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Abstract—Maximizing Business performance is the operational goal of every company. This 

Research aims to determine the influence of market orientastion on the marketing 

capabilities and business performance of public banks in the city of Makassar. This type of 

research is quantitative research using questionnaire which results are processed using 

path analysis Method (Path) with the help of SmartPLS software. The research results that 

market orientation is positive and significant to the marketing capabilities that can be seen 

from the value of T statistic larger than the T table which is 1.96 and p values are smaller 

than 0.05. Likewise, with the marketing capabilities of positive and significant impact on 

business performance. The market orientation is positive and not significant to the business 

performance that can be seen from the small statistic t more than 1.96 and P values more 

than 0.05. 

 

Keywords—Business Performance, Market Orientastion, Marketing 

Capabilities 

 
1. INTRODUCTION 

Market orientation or Orentasi markets according to Narver and Slater (1990) companies 

that are in the market will always make efficiencies and always strive to create more value for 

customers who are expected to provide benefits Long term for the company market orientation is 

beneficial for the company because it can help the company to focus: first, the gathering of 

information about the needs of the target customer and the ability of competitors continuously. 

Secondly, market orientation can use this information to create customer value sustainably both 

things are cultivated integrated into all parts or departments in order to improve the company's 

performance. (Ganadhi & Dharmayanti, 2016). 

Business units have a tendency to use entrepreneurship principles to focus on exploitation 

opportunities and adopt innovative approaches to attract customers and increase profitability. In 

addition, entrepreneurship is also associated with innovative behaviors and strategic orientation in 

achieving profitability and business growth. In general, there are many challenges that impede the 

performance of business units, such as lack of innovations; Low-level marketing and managerial 

skills; lack of financial support; and competence. High level of entrepreneurship companies tend to 

periodically monitor their entrepreneurship activities to find new opportunities and strengthen their 

competitive positions.. (Mohammad et al., 2019). 

The emphasis on dynamic capabilities highlights the importance of adoption of market-

level strategic orientation. Vorhies and Harker (2000) found in their research that companies with 

high market orientation also have higher levels of six marketing capabilities, this is marketing 

research, product development, determination Pricing, distribution, promotion and marketing 

management. In further studies on customer-focused marketing capabilities, the impact on 
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financial performance of capabilities in brand management and customer relationship management 

is found (Vorhies, ORR & Bush, 2011). The latter allows for the deployment of resource-efficient 

relationships and former reputation resources. Also Wilden & Gudergan (2015) found that 

marketing capabilities are positively related to the company's performance in a highly competitive 

environment. (Sanna Joensuu-Salo et al., 2016). 

According to the article makassar.terkini.id mention that the performance of the financial 

industry in South Sulawesi continues to grow positively. It is according to the official information 

of the Financial Services Authority (OJK) delivered by the head of Regional OJK 6 Sulampua, 

Zulmi, which is the development of the financial services industry in South Sulawesi position 

September 2018 still growing Positif.  (https://makassar.terkini.id/fakta-fakta-terbaru-kinerja-

industri-keuangan-sulsel-triwulan-iii-2018/). 

On the basis of the above phenomenon, then the business of banking sector, especially in 

the city of Makassar, the bank leaders are required to focus strategic planning in the business unit 

is to coordinate and have a commitment in conducting Marketing activities. Market Orientation 

(MO) is the basis of marketing and strategic planning and requires the process of a company 

implementing marketing concepts in their business practices. Companies benefit by engaging in 

more opportunistic marketing efforts, proactive, risk-taking, innovative, customer focus, and 

value-added. With the marketing capability the company can feel and respond to changes 

occurring in the market such as the progress or development of competitors, technological 

developments, so that the company can utilize the capabilities and resources of partners To 

generate values and facilitate the company to know the needs of customers. Therefore, on the basis 

of the banking in the city of Makassar is expected to maintain business growth in their company 

which will eventually increase the growth of business (production growth) and lowering costs (low 

cost). 

