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ABSTRACT }

This research aims at examining empirically organizational antecadents of market orientation in
high educational institution. The sample of the research is head department or secretary in each
depariment in every high educational institution, which used 85 samples, The rescarch uses primary
| data and secondary data, Primary data is collected by doing questionnaires distribution, Whereas

| secondary data is gathered from literature review, Dependent varfable in this ressarch is market
| eriented behavior, And independens variables are high level management, interdepartmental dynamic
- amd organizational system. Spss program application is used to analyze the data. The analvsis of
| proposed model has met all goaaness of fit indicator requirement, so that can be accepted as reserch

model, Specifically, the research found some supported and unsupported foundings of hypothesis.

First, high level management factors have revealed has significant contrary influence on market

orientation in high educational instituion, second interdepartmental dynamic factors have revealed

has insignificant contrary influence on markel orientation in high educational institution. Third,
| organizational system factors also revealed has insignificant contrary influence on market orentation
| in high educational institution.
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CHAPTERT
INTRODUCTION
1.1 Research Background

The essence of marketing is the focus on the costumer. As such, for al
lcast the past two decades. marketing academics have been encouraging firms
to beeome market oriented to enable them to become costumer tocusad. Well
examined measures of market orientation now exist, and research refated 10
market orientation has occurred in o variety of western environment and
contexts, Marketing concept has been defined as a marketing philosophy for
achieving the organizations goals dependent wpon determining the needs,
wanls ol largel markets and delivering the desired needs. and wants maore
effectively and  efliciently than competitor  (Kotler&Armstrong, 20017,
According to MeCarthy & Perreault (1984), organizations implementing the
marketing concept can be said to have adopted 2 market orentation. Naver &
Stater, (1990) identified the antecedents of a market orientation and the effect
of a market arientation vn profitability, And some scholars are beginning to
stress the relatwmship between organizational culture and the marketing

concept ([eshpande & Parasuraman, |986).

Marketing concept including market orientation and service orientation
has been studied since the development of framewarks (Kohli & Jaworski,
1990; Narver & Slater, [9%)). Rescarch on the marketing concept has

attempted to link market orientation and service orientation 1o organizational



performance, and it has heen supported that the marketing concept is lighly
correfated with performance (Deshpande et al., 1993; Jaworski & Kohli, 1993:
Narver & Salter, 1990). Although marketing coneept should be an important
business philosaphy for small organizations as well, marketing concept has
not heen implemented i International organizations in aking oreanization

size and collore inbe consideration,

The term market orientation is used to refer to the implementation of the
marketing concept (MceCarthy  and  Pereault 1984). Many authors and
practitioners  have expressed a belief in the theoretical snd practical
importance of the marketing concept for decades (Felton 1959; Houston 1986:
Levitt 196Y%; Menamara 1972) as an effective way for organizations to achieve
their objectives. Lusch and Lasniack (1987, p.1) stated that “thc marketing
concept has long been a central doctrine in the gospel of marketing”. Market
orientation indeed purported o be “the organization culture that most
effectively and efticiently creates the necessary behaviors for the creation of
superior value lor buyers and, thus continuous superior perlformance for the

business” {Narver and Slater 1990, p.21)

The domination markel orientation has been used since 1990, after the
publication of two important papers in the Journal of Marketing, Such
Markor: a measure of market orientation and marketing orientation:
antecedents and conseguences. These present the result of some researchers

made by two distinctive teams of researchers: Narver and Slater; Kohli and
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CHAPTER VI

CONCLUSION, LIMITATION, AND RECOMMENDATION

6.1 Conelusion of the Research

According to the data analysis and the result performed within this

vesearch, writer concludes that:

I

el
'

The research is conducted to observe organizational antecedents of
market orientation on high educational institution. The respondents are
fead of department or secrelary in universities and instilution in

Padang,

According to the result and the equation repression, there is one
independent variable which influences market orientation on high
educational institution. That is high level management. But others.
nterdepartmental dynamic and organizational system. the negative
independent variables value, they do not influence markel orientation

on high educational institution,

With regard to antecedents related to high level management. it was
vhserved that the level of market orientation adopted by high
cducational institution teaching staff is positively affected by the
predisposition of the department to take account of the needs of society

in lerms of research, training and employment

|
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