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With the downturn in the global socioeconomic panorama, the market orientation
(MO) and the performance of non-profit organisations (NPOs) have come in for
growing levels of attention. However, authors remain unanimous in emphasising the
scope there remains for further research designed to better understand the role of
MO on the performances achieved by NPOs. The objective of this research is thus
to analyse the influence of MO on the performance standards of NPOs. To this end,
we deployed a quantitative methodology based on the application of a survey of
NPOs that received a total of 135 valid responses. The results demonstrate a
statistically significant positive effect on the dimensions of orientation towards
users, towards the competition, the incentive system even while the effect of inter-
functional coordination lacks in significance. Despite the data collection having
taken place at a particular moment in time, in the midst of the COVID-19
pandemic, which significantly hindered this process and correspondingly preventing
this study from attaining still greater representativeness, our results serve to
strengthen the theory and practice on market orientation in NPOs. The research
results also generate important implications across two levels: at the NPO level and
for their decision-makers; it also deepens knowledge on this theme and helps to
complete a gap found in the existing literature. In terms of practice, this contributes
to NPO managers and policy makers to grasp how MO is not a phenomenon
exclusive to the private sector but also extends across the non-profit sector.

Keywords: Non-profit organisations; market orientation; performance; quantitative

1. Introduction

Market orientation (MO) traces its roots to the concept of marketing and emerges today as
an important aspect to the entrepreneurial orientations of organisations, and an integral
part of organisational culture that contributes to their overall performance (Drucker
1954; Fonseca and Baptista 2013; Kohli, Jaworski, and Kumar 1993; Narver and Slater
1990; Turpin and Shier 2020).

The study of the relationship between MO and performance in the third sector started
fifty years ago with Kotler & Levy (1969) and Kotler and Zaltman (1971). Their work
focused respectively on analysing the question of transferring the traditional principles
of marketing to the non-profit organisations (NPO) and on the concept of social marketing
through which some of the social problems might undergo resolution through the appli-
cation of marketing methods. Even if today, some NPO’s boards face some moral
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problems using business methods looking at the marketing as a threat, honouring Kotler
(1979), the number of those who dare for these new rails has been increasing because they
recognise its usefulness. The reductions in traditional public supports for the non-profit
sector have impacted on the level of NPO financing and driven them to develop innovative
MO strategies (Pinho, Rodrigues, and Dibb 2014; Shoham et al. 2006). Since the last
decade, the number of Portuguese NPOs that every year advertise their VAT number in
social media in order to influence the taxpayers for introducing it in their own tax
return, to receive revenue from there, has been rising, with a yearly intensification from
January to March.

Nevertheless, through to contemporary times, research in this field has only ever
been scarce (Lee et al. 2019) and studies on MO in the third sector still in an initial
phase (Chad 2013; Gupta, Bridgman, and Sahi 2015; Ngatno 2016; Wymer,
Boenigk, and Möhlmann 2015), despite constituting one of the most closely studied
areas of marketing for the profit-making private sector (Wymer, Boenigk, and
Möhlmann 2015).

In fact, irrespective of research on the third sector having progressed in recent decades
(do Adro and Fernandes 2021), its application of MO has not accompanied this at the same
pace (Hyder 2013). Pinheiro, Daniel, and Moreira (2020) share the same opinion in stating
that despite MO having gained a great deal of attention in academic circles, there have
been few studies targeting the third sector. However, there has been a pick-up in research
on MO in this sector since 2009 (Ngatno 2016), which remind us the economic, financial
and social crisis of the last decade. The reductions in traditional public supports for the
non-profit sector have impacted on the level of NPO financing and driven them to
develop innovative MO strategies (Pinho, Rodrigues, and Dibb 2014; Shoham et al.
2006).

