance means the extent of achievement of goals or objectives. (Shettima et al., 2022) defined “performance as the willingness of an individual to carry out the goals and objectives of an organization. Organization performance is the ability of group of individuals to achieve certain of specific goals” Organisational performance involves using of resources wisely to avoid wastage. Given by the interaction between organizations and environment, it follows that performance relates to how an organization reacts, understands and influence on certain environmental changes” (Yakubu et al., 2024). For this study, revenue growth is used to measure performance of SMEs. Performance is the extent to which an organization achieves its objectives. These objectives can be financial performance such as maximization of profit, sales, market share, among others. It can also be non-financial such as customer satisfaction, quality product, survival, increasing productivity, customer patronage, employee satisfaction, meeting corporate social responsibility, among others (Akpa & Nwankwere, 2019). Performance does not occur in a vacuum but, within certain environment characterized by opportunities and threats (Yakubu et al., 2024). For this study productivity is used in measuring SMEs performance.
Revenue Growth	
Revenue growth is a critical financial metric that measures the increase in a company’s sale over a specific period, indicating its ability to expand more its business operations, retain customers and increase market share (Kaplan & Norton, 1996). Revenue growth can be driven by various factors, including increased sales volume, higher prices, and expansion into new markets (Smith & Desai, 2023). Revenue growth refers to the rate at which a company’s sales are increasing over time. It is a fundamental measure of a company’s ability to grow its business and it is often used by investors and analysts to assess a company’s performance. Revenue growth is generally considered a more sustainable indicator of company’s long-term health (Kaplan & Norton, 1996). In the view of Brigham & Ehrhardt (2017), revenue growth represents the change in a company’s sales income from one fiscal period to another. It is a key performance indicator that reflects the company’s capacity to generate sales through its products and services (Damodaran 2012). Revenue growth is a sign of a company’s strong operational performance and future potential making it a key factor in investment decisions. High revenue growth rates are indicative of successful business strategies and strong market demand, and they are crucial for attracting investors thus ensuring long-term sustainability.
Socio-cultural Environment
“Socio-cultural factors refer to the environmental and societal influences that impact the behavior, beliefs, values, and customs of individuals within a given culture or community. These factors can include various dimensions, such as socioeconomic status, gender, ethnicity, religion, family and background. Understanding socio-cultural factors is critical to developing effective policies, programs, and interventions that can address issues related to health, education, and social development” (Yakubu et al., 2024). 
In the opinion of Lareau (2011), “socio-cultural environment such as family background and socioeconomic status can impact educational outcomes, such as academic achievement and educational attainment. The study found that children from higher socioeconomic backgrounds tend to have more access to educational resources, such as private tutors and extracurricular activities, which can lead to better educational outcomes. In contrast, children from lower socioeconomic backgrounds may face significant barriers to accessing these resources, leading to reduced academic achievement and lower educational attainment”. 
According to Bonilla-Silva (2021), “ethnic identity can have a significant impact on social outcomes, such as education, employment, and health. For instance, individuals from marginalized ethnic groups may experience discrimination and prejudice in various settings, leading to reduced access to resources and opportunities. Another socio-cultural factor that has gained attention in recent years is ethnicity. Ethnicity refers to the shared cultural practices, language, and history of a particular group of people. This can create significant barriers to achieving social mobility and success”. 
Religion Belief
“Religion Beliefs has been identified a socially shared set of beliefs, ideas, and actions that relate to a reality that cannot be verified empirically yet affects the way of life” (Hill, 2019). The three major religions in Nigeria include Christianity Islam and traditional religion (Tahir, 2019). In many nations round the world, religion plays an important part in people's life. It determines the behavior and the way people work. Subsequently, religion significantly affects business activities and performance. Many businesses adjust their working operations to the main religions of a given country or area in terms of the holidays, working hours, food habits, a way of dressing, among others (Ahmed, 2022; Ayeni, 2025)
Religion Beliefs affects SMEs and their operations. “SMEs, for example, should be aware of religious holidays in each country or area where they operate. Countries where Islamic religion dominates experience lower productivity during the month of the Ramadan fast. The condition is similar during the Easter holidays in many European countries as well” (Adamu, et al., 2024). 
In some countries or places, the followers of specific religions are expected to dress or to maintain their physical appearance in a way that is not appropriate to the business’s appearance standards. Also, SMEs products or ingredients used in manufacturing are prohibited in some countries. For example, SMEs cannot produce or sell pork products because it is strictly prohibited according to Islam (Ajami & Goddard, 2013). “Religion is another socio-cultural factor that can impact social outcomes. Religion refers to the beliefs, practices, and values associated with a particular faith or spiritual tradition. Religion can impact various aspects of an individual's life, such as social attitudes, health behaviors, and mental health. For instance, individuals who adhere to strict religious beliefs may have more conservative attitudes towards sexuality and gender, leading to increased stigma and discrimination towards individuals who do not conform to these norms. Socio-cultural factors are critical to understanding the complex interplay between social and environmental influences on individual behavior and outcomes. Gender, ethnicity, socioeconomic status, and religion are just a few of the many socio-cultural factors that can impact social outcomes. By understanding these factors, policymakers and practitioners can develop effective policies, programs, and interventions that address the unique needs of diverse communities and promote social development and equity” (Johnson et al., 2023; Yakubu et al., 2024).  