The increasingly intense competition in financial services especially banking will 

encourage companies to improve their performance. So the market orientation and entrepreneural 

orientation is required to keep the company oriented to the market and always to do and strive to 

create more value for its customers, and with the company's marketing capabilities provide Value-

added in meeting the customer's competitive needs. With the synergy is expected the level of 

achievement or achievement of a company in a certain period can be realized. The performance of 

a company is very influential in future development of the company. The purpose of the company 

is for the company to remain standing or exist (persist), gain profit, and can develop or grow 

(growth), it can be achieved if the company has good performance, so that is expected to provide 

long-term benefits for the company. 

There are issues based on previous review of the library as follows: 

1. Does Market Orientation have positive and significant impact on Marketing Capabilities 

at a commercial bank in Makassar city?  

2. Does Marketing Capabilities influence positive and significant towards Business 

Performance at a commercial bank in Makassar city?  

3. Is Market Orientation positive and significant towards Business Performance in public 

banks in Makassar City? 

 

2. LIBRARY OVERVIEW 

Market Orientation 

Market orientation or market orientation according to Narver and Slater, market-oriented 

companies will always make efficiencies and strive to create more value for customers who are 

expected to provide long-term benefits Long for the company. Market orientation is beneficial for 

the company because it can help the company to focus: first, the gathering of information about the 

needs of target customers and the ability of competitors continuously. Secondly, market 

orientation can use that information to create customer value sustainably. Both things are 

cultivated integrated into all parts or departments in order to improve the company's performance. 

(Ganadhi & Dharmayanti, 2016). 

Market orientation is the focus of strategic planning on business units that must meet the 

following demands: All functions in the company are able to absorb all important information that 

could affect the decision making of the purchase will be conducted by strategy between functions 

and between divisions, as well as the division is equally good in coordination function and has a 

commitment in running marketing activities. Market orientation is not solely the responsibility or 
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attention of functionality in marketing, but all departments must participate in the collection, 

dissemination, and follow-up information of the market. In addition, market orientation is focused 

on markets that include customers and factors or strengths that affect them. Market orientation can 

be measured in three dimensions, which is Intelligence Generating that emphasizes attention to the 

direction of movement or market demand. A business must have market information that can be 

processed into information as a form of enterprise operations, so that the company can make more 

precise predictions and marketing actions. Secondly, the intelligence dissemination dimension 

emphasizes on implementing the distribution of information to all departments within the 

organization, and the third is Responsiveness is the emphasis on the level of responsiveness to 

changes in customer needs being Running.(Hatta, 2015). 

 

Marketing Capabilities 

The marketing capability is defined as an integrated process designed to implement a 

group of knowledge, skills and resources from the company to meet customer needs, provide 

added value, and to meet the needs of Competitive. Companies benefit by engaging in more 

opportunistic marketing efforts, proactive, risk-taking, innovative, customer focus, and value-

added. . 

Marketing Capability is a process designed to design the collective knowledge of 

integrative, skills, and resources of the company to market related business needs, which allows 

businesses to add value to goods and services, and meet competitive demands. With the marketing 

capability the company can feel and respond to changes occurring in the market such as the 

progress or development of competitors, technological developments, so that the company can 

utilize the capabilities and resources of partners To generate values and facilitate the company to 

know the needs of the customer. This can help companies develop new products or renew existing 

products with new specifications and attributes to be able to deal with competition. To win such 

tight competition in the market, surely the company must provide fast response and flexible 

product innovation, and combined with the ability of the marketing sector that is reliable and 

superior in the company, so Innovation can be a company's effort to develop marketing capability 

company. The Marketing Capability dimension consists of: a) Marketing Sensing Capability, b) 

Marketing Learning Capability, c) Marketing Targeting and Positioning. (Wijaya & Dharmayanti, 

2016). 