Some empirical studies refer to a positive interconnection between MO and organis-
ational performance (Voss and Voss 2000). Hence, the conceptualisation of MO is fre-
quently approached through recourse to scales (Wymer, Boenigk, and Möhlmann
2015), with two most commonly adopted, the MARKOR (Kohli, Jaworski, and Kumar
1993) and MKTOR (Narver and Slater 1990) scales. Various researchers (Liao,
Foreman, and Sargeant 2001; Sargeant, Foreman, and Liao 2002) have proposed orien-
tation models for the third sector, which are basically modifications of the seminal
model for-profit-making firms (Chad, Kyriazis, and Motion 2013). However, the first
adaptation of the MO measurement scale proposed by Narver and Slater (1990) for the
third sector comes from Modi and Mishra (2010) and dates to 2010. Hence, the literature
on MO above all casts its attention on the private sector and various authors (Chad 2013;
Gupta, Bridgman, and Sahi 2015; Turpin and Shier 2020) maintain that the literature
requires further studies to understand the role of MO in NPOs.

Following the recommendations made by Modi and Mishra (2010), Modi and Sahi
(2018a) and Shoham et al. (2006), our study seeks to analyse the influence of MO on
the performance of NPOs through answering this question: what factors in the market
orientation of NPOs influence their performance?

This study therefore makes various contributions, first and foremost, contributing to
enriching academic knowledge through investigating the impact of each of the com-
ponents of MO on NPO performance. Secondly, this search for drawing the attention of
NPO decision-makers to the importance of MO and especially to internal MO in the
daily lives of institutions and thereby raising awareness around the importance of efficient
management and the effective application of valuable intangible, non-monetary resources,
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which represent essential assets in the struggle for sustainability, a sine qua non for
achieving their social missions.

The structure of this article spans six sections: following this introduction, we present
the literature review followed by the methodology, the presentation and discussion of the
results and their implications before closing with the final considerations.

2. Literature review: market orientation in NPOs

MO stemmed from advances in the marketing concept. With the growth in importance
paid to marketing departments, there was the corresponding need to establish structures
destined for taking strategic decisions as regards the operational implementation of mar-
keting. Hence, various academics (Kohli and Jaworski 1990; Kohli, Jaworski, and Kumar
1993; Narver and Slater 1990) engaged with this field of research. Shapiro (1988) defined
MO as an organisational decision-making process that consists of gathering information,
taking decisions throughout the organisation and effectively implementing those
decisions. Narver and Slater (1990) reported a substantial positive effect of MO on the
benefits in the for-profit sector in developing this first scale of measurement. Kohli and
Jaworski (1990) combined a review of 35 years of the literature on this field of analysis
with the results of 62 field interviews in order to summarise the knowledge and
propose future research orientations. Narver and Slater (1990) and Kohli and Jaworski
(1990) are today considered the theoretical founders of MO (Chad, Kyriazis, and
Motion 2013).

The literature points to various benefits from implementing MO including, for
example, facilitating decision-making processes and as well as communications
between the various departments of the organisation in the case of concerted actions (Pin-
heiro, Daniel, and Moreira 2020). Thus, MO creates value to the extent that this helps
organisations in designing and producing their goods and services better than those of
the competition (Chad 2013; Chen and Hsu 2013; Kraus et al. 2017).

With the entrance of new players from for-profit sector in social sector (since 2020,
ORPEA group entered into the Portuguese market with 30 nursing houses, which rep-
resent more than 2000 beds), the concept of social marketing stated by Kotler and
Zaltman (1971) turns the MO more relevant to the third sector and to our study, even if
it cannot simply be transferred from the lucrative private sector (Chad, Kyriazis, and
Motion 2013; Lee et al. 2019) but needs to be adapted. Thus, while for the latter, Kohli
and Jaworski (1990) identify eight antecedents to MO, Lee et al. (2019) refer to how
these may be cut to three for the third sector: the factors involving the goals, mission
and vision of senior management; organisational and institutional factors; structural and
systemic factors. Zhao, Niu, and Castillo (2010) state that the more traditional marketing
approaches of NPOs are not effective as they are not professional either in identifying
their potential clients or in satisfying their respective needs. Despite this, many NPOs
express scepticism over adopting marketing methods traditionally the domain of the
business sector (Modi and Mishra 2010). These authors emphasise how this arises from
NPOs frequently not understanding just how marketing concepts may also generate
benefits and advantages for the non-profit sector.