Social Attitude
Social Attitude is a mental and neural state of readiness, systematized through knowledge. It has the ability to exert order and powerful effect upon individual’s reaction to all objects and conditions. Attitude is a predictor of behavior. Culture is one of the major sources for the development of attitude. Other sources consist of generation effects, social role, laws, mass media, total institutions, school, family and parents, peers and reference groups and direct experience (Douglass et al., 2014; Alagbe et al., 2024). Attitudes are learned predispositions (Manstead et al., 2022) which can result to a cognitive and emotional orientation toward specific objects and situations (Shettima et al., 2022). Social Attitudes are the ideas, values and beliefs held by people in a particular place and a significant aspect that helps people to understand their social world. Social Attitude reflects how we think and perceive others and behave towards them.  
Theoretical Review
Expectancy Theory
[bookmark: _GoBack]“The expectancy theory by Victor Vroom in 1964 assumes that behavior results from conscious choices amongst options whose purpose is to maximize pleasure and minimize pains” (Mohammed & Mohammed, 2012; Kraus et al., 2023). “The theory holds that the propensity to act in a certain way is contingent on the expectation that the act will be followed by the certain outcome and the relation between that outcome and the goals of the individual or organization. The theory is relevant because if small and medium scale enterprises (SMEs) owners and/or managers carefully study their socio-cultural environment and consciously make right choices with respect to elements of this environment, their performances will improve” (Onu et al., 2020)
Contingency Theory
The contingency theory by Otokiti and Awodun (2003) “originated from the situational theory of management that holds that no one method or approach is best fit for all situations and circumstances because the society is dynamic. The main ideas underlying contingency theory is that organizations are open systems that need careful management to satisfy and balance internal needs and to adapt to environmental circumstances. The appropriate form depends on the kind of task or environment one is dealing with. Different types or species of organizations are needed in different types of environments. The best way to organize depends on the nature of the environment to which the organization must relate”. 
Scott (2018) adds that in contingency theory the best way to organize depends on the nature of the environment to which the organization relates.. It can be concluded that “there is no one best way or approach in management or doing things, different situation calls for different approach to handle, manage, and solve the arising issue concerned” (Friedberg, 1997; Burodo et al., 2024). Management and organization are an open system, which embrace anomalies or challenges every now and then, and requires adaptable and situational solution to overcome or solve the problem or issue concerned. Other situational or contingency factors are changes in customer demand for goods and services, change in government policy or law, change in environment or climate change, and so forth.  This theory is particularly relevant when examining the socio-cultural environment and the performance of Small and Medium Scale Enterprises (SMEs) in Owo Metropolis Ondo State.
By applying Contingency theory, this study provides a framework for understanding how the alignment between socio-cultural factors and business strategies impacts SME performance in Owo Metropolis Ondo State. This study anchor on contingency theory because it shows that the management strategies adopted by SMEs in achieving their objectives efficiently depends on adapting to the external environment, which include socio-cultural environment.
Empirical Review
Adu (2022), examined the effect of outer business climate factors on execution of little and Medium Estimated Endeavors in drug industry in Kumasi City. The point of the exploration is to examine the effect of large scale climate factors, industry powers and contenders and market business climate powers on execution of SMEs in drug industry in Kumasi City. Written works were assessed hypothetically and observationally. Information gathered was broke down with the assistance of Factual Bundle for Social Researchers (SPSS). The overview led on a sum of 240 respondents out of which 220 reactions were gotten addressing 91.67% reaction rate. The Cronbach Alpha was adjusted to gauge dependability of information. The outcomes have demonstrated that there is a positive connection between full scale climate factors (explicitly political, financial, innovative and lawful elements). Likewise, the outcomes showed a positive connection between industry powers (danger of section, force of purchasers, force of providers, danger of substitutes and cutthroat contention) on execution. The results show that there is a moderate connection among cutthroat and market climate factors (key gathering, market fragment and key clients) on subordinate variable (execution).
Jonah et al. (2022) investigated the implications of environmental factors on the productivity of small and medium scale enterprises in River-state: A study of selected SMES in Port Harcourt. The study adopted descriptive research survey. The population of the study was 150. A random sample of 124 respondents was selected. Data was collected through a structured questionnaire and analyzed using multiple regression analysis. Analysis was facilitated through SPSS version 20.0. Findings revealed that environmental factors affect the productivity of SMEs.
