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Abstract 
This study has done to surveying the Relationship between Market Orientation and organizational 
Performance. The population of this study is Ardabil City SMEs Managers that were 381. Data 
has collected from 191 Managers by a questionnaire with study of variables. 8 items are allotted 
to customer-orientation, 6 items to rival-orientation, 6 items to responsiveness, 5 items to 
customer satisfaction and 19 items to measure organizational performance. Five item Likert's 
range was used which involve form completely opponent to completely proponent. All the 
reliability and validity of measures has examined. Questionnaire reliability was estimated by 
calculating Cronbach’s Alpha via, it was 0.92. In order to analyze the data resulted from collected 
questionnaires deductive and descriptive statistical methods are used, and to display some 
statistical data we used column diagram and in deductive level to test the hypothesis of the 
research we used Spearman correlation coefficients. Findings show that there is a direct positive 
and significant relationship between market orientation and organizational performance among 
Ardabil City’s SMEs Managers. 
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INTRODUCTION 
Nowadays the speed of development and change in the Technology, software and hardware, 
market knowledge and even countries’ political economy on one hand and initiative along with 
Speed operation in business on the other hand caused for small and medium enterprises which 
have a significant role as social and economic developing engines to face vigorous challenges. 
The most crucial and determining factor for all the companies, especially the ones we mentioned, 
is how they will be able to pursue their main goals as (Survival, growth and profitability). Like 
other sectors of the country’s economy, the company’s success requires proper functioning in the 
current turbulent market. In fact, companies that use the tools and resources at their disposal, 
especially for embedded devices used in the field of marketing, will provide a good platform to 
deal with such environment (Maleki, Ansari, Safari (2013). 
The marketing concept was formally introduced in the writings of McKitterick (1957) and Keith 
(1960). It defines a distinct organizational culture or business philosophy that puts the customer at 
the center of the organization’s thinking about strategy and operations (Deshpande et al., 1993; 
Deshpande and Webster, 1989). The marketing concept is generally considered to be made up of 
the following three pillars Sin et al (2003): (1) customer philosophy—identification and 
satisfaction of the wants and needs of customers; (2) goal attainment—achievement of an 
organization’s goals while satisfying customer needs; and (3) integrated marketing organization— 
integration of all functional areas of the organization to attain corporate goals by satisfying the 
wants and needs of customers. Though the marketing concept is central to the marketing 
literature, very little research has been done in terms of creating a valid measurement scale and 
testing the construct empirically. Only recently has empirical research been conducted in this 
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area: behavioral approach by Kohli and Jaworski in 1990; and cultural approach by Narver and 
Slater in 1990.  
Market orientation (MO) is the focus of a firm that treats marketing as a cross-functional 
responsibility where meeting customer needs is an overriding priority for the entire organization 
(Narver and Slater, 1990). Researchers in marketing suggest that market orientation is a set of 
specific behaviors and activities (Kohli and Jaworski, 1990), a resource (Hunt and Morgan 1995), 
a basis for decision making (Shapiro, 1988), or an aspect of organizational culture (Deshpande, 
Farley, et. al, 1993; Slater and Narver, 1995). Kohli and Jaworski (1990) defined market 
orientation as "the organization-wide generation of market intelligence, dissemination of the 
intelligence across departments and organization-wide responsiveness to it" 
Sidik  (2012) in a research “Conceptual Framework of Factors Affecting SME Development” 
tried to focus on investigating neglected and affecting factors which cause distances between 
performance and development of small and medium enterprises. He attempted to introduce a 
framework in this study to describe this relation. In this project, Sidik focuses on performing an 
analytical review of previous studies and the result shows that there are strong links between 
performance and development in Small and medium enterprises.  
Rahab (2012) in a study “an innovative model of SMEs based on Market orientation and training” 
tries to focus on investigating the interaction between market orientation, learning orientation and 
innovation. In this study, the impact of business operations and innovation has also been 
measured. The questionnaire was distributed among 149 small and medium sized organizations 
within Banyumas spread. Results show that innovation has a positive effect on the performance of 
the company.  
Bahri et al (2010) in a research “Economic value added (EVA): Useful tools for managing the 
performance of small and medium organizations” focused on designing a measurement system 
and performance management for small and medium-sized organizations. The data for this study 
was collected by analyzing the results of previous researches regarding the performance and 
market orientation of these organizations. Statistical population in this research was 108 small and 
medium sized organizations in Canada. The results showed that EVA can be a useful tool for 
performance management in SMEs. 
Small and medium-sized enterprises (SMEs) are the life blood of modern economies. (Ghobadian and 
Gallear, 1996) and considered to be the engine of economic growth and employment (Radas and Bozic, 
2009). While most studies on market orientation and organizational performance practices in marketing 
have been focused on larger businesses, no attempt has yet been made to evaluate these concepts practices 
by SMEs. So, it seems to be very interesting to see the result of applying marketing concepts in small to 
medium-sized firms. Especially, because of the little attention allocated to these enterprises. 
Organizational performance comprises the actual output or results of an organization as measured 
against its intended outputs (or goals and objectives). According to Richard et al. (2009) 
organizational performance encompasses three specific areas of firm outcomes: (a) financial 
performance (profits, return on assets, return on investment, etc.); (b) product market performance 
(sales, market share, etc.); and (c) shareholder return (total shareholder return, economic value 
added, etc.). The term Organizational effectiveness is broader. So, the main purpose of this study 
is “surveying the Relationship between Market Orientation and organizational Performance”. 
METHODOLOGY 
The population of this study is Ardabil City SMEs Managers that were 381. Data has collected 
from 191 Managers by a questionnaire with study of variables. 8 items are allotted to customer-
orientation, 6 items to rival-orientation, 6 items to responsiveness, 5 items to customer 
satisfaction and 19 items to measure organizational performance. Five item Likert's range was 
used which involve form completely opponent to completely proponent. All the reliability and 
validity of measures has examined. Questionnaire reliability was estimated by calculating 
Cronbach’s Alpha via, it was 0.92.  
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In order to analyze the data resulted from collected questionnaires deductive and descriptive 
statistical methods are used, and to display some statistical data we used column diagram and in 
deductive level to test the hypothesis of the research we used Pearson correlation coefficients. The 
analysis has performed with SPSS. 
RESULTS  
1- Descriptive Results 
Table 1 shows the result of demographic Analysis of responder’s degree. 9percent M.A or higher, 
67.5 percent BA, 23.5 percent have Associate degree. It means that the all of the employees have 
university degrees.  
Table1- Responders degree 