Indeed, the MO of NPOs is vital to their survival (Liu, Eng, and Takeda 2015) and
emerges as a solution adopted whenever such organisations seek to resolve financing pro-
blems (García et al. 2018). The Macedo and Pinho (2006) study of Portuguese NPOs
demonstrated how the resource based theory put forward by Penrose (1959) is able to
explain the level of MO prevailing in NPOs. These authors discover that those NPOs
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most dependent on private donors tend to be more oriented towards the market. Normally,
the diversification of revenues is a reflection of the MO of NPOs and, therefore, the organ-
isations that register higher levels of own income alongside other sources other than state
support display greater orientations to the market (Macedo and Pinho 2006). Nevertheless,
and curiously, in some situations, a client based orientation interlinks with reductions in
revenues and negative results (Voss and Voss 2000). This may occur as an excessive orien-
tation towards the client may lead to inertia (Voss, Voss, and Moorman 2005).

MO in the third sector is correspondingly commonly associated with the efficiency of
commercial activities, financial sustainability, the effective management of resources and
self-sufficiency (Choi and Majumdar 2014) while also perceived as an organisational
culture that seeks to provide value to consumers through their orientation towards users
and competitors as well as towards inter-functional coordination (S. Mitchell and Clark
2019) and incentive systems (Jaworski and Kohli 1993).

Below, we shall approach each of these four aforementioned dimensions after first
recalling the respective importance of each of these aspects towards NPOs and our study:

. The orientation towards users due to how these organisations provide care services
that are, in the majority of cases, essential to the wellbeing and good health of their
users;

. The orientation towards the competition stems from how in recent decades, new
players have emerged in the market, arriving from the private sector and more
experienced in marketing related matters;

. The importance of inter-functional coordination arises from the need for good com-
munications within NPOs given that they are dealing with the lives of users;

. The incentive system on the grounds that human capital constitutes the core com-
ponent of NPOs.

2.1. Orientation towards users

MO is a consumer centred theoretical concept with organisations therefore structuring
their decisions around the current and future needs of these consumers (S. Mitchell and
Clark 2019). Traditionally, the marketing literature conveys how client based orientations
generate better understandings of clients and the consequent satisfying of their needs
drives higher levels of organisational performance (G. B. Voss and Voss 2000). In fact,
various studies have already demonstrated a positive relationship between the MO
culture and performance (Jaworski and Kohli 1993; Macedo and Pinho 2006; Narver
and Slater 1990). Only when close to its users are NPOs able to grasp and meet their
needs (Modi and Sahi 2018b).

The results of a study carried out with 147 employees in blood transfusion centres and
services in Spain report that when these organisations develop MOs focused on donors,
they directly and indirectly improve (work based) satisfaction, organisational commitment
and, finally, the behaviours as citizens of their members of staff (Martín-Santana, Cabrera-
Suárez, and Déniz-Déniz 2020)

Chen and Hsu (2013), in their analysis dealing with the collection of data on the needs/
desires of clients, find that MO holds importance to the capacity for organisations striving
to improve the quality of their services and boost their operational efficiency.

The study by Padanyi and Gainer (2004), incorporating analysis of 453 NPOs in
Canada, identifies how the implementation of MO brings various benefits. Furthermore,
they describe how MOs in the third sector emerges in different ways and independently
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of each other, varying from one organisation to another in terms of their potential impacts
on the different dimensions of performance; in addition to demonstrating how the resource
structure also holds an influence over the relationship between MO and performance.

Glaveli and Geormas (2017) refer to how having a definedMO, a clear and shared vision
of the surrounding environment as well as of user needs and an orientation towards the client
represent vital factors in boosting the effectiveness and sustainability of NPOs

Given that set out above, we arrive at our first working hypothesis:

H1: The client orientation generates a positive impact on the performance of NPOs.

2.2. Orientation towards the competition

Traditionally, the marketing orientation approach has focused on the client and meeting
consumer needs. However, today, the understanding of the MO concept reaches further
to include not only clients and consumers but also competitors (Kohli and Jaworski
1990; Modi and Sahi 2018a; Narver and Slater 1990).

Marketing activities help organisations to grasp the needs of their users and make
more active responses to changes in the market, providing better tailored services and pro-
ducts (G. Liu, Eng, and Takeda 2015) and thereby obtaining competitive advantages over
the competition (Chen and Hsu 2013; Kraus et al. 2017). For managers, perceiving the
dynamics of products, services and organisations ensures the capacity to remain competi-
tive in the face of change in the market and thereby appropriately adjusting strategies and
investment policies (S. Mitchell and Clark 2019).