Yakubu et al. (2024) examined “the influence of socio-economic factors on the performance of micro and small enterprises in Nassarawa State”. The main source of data was primary.  The population of the study consisted of 315 micro and small enterprises. The sample of the study was 176 micro and small enterprises. Taro Yamane formula was employed in determination of sample size. Regression analysis was used in estimating relationship. Findings revealed that socio-economic factors have significant positive influence on the performance of micro and small enterprises in Abia State. The study is related to current study because it examined the effect of socio-economic environment on micro and small enterprises performance but different from the present study because the current study is carried out in Owo Metropolis, Ondo State.
Adewole & Umoru (2021) analyzed the apparent impact of business climate on the progress of little and medium-scale endeavors in Osun State, Nigeria. The primary reason for the research is to decide the impact of business climate on the outcome of little and medium-scale ventures (SMEs). The research embraced distinct study research plan. Two examination questions and two speculations directed the review. The number of inhabitants in the review contained all enrolled little and medium scale endeavors in Osun State. 200 and 55 (255) proprietors/chiefs of little and medium scale endeavors were inspected for the concentrate through, proportionate, delineated and precise irregular testing methods. The instrument for information assortment was   ‘the impact of Business Climate on the Progress of SMEs" Poll (PIBESSMEQ). An unwavering quality co-effective of 0.70 was gotten utilizing Cronbach Alpha. Mean and standard deviation was utilized to respond to the exploration inquiries while speculations were tried utilizing examination of difference (ANOVA) at 0.05 degree of importance. Result of the research shows that business climate impacted the outcome of SMES to a serious degree. it was concluded  that SMEs' prosperity could be better ensured with adequate information on the business climate. 
Mohammed, et al., (2021) examined the impact of external business environment on small and medium scale enterprises performance in Yobe state, Nigeria. A structured questionnaire was used to collect data. Cluster sampling was adopted in the study. The number of questionnaires distributed was 233. Multiple regression models were formulated and the parameters estimated using Ordinary Least Squares. Finding showed that economic and socio-cultural environment have positive significant effects on the performance of SMEs.
Tambari et al., (2018) examine a descriptive survey on implications of environmental factors on the productivity of selected SMEs in Rivers State and computed results from the data collated revealed that environmental variables particularly the economic and political factors impact on the productivity of SMEs than the socio-cultural factors. Consequently, the study recommended that SME owners should continuously monitor the business environment, align their strategies with prevailing situations and government should provide safety nets for these investors. 
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Figure 1 Conceptual Framework
Researcher’s computation 2024
From the figure above, the focus of the framework is examining the relationship between social-cultural environment and performance of SMEs in Owo metropolis, Ondo State. The independent variable which is social-cultural was measured with Religious beliefs and Social attitude. While the dependent variable Performance of SMEs was measured using Revenue growth. 
Research Gap
The socio-cultural environment plays a critical role in shaping the performance of Small and Medium Scale Enterprises (SMEs), particularly in developing economies like Nigeria. In Owo Metropolis Ondo State, SMEs serve as the backbone of the local economy, contributing to job creation, poverty alleviation, and economic development. Despite their potential, many SMEs in Owo Metropolis Ondo State struggle to achieve optimal performance, with high rates of failure and stagnation. However, there is limited exploration into how social-cultural environments specifically religion belief’s and social attitude directly affect SME performance in Owo Metropolis Ondo State. There is evidence of studies on the effect of external environment on SMEs performance (Mohammed et al., 2021; Edet, 2023). A key gap is the lack of focus on the impact of socio-cultural environment on performance of Small and Medium Enterprises in Owo Metropolis. This addressed these gaps by empirically examining the relationship between socio-cultural environment in Owo Metropolis Ondo State, providing insights into how environmental factors can enhance or hinder the performance of SMEs.
3. METHODOLOGY 
Research Design
The study adopted quantitative survey research design because numerical data were collected and analyzed in order to answer the research questions and test of hypotheses. The design allowed the investigation of how socio-cultural environment such as: religion belief and social attitude impact the performance of SMEs in Owo metropolis Ondo State. Since the aim of the study is to examine the relationship between socio-cultural environment and SMEs performance without manipulating variables. 
Population of the Study
The population of the study is 830 entrepreneur fashion designers who are registered and certified by the Local Government Council in the Owo Metropolis Ondo State. The Owo Metropolis is comprised of six districts, namely Ipele, Idasen, Isuada, Iyere, Owo (rural) and Upenmen. All entrepreneurs in these districts are registered with the Local Government Council. The population of interest comprises entrepreneurs who design, sell fabrics and accessories products. This study aims to explore the experiences of entrepreneur fashion designers in the Owo Metropolis. By examining the challenges and opportunities they face, the study seeks to identify factors that contribute to their success and to develop strategies that can support their businesses. The study used a quantitative survey research design, which involves a well-structured questionnaire to collect data from a sample of individuals.
List 1. Distribution of registered male entrepreneur fashion designer in Owo, Ondo State.
	S/N
	DISTRICT
	NUMBER

