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SUMMARY 

The inflation in civil society organisations (CSO) experienced in Northern Cyprus has 

been mainly due to the changes in the political environment. The concern and the need 

for information are to do with the efficiency and the effectiveness of these organisations 

in response to the needs of their members and target groups. One way to understand the 

performance of the voluntary organisations in relation to their targeted groups is to 

understand their marketing orientation. There are no known studies on measuring the 

marketing orientation of CSOs in Northern Cyprus and their effectiveness in delivering 

services to their targeted groups. 

This study proposes to investigate the non-profit organisations in Northern Cyprus and to 

measure their market orientation as against their performance using the MARCOR scale. 

Key words: Market orientation; MARCOR; non-profit organisations 
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SECTtON"I 

PROBLErJI FORMULATION 

1.1 Introduction 

This section presents the topic area, the problem situation, the problem statement and the 

objectives of this study. 

1.2 Statement of the topic 

A non-profit organization is formed for the purpose of serving a public or mutual benefit 

I 
other than the pursuit or accumulation of profits for owners or investors. "The non-profit 

sector -is .a collection of entities that are organizations; -private as opposed to 

-governmental; non-profit distributing; self-governing; voluntary; afttl of public benefit" 

(Sargeant 1999). The non-profit sector is often referred to as the third sector, independent 

sector, voluntary sector, philanthropic sector, social sector, tax-exempt-sector, or the 

charitable sector, 

Kotler and Levy (1969) were the first-to suggest that a marketing philosophy could be 

extended to non-profit-organisations (NPOs). In the 36 years since, the tiled for NPOs to 
embrace a marketing philosophy awl .adopt a market orientation has been promoted 

widely in the academic literature ae.g., Kotler .and Andreasen, 1991; Wood and Bhuian, 

1993). 
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The use of the term 'market orientation' is problematic with no consensus of what the 

term means (Dreher, 1994). Some academics conceptualise market orientation as a 

guiding organisational philosophy (e.g., Evans, James and Tomes, 1996). In contrast, 

market orientation has been described as a set of activities that organisations need to 

undertake to be successful (e.g., Mayfield and Crompton, 1995; Wrenn, 1996). 

Consequently, there have been many attempts to define the term market orientation in the 

extant literature (e.g., Kohli and Jaworski, 1990, Narver and Slater, 1990; Shapiro, 1988). 

Despite the lack of agreement on a formal definition, there is consistency in the literature 

that a market orientation involves at least three main elements. These are: a 

customer/market focus, the co-ordination of marketing effort and the goal of long term 

profitability. 

1.3 Problem situation 

While researchers have explored the relationship between market orientation and firm 

performance in commercial organisations, such studies in non-profit organisations are 

rare. The inflation in non-governmental organisations (NGOs) experienced in Northern 

Cyprus has been mainly due to the changes in the political environment. However, there 

are also many other voluntary organisations on the increase with concern for the future. 

The concern and the need for information are to do with the efficiency and the 

effectiveness of these organisations in response to the needs of their members and target 

groups. One way to understand the performance of the voluntary organisations in 

relation to their targeted groups is to understand their marketing orientation. There are no 



known studies on measuring the marketing orientation of voluntary organisations m 

Northern Cyprus. 

The social development of the Turkish Cypriot community has been affected by 

numerous factors. The liberalization process that took place during the initial period of 

British colonial rule, during which there emerged a nascent civil society in Cyprus, 

inspired Orthodox Christian and Muslim intellectuals to articulate critical ideas about 

colonial policies on economic and administrative -issues. 

3 

In the public and expert discourses in the community in northern Cyprus civil society 

usually refers to a positive association of people independent of the 'state', contributing 

to the development of civic values and social capital, and taking a generally constructive 

stance towards democracy as a social order. 

While researchers have explored the relationship between market orientation and firm 

performance in commercial organisations, such studies in non-profit organisations are 

rare. This is an explorative/descriptive study where the civil society organisations in 

Northern Cyprus are explored and their market orientation is described using the 

MARCOR scale. 



1.4 Problem Statement 

The aim of this proposal is to measure the market orientation of non-profit organisations 

in Northern Cyprus with a view to understand their efficiency and the inflation in non- 

governmental organisations (NGOs) experienced in Northern Cyprus has been mainly 

due to the changes in the political environment. However, there are also many other 

voluntary organisations on the increase with concern for the future. The concern and the 

need for information are to do with the efficiency and the effectiveness of these 
\ 

organisations in response to the needs of their members and target groups. One way to 

understand the performance of the voluntary organisations in relation to their targeted 

groups is to understand their marketing orientation. There are no known studies on 

measuring the marketing orientation of voluntary organisations in Northern Cyprus. and 

their effectiveness in delivering services to their targeted groups. 

1.5 Objectives 

The objectives formulated for this proposed study are set as the following: 

1.5.1 What are the differences between lion-profit organisations and profit-oriented 

organisations? 