While NPOs initially benefitted from substantial amounts of state support and gener-
ous individual donors, that paradigm is now different and, challenged to improve their
levels of performance, these organisations have had to consider the rules of the market,
such as the notion of competitiveness (Chen and Hsu 2013; Contreras-Medina, Díaz-
Nieto, Uribe-Plaza, García, & Mendoza-García, 2019). The rise in competition in the
third sector, both in terms of the growth in the number of NPOs and with many companies
in the for-profit sector engaging in activities traditionally reserved for non-profit organi-
sations, has led many of the latter institutions to pay greater attention to the needs of
their users and the emerging market trends (Ceptureanu 2018; do Adro and Leitão
2020). Correspondingly, NPOs should adopt methods traditionally the preserve of the
mainstream business sector, focusing on results and more innovative methods. These
alterations have substantially boosted the pressures on these institutions and forcing
them to improve their performance standards (Ceptureanu 2018).

According to Modi and Sahi (2018a), MO represents an organisational philosophy
focused on discovering and reaching out to meet the needs and requests of clients
better than the competition.

In keeping with the above, we may set out our second working hypothesis:

H2: the orientation towards the competition generates a positive impact on the performance
of NPOs.

2.3. Inter-functional coordination

MO initially approached the external environments of organisations (clients, competitors,
etc.), later extended to also include the internal dimension (processes, staff, etc.) (Gupta,
Bridgman, and Sahi 2015). According to Modi and Sahi (2018a), internal MO spans five
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different factors: the formal face-to-face verbalisation of information, written information,
responsiveness, the informal generation of information, and the dissemination of infor-
mation. In large scale NPOs, this inter-functional coordination tends to be more formal
than in their smaller peers (Lee et al. 2019). Within the scope of leveraging the market
based information resources to attain their objectives, NPOs need the capacity to integrate
and reconfigure these resources in keeping with their operational system (G. Liu, Eng, and
Takeda 2015). Therefore, these factors are in line with the concept of inter-functional
coordination as defined by Narver and Slater (1990) as the coordinated way in which
the different units of any organisation coordinate their operational functioning and the
use of resources within the structure itself in order to achieve shared organisational goals.

According to Lee et al. (2019), the inter-functional coordination of NPOs draws upon
three antecedents (the senior management, organisational factors and structural factors)
with their respective influences moderated by the type of resources available. Hence,
the greater the amount of financing from private sources, the greater the perception of
MO in keeping with how the revenue stream to a large extent depends on the three afore-
mentioned antecedents.

In a study that explored the relationships between MO, organisational culture and
organisational commitment, Pinho, Rodrigues, and Dibb (2014) examined a sample of
143 managers at healthcare connected NPOs in Portugal. They report that MO influences
the organisational culture, performance and organisational commitment. These findings
convey the importance of MO and the positive impact on organisational performance.
Martín-Santana, Cabrera-Suárez, and Déniz-Déniz (2020) strengthen this position in
affirming that, in market-oriented organisations, members of staff share information, par-
ticipate in decision-making, cooperate and work together in managing and obtaining the
common objective.

Internal MO may not provide any direct relationship with organisational performance
(Modi and Sahi 2018b) even while the relationship between MO and performance is more
robust and stronger in organisations with cultures of low hierarchical distancing and
greater capacities for pre-empting events (Lee et al. 2019). The qualitative study by
Hyder (2013) concludes that networks and trust are the MO components that most
favour performance.

Therefore, we may also put forward our third working hypothesis:

H3: Inter-functional coordination generates a positive impact on the performance of NPOs.

2.4. Incentive systems

To achieve their objectives and obtain institutional legitimacy, NPOs need to consider
their internal implementation of MO (Lückenbach et al. 2019). However, developing
and rooting MO into the reality of any organisation requires senior management
support, excellent intercommunication between the different departments, an efficient
human resources policy with measures able to retain the best members of staff, training
and the design of reward systems (Modi and Sahi 2018b). Thus, any MO, in addition
to its interconnections with the external context, also needs to interrelate with the internal
results, employee satisfaction and job commitment (Modi and Sahi 2018a).