Marketing capabilities adalah suatu kemampuan yang dirancang untuk menerapkan 

pengetahuan yang kolektif, keterampilan dan sumber daya perusahaan dengan kebutuhan yang 

berhubungan dengan pasar bisnis, dan memungkinkan untuk menambah nilai barang dan jasa, 

beradaptasi dengan kondisi pasar, mengambil keuntungan dari peluang pasar dan memenuhi 

ancaman yang kompetitif. Perusahaan memberikan sumber daya yang signifikan untuk 

membangun, memelihara, dan meningkatkan kemampuan pemasaran, dan dengan meningkatkan 

pengetahuan tentang hubungan antara kemampuan pemasaran dan kinerja perusahaan (Krasnikov 

& Jayachandran, 2008; Slotegraaf & Dickson, 2004; Vorhies & Morgan, 2005). Indikator dari 

Marketing capabilities ada 7 yaitu, pricing, distribution management, product management, 

personal selling, marketing communication, dan marketing implementation.(Handoyo & Hasanah, 

2017). 

 

Business Performance 

Business performance reflects the perspective in strategic management which is a sub-

point of the overall concept of effectiveness of the company. The performance of small and 

medium enterprises is multi-dimensional, making it very useful to unify various performance 

dimensions in empirical studies. Rauch et al. reveals that business performance is a multi-

dimensional concept. One common difference between financial and non-financial measures is the 

valuation of such factors as sales growth is indeed a return on investment and objectives such as 

the level of satisfaction and success globally as determined by Owner or manager within the 

company. Measurement of business performance based on subjective perception of business 

actors. The reason for using this approach is that business owners are usually reluctant to disclose 

the exact performance record, and they are less willing to share objective performance data. In 

addition, unlike large corporations, they generally do not have complete records and bookkeeping, 

related to their business performance. (Souisa, 2018). 
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Measuring business performance in today's economic environment is an important issue 

for academics and managers. In general, business performance is defined as "operational capability 

to meet the wishes of the company's major shareholders", and it should be assessed to measure the 

achievement of an organization. Many research studies organization and process practices to 

influence "bottom line", and vice versa. Efforts to test the relationship between strategy and 

performance have been conducted for more than 20 years; Many current research also focuses on 

this aspect. Experts have examined the importance of performance evaluation and practice for an 

organization. Many studies have also focused on the performance of small companies and, 

recently, medium enterprises as well. Regular indicators used in measuring business performance 

are profit, return on investment (ROI), turnover or number of subscribers, design quality and 

product improvement. However, Mann and Kehoe (1994) and Franco-Santos et al. (2007) 

Recommends measuring business performance through the business performance measurement 

system, as it is an important tool in many research areas, especially in business and social sciences 

studies. The system analyzes and investigates every quality that affects the company's business 

performance, categorizes business performance into two major areas: operational business 

performance and strategic business performance. The main function of the system is to focus on 

investigating all organizational functions at high and low activity levels; It is applied appropriately 

to measure the performance of small and medium enterprises (SMES). The system is also 

appropriate for quantitative research methods (e.g., questionnaires) and qualitative (e.g., structured 

interviews). (Zulkiffli & Perera, 2011). 

Based on the research review above, the framework of the think in this study can be seen 

in the following image: 

 
Figure 1. Thought skeleton  

 

3. RESEARCH METHODS 
This type of research is quantitative research. Quantitative research is a research method 

based on the philosophy of positivism, used in specific populations or samples, collecting data, 

using research instruments, analyzing data with statistical tools With the aim to test the hypothesis. 

(Sugiyono, 2017). The research method used is path analysis. 
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Place and Time research 

 Population research and research site conducted in Makassar City in several commercial 

banks (main branch office and branch office) in Kota Makassar samples.This study was conducted 

from October to December 2019 

 

Population and samples 

 The population in this research is all branch head, head of marketing, head of unit or KCP 

leadership at 252 commercial Bank Branch office in Makassar city with total population of 318 

population. Sampling techniques are sampling techniques. The samples used in this study were a 

strata sample with each branch head used as the respondent. The number of samples in this study 

was 72 respondents. 