	1
	IPELE
	110

	2
	IDASEN
	135

	3
	ISUADA
	119

	4
	IYERE
	132

	5
	OWO (RURAL)
	220

	6
	UPENMEN
	114

	
	TOTAL
	830


Source: Field Survey 2024


Sample Size and Sampling Technique
The study involved 277 (two hundred and seventy-seven) entrepreneur fashion designers from Owo metropolis in Ondo State, Nigeria. The researcher used a convenience sampling technique for selecting participants. Convenience sampling involves choosing respondents based on their accessibility and willingness to participate in the study.  It is frequently used when researchers face practical constraints such as limited time and resources. In this case, convenience sampling is justified because the researcher seeks to gather data from a broad range of participants. The sample size of 277 was determined using Sloven’s formula.  It is given as:

Where:	n = sample size; N= population = 830; 
e = level of significance = 0.05

Based on the computation, a sample of 277 entrepreneurs was selected for this study out of which 261 actually participated and 16 declined.
Instrumentation of Data Collection
The instrument for the study was structured questionnaire. A structured questionnaire was used because it is easy to fill and analyze. The questionnaire is divided into two sections. Section A contained the bio-data of the respondents while items in section B are related to the research questions. The instrument is structured in 5-point rating scale response options of Strongly Agrees (SA) = 5, Agreed (A) = 4, Undecided (U) = 3, Disagreed (D) = 2 and Strongly Disagreed (SD). The instrument was validated by the supervisor. The validated instrument was pilot tested using management of Small-scale businesses in Owo and a Cronbach alpha reliability of 0.79 was obtained. The instrument was judged to be good as suggested by George and Mallery (2003) who opined that a reliability coefficient of >0.7 is acceptable for a survey study. 
Method of Data Collection
Questionnaire was administered to the respondents personally. The method was considered appropriated because it enabled the researchers to explain the purpose of the study and assured them of the confidentiality of all information supplied. Furthermore, Anas et al (2020) stated that personal administration offered high percentage of response rate. 
Method of data Analysis
Descriptive was used in the study. Descriptive statistics used to summarize data included mean and standard deviation. The mean shows the average value of the responses while standard deviation was used to measure the deviation of the responses from their mean value. Multiple linear regression Model was formulated. The parameters of the model were estimated through Ordinary Least Square (OLS). The choice of OLS was based on the fact that it produces estimates that are unbiased, efficient and consistent.  Analysis was facilitated through Statistical Package for Social Sciences (SPSS) version 25.
Model Specification
Model specification involves expressing the relationship between dependent variable and independent variables using mathematical equations as well as stating the a priori expectation regarding the sizes and signs of the parameters.
PERSM= ƒ(SOCL) ………………………………………………………………….…….. 1
PERSM = Performance of SMEs
SOCL 	= Social Cultural Environment
REGR = ƒ(RELBLF, SLATT)’ ………………………………………………………….....2 
The linear function is specified as:
REGR =β0 + β1RELBLɩ +β2SLATTɩ  + ɛɩ …………………………………………………..3
REGR 	= Revenue growth
RELBL = Religion Beliefs 
SLATT = Social Attitude
β0, β1, and β2 are parameters to be estimated. 
ɛ is the error term that captured other factors affecting SMEs performance that were omitted in the model.
ɩ is the sample of SMEs used for the study
4. Result and Discussion
Data Presentation
This consists of the analysis of data collected through the use of questionnaire to find out the socio-cultural environment and performance of small scale and medium scale enterprises in Owo Metropolis, Ondo State a case study. The first part of the analysis deals with the personal data of the respondent which was analyzed using frequency count and simple percentage method. In order to achieve the objectives of this research, two hundred and seventy (270) questionnaires were administered to fashion designers in Owo Metropolis Ondo State. Two hundred and sixty one (261) questionnaires were retrieved while Nine (9) were void. This percentage can be regarded appropriate and an adequate representation of the population of this study and therefore valid for consideration and use for the study based on the assertion of Aibinu & Jagboro (2018) that the result of a survey could be considered as biased and of little significance if the response rate is lower than 35% to 65% of the distributed questionnaire.
Characteristics of Respondents  
This section presents the analyses of demographic information about the respondents consisting of age, duration of business operations, and nature of business. The results are presented in Table 1 below:
Table 1: Respondents’ Demographic Information
	Category
	Frequency
	Percentage (%)