An incentive, or reward, system conveys an idea of equity, trust, compliance with reci-
procal obligations and not only on financial exchanges (Modi and Sahi 2018a) and thus
encountering a certain interlinkage with the equity theory of Adams (1963). These incen-
tives may be intrinsic to the task or function performed (personal valuation, developing
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self-motivation, etcetera) or work environment related (recognition, salary, job security,
etcetera) (Stater and Stater 2019). Furthermore, developing any effective incentive
system involves understanding the aspirations and needs of members of staff (Modi
and Sahi 2018b). Hence, nurturing the conditions that foster good working environments
with the different cultural dimensions that this may imply, reducing some of the formal-
ism, would seem to set out the path to take in the search for higher levels of organisational
performance (Pinho, Rodrigues, and Dibb 2014).

In the third sector, and largely due to the ambience of scarce financial resources, a
good system of incentives arises out of managers concerned over the wellbeing of their
staff, having a more significant impact than in the for-profit and public sectors (Stater
and Stater 2019), especially in terms of employee retention (Modi and Sahi 2018a). There-
fore, NPOs stand to make considerable gains from investing in internal MO as this gen-
erates value for employees and indirectly impacts on MO as the employees go about their
relationships with users (Modi and Sahi 2018b).

Hence, we may present our fourth working hypothesis:

H4: incentive systems generate a positive impact on the performance of NPOs.

Figure 1 sets out our research model.

3. Methodology

3.1. Questionnaire and data collection

This research deploys a correlational design to examine the relationships between MO and
the performance of NPOs. In order to test these relationships, we produced a research
instrument and measurement scales based on the prior review of the literature, for
example the models put forward by Choi (2014) and Fonseca (2014). The option taken
was to follow the Fonseca questionnaire (2014), already adapted to the Portuguese
third sector and based on the MKTOR scale of Narver and Slater (1990) and that of
Jaworski and Kohli (1993) in the case of the incentive system. Due to their perceived rel-
evance, this added two questions on the scale of the orientation towards the competition
(does the organisation maintain attention on new competitor strategies?; is the organisa-
tion aware of its weaknesses and strengths in comparison with its competitors?) based on
the article by Choi (2014) that analyses the orientation towards learning and MO in the
South Korean third sector. Hence, we measured MO in accordance with three orientation
dimensions: towards the user, the competition, the inter-functional coordination, which we
combine with the incentive system, an essential component, a paramount in a sector where
more than half of current expenditure is composed of human resources.

The questionnaire measurement scales consist of items that represent the knowledge
and opinions of respondents to the EO practices and to social performance. In order to
construct the questionnaire and similar to other authors (Pinheiro, Daniel, and Moreira
2020), we applied the already referenced validated scales, translated and adapted to the
object currently under study. All of the items measuring these variable and their respective
scales are subject to discussion below.

We distributed the survey via e-mail, through the Google Forms application, to all the
social economy organisations on mainland Portugal and the Autonomous Regions of the
Azores and Madeira between 1 June and 30 September 2020. The survey was first sent to
CNIS – the National Confederation of Solidarity Institutions and the UDIPSS and the
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URIPSS – the respective district and regional organisations, the Union of Portuguese Mis-
ericórdia Charitable Institutions and the Union of Portuguese Mutualist Institutions fol-
lowing prior telephone contact in order to present the study and request that they
forward the questionnaire to their respective members (3,653 institutions, of which
3,004 are members of the CNIS according to its 2019 management report even while
this number is subject to frequent variation). Contact also took place with the António
Sérgio Cooperative for the Social Economy in keeping with its responsibility for updating
the list of all national NPOs (Pinheiro, Daniel, and Moreira 2020). In a subsequent phase
(July and August), we contacted, firstly by telephone and then by e-mail, the coordinating
entities for the CLDS4G program present in 232 of 278 councils on mainland Portugal.
Finally (in September), we established contact with the municipal social networks of
100 councils spanning from the north to the south of the country as well as the autonomous
regions of the Azores and Madeira. This social network is a national program launched in
1997 that seeks to empower social actors of councils in order to combat poverty, social
exclusion and foster social development (Presidency of the Council of Ministers 1997).