1.5 .2 What is the background to research on the topic bf marketing orientation and non- 

profit organisations? 

1.5.3 What is the current situation with the non-profit organisations in Northern 

Cyprus? 

1.5.4 How marketing oriented are the non-profit organisations in Northern Cyprus? 

4 
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1.6 Conclusion 

This section has described the topic, problem situation, problem statement and the 

objectives of the proposed study. The next section will introduce a briefliterature review 

on marketing orientation and non-profit organisations. 
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SECTION II 

MARKETING ORIENTATION AND NON-PROFIT FIRMS 

2.1 Introduction 

This section is a brief literature review on previous studies on measuring marketing 

orientation and business performance in civil society organisations. 

2.2 Background to previous research on market orientation 

Kohli and Jaworski (1990) define market orientation as an organization - wide generation 

of market intelligence pertaining to current and future customer needs, dissemination of 

the intelligence across departments and organizations- wide responsiveness to this 

intelligence. Market intelligence pertains to monitoring customers' needs and 

preferences. It also includes an analysis of how consumers might be affected by 

government regulation, technology, competitors, and other environmental forces. 

Environmental scanning activities are a part of market intelligence generation. 

Intelligence dissemination pertains to the communication and transfer of intelligence 

information to the communication and transfer of intelligence information to departments 

and individuals within an organization through both formal and informal channels. 

Responsiveness is the action taken by organizations to reply to intelligence that is 

generated and disseminated. 



Complementary to the above, Narver and Slater (1990) argue that market orientation 

consists of three behavioural components: customer orientation, competitor orientation, 

and inter-functional coordination. Also, Ruekert (1992) defines market orientation 

similarly but adds an explicit focus on strategic planning by business units. Shapiro 

(1998) argues that thee characteristics make a company market-driven: (1) information 

on all-important buying influences permeates every corporate function; (2) strategic and 

tactical decisions are made mter-functionally and inter-divisionally; and (3) division and 

functions make well-coordinated decisions and execute them with a sense of 

commitment. 

2.3 Non-profit organisations and market orientation 

Although marketing in the non-profit service provider sector may have attributes similar 

to, those of profit oriented providers, some key differences exist. The first distinction 

relates to financial rewards. According to Chan and Chau (1998) non-profits attempt to 

achieve social profits. These are intangible results that may not be readily seen by many 

in our society. Examples of these social profits consist of enhancing the quality of a 

child's life when he/she is taken from an abusive home, the elimination of youthful social 

deviance because a recreation program is provided for at a local YMCA, or the 

elimination of pollution because the local non-profit environmental protection agency 

was able to intervene and prevent the dumping of chemicals in a nearby landfill. These 

social profits generally add value to the community and enhance the quality of 

everyone's life. A second distinction relates to the nature of the multiple publics that a 

profit and non-profit organizations must serve. Although the publics are similar, the 

7 



relationship of non-profit organizations to the investment community differs from that of 

business organizations to their investment community. 

Two major constituencies challenge. non-profit agencies; one is the resource allocation 

market and the other is the resources attraction market or donors (Segal 1991 ). Market 

orientation of private non-profit organizations can affect activities and programs directed 

towards the beneficiaries and donors. A fundamental question in non-profit sectors is the 

specification of what is to be understood by target public. One of the primary differences 

between non profit and profit organizations is that generally the non-profit agencies 

maintain a higher number of relationships which can be critically important (Drucker 

1990). As a consequence, they have to think about their existing relationships, not only 

with their clients or beneficiaries, but also with their donors of funds. Profit making 

organizations can make use of the marketing function to promote the direct exchange 

between the firm and its customer. This facilitates simultaneous assignment and attraction 

of resources. However in non-profit organizations the attraction and assignment of 

resources are two separate tasks involving different target publics and different needs 

(Shapiro 1973). Resource donors are essential for the non-profit activity's fulfilment. 

Therefore, the organization's orientation towards them must also be a primary role of 

management. Focusing on the donor must be viewed as a means to fulfil the 

organization's mission, but not as an end in itself (Brannen 1996; Mullins 1996). 

As Gallagher and Wienberg (1991) assert, non-profits market concurrently to rely on 

both the users and the fund providers for their survival. Both of these groups represent the 

8 
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non-profit organization's stakeholders. As one reads the non-profit organizational 

performance literature it is clear that· the non-profits have multiple and some times 

conflicting goals associated with these stakeholders. This situation reflects diverse 

priorities of different constituencies as well as the varying briefs among stakeholders 

groups concerning what constitutes effectiveness in the non-profit sector (Padanyi 2001 ). 