	Academic Qualification

	SSCE
	80
	30.65

	OND/NCE
	70
	26.82

	HND/BSc
	100
	38.31

	POSTGRADUATE
	11
	4.21

	Total
	261
	100.0

	Business Establishment Period (years)

	Below 10 years
	105
	40.23

	10 to 20 years
	90
	34.48

	21 years and above
	66
	25.29

	Total
	261
	100

	Types of Business

	Manufacturing
	111
	42.53

	Servicing
	125
	47.89

	Others
	25
	9.57

	Total
	261
	100.0

	Business Registration

	Yes
	215
	82.38

	No
	46
	17.62

	Total
	261
	100.0


Source: Filed Survey, 2025
Academic Qualification SSCE (30.65%): A significant portion of respondents (80 individuals) holds Secondary School Certificate Examination qualifications, indicating that a notable number of business owners have basic education. OND/NCE (26.82%): This group represents 70 individuals, showcasing a strong representation of technical or intermediate-level education. HND/BSc (38.31%): The largest category (100 individuals), indicating that many business owners have obtained higher education. Postgraduate (4.21%): Only 11 individuals fall into this category, suggesting a limited number of advanced degree holders among the business owners. The data reveals that most business owners have at least a basic education, with a significant proportion having advanced or tertiary education. This suggests a potential for higher skill levels and better business management capabilities among the owners.
Business Establishment Period (Years) below 10 Years (40.23%) most businesses (105) are relatively young, reflecting a trend of emerging enterprises. 10 to 20 Years (34.48%): 90 businesses have been established for this period, indicating sustained operations for a considerable time. 21 Years and Above (25.29%): The smallest group (66 businesses) reflects long-term business continuity. The data suggests that while many businesses are relatively new, a significant portion has shown longevity, hinting at varying levels of experience and stability within the business landscape.
Types of Business manufacturing (42.53%) representing 111 businesses, manufacturing is a major sector, showcasing its importance in the economy. Servicing (47.89%): The largest category (125 businesses), indicating the dominance of service-oriented businesses. Others (9.57%): A smaller portion (25 businesses) falls into other categories, suggesting niche or specialized operations. The predominance of service and manufacturing businesses highlights their role as key drivers of economic activity. The smaller percentage of "others" suggests opportunities for diversification into less explored business types.
Business Registration, registered businesses (82.38%) a majority (215) of businesses are formally registered, reflecting compliance with legal and regulatory requirements while unregistered businesses (17.62%) a minority (46 businesses) operate informally, which may affect access to funding and formal market opportunities. The high registration rate is a positive indicator of formalization in the business environment. However, the presence of unregistered businesses suggests room for improvement in encouraging formal compliance.
Descriptive Statistics
Table: 2: Descriptive Statistics
	Variables
	REGR
	RELBL 
	SLATT