Responders degree 
  Frequency Percent 

Valid 

Associate degree 45 23.5 
Bachelor 129 67.5 
Master's degree or higher 17 9 
Total 191 100.0 

 
Table 2 shows work experience of the responders. According to table 2, from the precedence 
point of view about 2.6 of responders have under five, 23.5 percent between 6-10, 29.3 percent 
11-15, 29.8 percent 16-20, 14.6 percent have more than 21. It shows that people 
with more experience are bigger than 5 years. 
Table 2- Work Experience of the responders 

Work Experience 
  Frequency Percent 
Valid <5 5 2.6 

6-10 45 23.5 
11-15 56 29.3 
16-20 57 29.8 
Up 21 28 14.6 

Total 191 100.0 
2-Hypothetical Results 
In this paper have one main hypothesis and tree secondary hypotheses. The statistical way of 
analysis of hypotheses is two ways, H1 is acceptance of hypothesis and H0 is rejecting of 
hypothesis. In other words, it means that H1 has positive meaning and H0 has negative meaning.  

1. There is a significantly positive relationship between market orientation and 
organizational performance in SMEs. 

1.1 There is a significantly positive relationship between customer orientation and 
organizational performance in SMEs. 

2.1 There is a significantly positive relationship between competitor orientation and 
organizational performance in SMEs. 

3.1 There is a significantly positive relationship between inter-functional coordination and 
organizational performance in SMEs. 

Table 4, which present the correlations of each of the eleven items of first main hypothesis “There 
is a significantly positive relationship between market orientation and organizational performance 
in Ardabil SMEs”. The results show that market orientation and their dimensions are all 
significantly and positive related with organizational performance. Strong positive correlation was 
found between customer orientation and organizational performance (r=0.601 and p≥000). Also 
was found strong positive relationship between all dimensions of market orientation and 
organizational performance in Ardabil SMEs. (See table 3) 
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Table 3- Pearson’s correlation coefficients and Sig. of variables 
Independent Variables Dépendent Variable n Pearson 

Correlation 
Level 
of sig. 

customer orientation organizational 
performance 

191 0.601 .000 

competitor orientation organizational 
performance 

191 0.588 .000 

inter-functional 
coordination 

organizational 
performance 

191 0.493 .000 

market orientation organizational 
performance 

191 0.638 .000 

CONCLUSION  
This study has done to surveying the Relationship between Market Orientation and organizational 
Performance in Ardabil City’s SMEs Managers. For this purpose we developed one main and 
three sub-Hypotheses. Findings show that: 
There is a direct positive and significant relationship between market orientation and 
organizational performance of the small businesses, thereby supporting the main hypothesis.  
The results of first sub-hypotheses shows customer orientation also had positive significant 
relationship with organizational performance of small businesses. Also customer orientation in 
Ardabil SMEs is a remarkable factor for authorities which play a vital role in market-orientation 
like previous studies. Competitor orientation had a positive significant relationship with 
organizational performance. This also has supported the second sub-hypotheses. And finally, Inter 
functional coordination had a positive and significant relationship with organizational 
performance. It has supported the third hypotheses.  
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