 

Operational Definition of Research Variables  

In order to limit the existing problems, it needs an operational definition. According to 

Sugiyono (2017) The variable is: "an attribute or nature or value of a person, object or activity 

that has a certain variation set by the researcher to be studied and then withdrawn". (Sugiyono, 

2017). 

In detail can be written in the form of table as follows: 

 
Table 1. Variable Operational definitions 

No Variable Definition Indicators 

1 X1  

(Market 

Orientation) 

Market Orientation (MO) is the 

foundation of marketing and 

strategic planning and requires the 

process of a company implementing 

marketing concepts in their business 

practices. 

 Intelligence Activities 

 Intelligence 

Dessemination 

 Response To The 

Market 

(Hatta, 2015) 

2 Y1 

(Marketing 

Capabilities) 

Marketing Capability is a process 

designed to design the collective 

knowledge of integrative, skills, and 

resources of the company to market 

related business needs, which 

allows businesses to add value to 

goods and services, and meet 

competitive demands. 

 Product Management 

 Marketing 

Communication 

 Marketing Planning 

 Marketing 

Implementation 

(Hatta, 2015) 

3 Y2 

(Business 

Performance) 

Business performance reflects the 

perspective in strategic management 

which is a sub-point of the overall 

concept of effectiveness of the 

company. 

 Market Share,  

 Profits,  

 Sales Volume  

 Customer Satisfaction 

(Handoyo et al., 2016) 

 

Metode Analisis 

In this study the authors used the SmartPLS application with research methods 

namely path analysis consisting of validity, reliability and hypothesis testing. 

 

 

4. RESULTS OF RESEARCH AND DISCUSSION 

Validity Test 

 The validity test aims to determine the quality of the research 

compilers/statements. The validity test results can be seen in the following table: 
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Table 2. Validity test 

 
Source: SmartPLS (2019) 

 
Based on the table above, it can be seen if the outer loading Seitan value is greater than 

0.7 so that the whole constituent indicator of the three variables is declared valid. Furthermore, the 

reusability testing that results can be seen in the following table: 

 
Table 3. Reability Test 

 
      Source: SmartPLS (2019) 

 
Table above shows the results of the reusability test that shows the three variables have 

had the value of Cronbach's alpha above 0.8 and composite reabilities above 0.7 so that the three 

variables that are examined are declared valid. After all variables are considered reliable then the 

next test is the hypothesis test with the following results 

 
Table 4. Hypothesis Test 
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Source: SmartPLS (2019) 
 

 Based on the table above, it can be noted that the market orientation is positive and 

significant to the marketing capabilities that can be seen from the value of T statistic larger than 

the T table which is 1.96 and p values are smaller than 0.05. Likewise, with the marketing 

capabilities of positive and significant impact on business performance. The market orientation is 

positive and not significant to the business performance that can be seen from the small statistic t 

more than 1.96 and P values more than 0.05. 

 

Research Results 

Based on the results of the research above, the discussion for the results of this research 

can be described as follows: 

1. Market Orientation has a positive and significant effect on Marketing Capabilities. 

Based on the results the analysis showed that market orientation was positive and 

significant to the marketing capabilities. Based on the direct observation of researchers in line with 

what the researchers see in the field that banking has been aware of the market share of the 

competition level either between banks, as well as knowing how the customer wishes level to the 

product Banking products. With the condition of knowing it, banking remains consistent to 

increase the level of their capability as the best banking in the community. 

The findings are in line with the theory realized by Hatta (2015), that the market 

orientation is the focus of strategic planning on the business unit that must fulfill the following 

demands: All functions in the company are able to absorb all Important information that can affect 

the decision making of the purchase to be made by the strategy between functions and divisions, 

and the division is equally good in the coordination function and is committed in running the 

marketing activities. 