	 Mean 
	 3.057471 
	 9.249042 
	 10.24904 

	 Median 
	 3.000000 
	 9.000000 
	 10.00000 

	 Maximum 
	 6.000000 
	 13.00000 
	 16.00000 

	 Minimum 
	 2.000000 
	 4.000000 
	 4.000000 

	 Std. Dev. 
	 1.038005 
	 2.396161 
	 3.096408 

	 Skewness 
	 0.505297 
	-0.444896 
	-0.193339 

	 Kurtosis 
	 2.081064 
	 2.355833 
	 2.919926 

	Jarque-Bera
	 20.28996 
	 13.12267 
	 1.695760 

	 Probability 
	 0.000039 
	 0.001414 
	 0.428322 

	 Sum 
	 798.0000 
	 2414.000 
	 2675.000 

	 Sum Sq. Dev. 
	 280.1379 
	 1492.812 
	 2492.812 

	 Observations 
	 261 
	 261 
	 261 


Source: researcher’s computation, 2025
The descriptive analysis of the data provides valuable insights into the relationships between Religion Belief’s, Social Attitude and the performance of SMEs in Owo Metropolis Ondo State. The performance of SMEs, measured by the variable REGR, shows a mean value of 3.057, with a median of 3.000 and a relatively narrow range from 2 to 6. This indicates that SME performance levels are fairly consistent, with minor variations among the respondents. The standard deviation of 1.038 further supports the observation of low variability in performance across the sampled SMEs. 
Religion Beliefs (RELBL), which examines the influence of religious factors on SME performance, has a mean value of 9.249, suggesting that Religion Beliefs holds a prominent place in the context of SME operations in the region. The range of values, from 4 to 13, and a standard deviation of 2.396 indicate moderate variability in how religion influences different respondents. Notably, the skewness for this variable is negative (-0.444), indicating a slight concentration of responses toward higher values, while the Jarque-Bera test reveals a significant deviation from normality, emphasizing the importance of religious factors in shaping performance of SMEs. 
Social Attitude (SLATT), representing behavioral dispositions, emerges as a key factor with the highest mean value of 10.249. This indicates that social attitudes are strongly associated with performance of SMEs in the region. The standard deviation of 3.096 reflects considerable variability in attitudes, and the range of 4 to 16 further underscores this diversity. The skewness is slightly positive (-0.193), suggesting a relatively symmetrical distribution, while the Jarque-Bera test indicates no significant deviation from normality. These findings suggest that Social A Attitudes, with their pronounced variability, could significantly influence the performance of SMEs. 
In summary, the descriptive analysis highlights the interplay of Religion Belief’s and Social Attitude in influencing performance of SMEs in Owo Metropolis Ondo State. Religion Beliefs show moderate impacts with some variability, while Social Attitude exhibits the highest variability and potential for significant influence. These findings provide a foundation for further investigation into the nuanced relationships among these variables and their collective impact on the performance of SMEs.
Table 3: Pearson Correlations Matrix
	
	REGR
	RELBL  
	SLATT

	REGR 
	1.000 
	
	

	RELBL 
	.609 
	1.000 
	

	SLATT 
	.664
	.576
	1.000


Source: Researcher’s Computation, 2025
The table above shows the Pearson correlation matrix which provides understandings into the relationships between SME performance (REGR), Religion Beliefs (RELBL) and Social Attitude (SLATT). Here's an interpretation of the findings:
From the table above, it shows that Religion Beliefs (RELBL) has a coefficient of 0.609 which represents 61%. This indicates that Religion Beliefs (RELBL) has a strong and positive relationship with performance of SMEs (REGR) in Owo metropolis Ondo State. Social Attitude (SLATT) shows a coefficient of 0.664 which represents 66%. This means that it is strongly and positive related with performance of SMEs in Owo metropolis, Ondo state. 
Table 4: Coefficient of Determination
	R 
	R Square 
	Adjusted R Square 
	Std. Error of the Estimate 
	F Change 
	df1 
	df2 

	.251a
	.063 
	.052 
	1.01051 
	5.781 
	3 
	257 


Source: Researcher’s Computation, 2025
Predictors: (Constant), RELBL, SLATT 
Table 5: ANOVA for F-value
	
	
	Sum of Squares 
	df
	Mean Square 
	F
	Sig. 