As such, in many cases the stakeholder(s) could have a narrow viewpoint of the market 

orientation construct. ln the for-profit environment the focus is on customers and 

employees as the primary stakeholder groups. In the non-profit sector this focus can be 

overly simplistic since these organizations can potentially have a much larger group of 

stakeholders. To assess appropriately the extent to which marketing has been 

implemented within a non-profit context, it would be necessary to study the 

organization's orientation towards such groups as individual donors, corporations, trusts, 

foundations, trustees, employees, volunteers, recipients, and government (Mei-Na Liao 

and Sargeant 2000). Responding to the large number of publics and stakeholders 

associated with NPOs presents a major challenger. As such, marketing for non-profit 

service providers requires a different method to accomplish the organization's goals. The 

measurement of non-profit service provider performance requires a different approach 

that considers the dual constituencies facing the organization. As Chan and Chau (1998) 

suggest, a non-profits performance can be measured based on the services that are 

provided to its target groups or on its ability to attract resources. Attempting to measure 

the extent to which the organization is oriented to each group can created problems. 

Some scholars such as Bennett (1998) have avoided this problem by focusing on one 



stakeholder group such as the donors. The model used in this paper is focused on the link 

between market orientation and the fund raising activities of the organizations. 

By focusing on the non-profit's competitive situation non-profit organizations confront a 

more complex competitive environment than do profit organizations. The demand for 

non-profit good and services is often insatiable, and to consider other organizations as 

competition would be inappropriate. As a result of this circumstance the NPO's 

orientation towards the beneficiary and the donor must be complemented first of all with 

a simultaneous orientation towards the collaborator and the competitor. For example, 

nonprofits can frequently collaborate with competitors on various projects, which may 

not be allowed in the private sector. This requires the non-profit to evaluate the 

collaborators and competitors strengths and weaknesses as well as opportunities and 

threats (SWOT) that are derived from their activities (Narver and Slater 1990). 

Identifying the SWOTs of the collaborators and competitors allows the non-profit to see 

where they lag behind. It also shows how they outperform o.r have sup.erior capacities to. 

existing alternatives (Sargeant 1999). There are situations where competition is directly 

relevant to each organization's business. A case such as charities trying to secure 

government funding to supply goods and services represents pure competitive 

relationships. In the fund-raising arena there is always a degree of competition in play. 

Yet, even here non-profits share lists of donors with each other in the hope that every 

participating organization will benefit from sharing resources ( Bruce 1994). With respect 

to donors, the use of the term 'competition' appears to be more widespread especially if 
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the contribution is monetary, because other organizations want to obtain funds from a 

common poll of limited resources. 

Another perspective on the competitiveness of NPOs relates to the study the 

environmental forces that affect the nonprofits system of preferences and expectations 

(Kohli and Jaworski 1990; Ruekert 1992; Biemans and Harmsen 1995). Good 

management dictates that organizations should develop an environmental monitoring 

system to help anticipate any of the changes that will facilitate and accelerate the 

adoption of recommended corrective actions (Lambin 1996). This reasoning makesit 

clear that it is essential for NPOs to employ market intelligence gathering methods to 

promote this activity (Greenley and Foxall 1998). 

According to Gallagher and Weinberg (1991) non-profits receive more media scrutiny 

than commercial profit making organizations. Such intensity of media coverage is 

generated from the fact that many NPOs receive government funding; thus taxpayers 

want to know what is happening with there tax dollars. The media scrutiny also has an 

impact on there reputation and when the media through advertising and other means 

demonstrate high consumer satisfaction and then the NPOs reputation is enhanced. Being 

market-orientedcan positively promote an organizations reputation (Gainer and Padyani 

2001). As the NPO satisfies its beneficiaries (customer satisfaction) and this news is 

announced to the public through various forms of media, then the organisation's 

reputation is improved, consequently having an impact on the amount of resources 

donors are willing to supply. According to Gainer and Padyani (2001) those NPOs with a 
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market oriented culture had a higher probability of showing an increase in customer 

satisfaction. This is eventually resulted in an increased in customer satisfaction. This 

eventually resulted in an increased growth in resources they were able to attract. 

2.4 Business performance defined 

According to Agarwal, Erramilli and Dev, (2003) performance is a two dimensional 

construct. The first dimension, objective performance, involves the finance or market­ 

based measures such as capacity utilization. profitability, and market share. The second 

dimension is judgmental performance, which involves customer and employee-based 

measures. Customer-based measures are service quality and customer satisfaction, and 

employee satisfaction is an employee-based measure. 

Jaworski and Kohli (1993) examined the relationship between market orientation and 

both dimensions of performance objective and judgmental measures. They found no 

relationship between market orientation and the objective measures of performance. They 

did find a positive association with judgmental measures of performance. Subsequent 

research, described below, continued their work and found a relationship between market 

orientation and both objective and subjective measures of performance. 

Figure 2.1 Three-dimensional matrix representations of large organisations with 

higher levels of market orientation than smaller organisations and its 

relevance to organizational performance 