The findings in line with the findings of Vorhies and Harker (2000) found in their studies 

that the company with the high Market Orientation also has a higher level at six Marketing 

Capabilities, namely on marketing research, Product development, pricing, distribution, promotion 

and marketing management. Also Wilden & Gudergan (2015) found that Market Orientation was 

positively associated with the company's performance in a highly competitive environment. (Sanna 

Joensuu-Salo et al., 2016). 

 

2. Marketing Capabilities positively and insignificant effect on Business Performance. 
The results of the study concluded that Marketing Capabilities has a positive and 

significant impact on Business Performance which means that existing marketing capabilities have 

not had a significant impact on business performance. Based on the direct observation of 

researchers in line with what researchers see in the field that with the ability of banking marketing 

that has a good performance indirectly then they will have more market opportunities, So that they 

can freely offer their products and services to the public, thereby will impact on their growing 

business performance. 

The findings are in line with the theory presented by Ganadhi & Dharmayanti (2016), that 

the marketing capability is defined as an integrated process designed to implement a group of 

knowledge, skills and resources of the company To meet customer needs, provide added value, 

and to meet competitive needs. Companies benefit by engaging in more opportunistic marketing 

efforts, proactive, risk-taking, innovative, customer focus, and value-added. 

The findings of this research also supported the findings of Morgan et al. (2009) 

indicating that the marketing capabilities have a direct positive effect on the measure of subjective 

and objective performance. Jaakkola et al. (2010) demonstrates a relatively strong positive 

relationship between inside-out marketing capabilities and subjective business performance in a 

full sample and each sub-sample of three countries.  

 

3.Market Orientation has no positive and no significant effect on Business Performance. 

The results of this study concluded that Market Orientation has a positive and not 

significant effect on Business Performance. Based on the direct observation of researchers in line 

with what researchers see in the field that banking already has a market orientation and process as 

well as time from formulation of strategies to the sale of such products and services, where These 
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weaknesses caused the loss of opportunities for banking to obtain a higher business performance 

which is leave by the competition of other companies. 

The findings do not support the theories propounded by Kohli and Jaworski (1990), that 

companies that continuously collect information about customers and markets and act as expected 

to achieve performance Superior. To compete in a changing market environment and to satisfy 

customers from time to time, companies must be able to develop and adapt to a commitment to 

market orientation (Cano et al., 2004). 

The results of this study in line with the research of Jaakkola et al. (2010) showed that the 

effect of market orientation on performance differed in three relatively homogeneous European 

countries (Austria, Finland, and Germany). These results suggest context-specific market 

orientation relationships with business performance.(Takata, 2016). 

 

5. CONCLUSIONS AND SUGGESTIONS 
Conclusions 

Based on the results that can be on the research and discussion, as well as the objectives 

set before, the conclusions that can be taken are: 

1. Market orientation has positive and significant effect on the marketing capabilities. Market-

oriented companies will always make efficiencies and strive to create more value for 

customers who are expected to provide long-term benefits for the company. 

2. Marketing Capabilities positively and insignificant effect on Business Performance. 

Companies benefit by engaging in more opportunistic marketing efforts, proactive, risk-

taking, innovative, customer focus, and value-added. 

3. Market Orientation has positive and significant effect on Business Performance. This can be 

supported by supply and demand can also cause Market Orientation to have positive and 

significant effect on Business Performance. This can be seen by the demand that is varied so 

as to cause market orientation of the area to change significantly and can cause performance 

bussiness increased. 

 

Suggestion 
1. Banking will still maintain the quality of their products or services and evaluate every at least 

one year at a time.  

2. Banking in order to be able to periodically increase the number of their services, actively and 

attractive can introduce their banking products to the particular potential customers-new 

customers.  

3. Banking to be able to do advertising on media such as newspapers, television or the internet 

about their products are latest and superior, so that people can know more quickly about 

banking products. 
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