	
	Regression 
	17.709 
	3 
	5.903 
	5.781 
	.001b

	
	Residual 
	262.429 
	257 
	1.021 
	
	

	
	Total 
	280.138 
	260 
	
	
	


Source: Researcher’s Computation, 2025
Table 6: Ordinary Least Square Technique Dependent Variable: REGR
	Variables
	Coefficient
	Std Error
	t-test
	Sig.

	(Constant) 
	1.400 
	.411 
	3.410 
	.001 

	RELBL 
	.074 
	.032 
	2.307 
	.022 

	SLATT
	.077
	.022
	3.446
	.001 


Source: Researcher’s Computation, 2025
The model summary table has an R-squared value of 0.063, indicating that 6.3% of the variance in SME performance is explained by the independent variables (RELBL, SLATT). The Adjusted R-squared of 0.052 suggests a modest improvement in model fit after accounting for the number of predictors. The overall model is statistically significant, as shown by the F statistic of 5.781 (p = 0.001), which indicates that the combined effect of RELBL and SLATT on performance of SMEs is significant. 
The ANOVA table shows that the overall model is statistically significant (F = 5.781, p = 0.001). This confirms that, collectively, Religion Beliefs and Social Attitude have a significant impact on performance of SMEs, even if their individual impacts vary.
Hypotheses Testing:
H01: There is no significant influence of religion beliefs on performance of Small and Medium Enterprises in Owo Metropolis, Ondo State.
From the regression analysis, Regional Beliefs (RELBL) has a t-value of 2.307 with a probability value of 0.022, which is statistically significant at the 5% level. Therefore, we accept the alternative hypothesis which states that there is significant influence of religion beliefs on performance of Small and Medium Enterprises in Owo Metropolis, Ondo State.
H02: Social attitude does not significantly affect performance of Small and Medium Enterprises in Owo Metropolis, Ondo State.
From the regression analysis Social Attitude (SLAAT) has a t-value 3.446 with a probability value of 0.001 which is statistically significant. Therefore, we reject the null hypothesis which states that Social attitude does not significantly affect performance of Small and Medium Enterprises in Owo Metropolis, Ondo State and accept the alternative which states that Social attitude significantly affect performance of Small and Medium Enterprises in Owo Metropolis, Ondo State.
From the regression analysis Religion Beliefs (RELBL) has a t-value 2.307 with a probability value of 0.022 which shows a positive and significant relationship with the performance of SMEs in Owo Metropolis, Ondo State. This study agrees with other studies of Mohammed et al. (2021) whose findings shows a positive and significant effect on the performance of SMEs.
From the regression analysis Social Attitude (SLAAT) has a t-value 3.446 with a probability value of 0.001 which indicates a positive and significant relationship with performance of SMEs in Owo Metropolis, Ondo State. This agrees with the studies of Adu (2022) whose findings reveals positive and significant influence on the performance of SMEs.
5.0 CONCLUSION AND RECOMMENDATIONS
SMEs continue as the bedrock of the Nigerian economy. They serve as industrial feedstock and engine of production for large companies and multinational companies. They play a significant role in the socio-economic transformation of the economy through the greater utilization of raw materials, employment generation, empowerment and development of entrepreneurial skills and increment in production activities, thereby aiding the realization of the goal of domestic self-reliance and meeting the basic needs of individual. It is therefore concluded that socio-cultural environment (Religion Beliefs and Social Attitude) have a significant and positive impact on performance of SMEs in Owo Metropolis Ondo State.
The following recommendations were made based on the findings of the study;  
Owners and managers SMEs should align their production of goods and services to the Religion Beliefs in Owo Metropolis Ondo State.  Products and services that favor the Religious Belief of consumers should be produced. Also, in order to increase revenue growth, SMEs owners and managers should ensure that their working hours and days conform to the Religion Beliefs in Owo Metropolis Ondo State. In order to improve the performance of SMEs, owners and managers of SMEs in Owo Metropolis Ondo State should constantly utilize the Social Attitude of consumers towards time, quality products and safety in formulating business strategies. In other words, quality and safe products or services should be delivered to customers in time. Moreover, the management should be committed to meeting the contractual obligations they owe their employees so as not reduce their positive attitude towards work.
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