Figure 1. Research model
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Through this diversified strategy, and given that not all institutions are members of
confederations or federations, this sought to reach out and contact a population of
5,647 IPSSs – Private Social Solidarity Institutions or their equivalent existing in Portugal
according to the report ‘economic and social importance of the IPSS in Portugal’ pub-
lished in December 2018 by CNIS (Mendes 2018).

The final sample of 135 NPOs, disseminated throughout the national territory, with
different scales and sizes, provide a variety of social responses (children and youth, the
disabled, elderly persons and others).

3.2. Variables

3.2.1. Dependent variables

The relative construct for social performance was adapted from Sanzo et al. (2015) and
includes a Likert scale running from 1 to 7 (‘not at all important’ to ‘very important’),
with 16 items (annex 4) that subdivide into three distinct dimensions:

1. Internal marketing, including aspects such as the human resource and training pol-
icies of the organisation, appropriateness of the tasks to the capacities of employ-
ees, internal communications and listening to employees (10 items, Cronbach’s
Alpha = 0.926). These are core aspects in a sector in which more than 50% of
costs are composed by human resources expenses.

2. Benefits from partnerships, particularly sounding out the organisation’s stake-
holders (3 items, Cronbach’s Alpha = 0.791). NPOs work with 3 markets: users,
workers and community (donors, etc.). In order to carry out their social mission
successfully, they must find and maintain a balance (win-win) in this 4-party
relationship, aware that in order to benefit some, they may, under certain circum-
stances (employment relations, for example), have to harm others.

3. Complying with the mission as regards meeting the requests and expectations of
the organisation’s stakeholders (3 items, Cronbach’s Alpha = 0.869). Here is
another challenge that NPOs face in direct relation to the benefits of partnership:
fulfilling their social mission. In this domain, it is also necessary to know how
to consider the requests/wishes of users, collaborators, the community and
donors without compromising the social mission’s goal.

The items that constitute each of these factors (Internal marketing, Benefits from part-
nerships, Mission compliance) display considerable levels of reliability and internal con-
sistency. The second order construct referring to Social Performance returns far higher
levels of reliability and internal consistency (Cronbach’s Alpha = 0.939).

For each dimension and for Social Performance in overall terms, we calculated a score
corresponding to the average of the items.

3.2.2. Independent variables
3.2.2.1. Control variables. The characterisation of the institutions took into consider-
ation a diverse series of different facets, for example: the location (NUT2), the type of
social response (Social response for Elderly Persons, Response to Children and Youths,
Response to Disabled Persons), the number of employees (contracted staff and freelan-
cers), the number of volunteers, the number of users, and as well as whether or not the
institution runs a quality management system.
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3.2.2.2. Market orientation. To operationally apply the variables (Table 1) for MO, we
deployed the Fonseca (2014) and Choi (2014) scale. Due to its exclusive focus on NPOs
that depend solely on donations, this excluded the MO measurement scale designed by
Modi (2012), entitled MONPO.

Within the framework of adjusting the questionnaire to the specific characteristics of
the NPOs, as well as obtain a more harmonious approach, the terms ‘company, foundation,
institution, organisation’ underwent replacement by the word ‘organisation’. This
replaced the words ‘user’ or ‘beneficiary’ with ‘user’ in order to adopt the terminology

Table 1. Variables applied in the analysis

Variables Measurement Hypotheses Authors

IPSS
characteristics

Region Norte, Centro, Lisboa e
Vale do Tejo, Alentejo,
Algarve, Autonomous
Region of Madeira,
Autonomous Region of
the Azores

Elderly persons
(IDO)

0 – No; 1 – Yes

Children and youths
(IJ)

0 – No; 1 – Yes

Disabled (DEF) 0 – No; 1 – Yes
Number of
contracted
employees
(TRAB)

Number

Number of
professional
freelancers/
retainers (AVE)

Number

Number of
volunteers (VOL)

Number

Number of
organisation users
(UT)

Number

Does the organisation
run a quality
management
system? (QL)

0 – No; 1 – Yes

Market
Orientation

Orientation towards
the users
Orientation
towards the
competition
Inter-functional
coordination
Incentive system

Likert type scale
(1 a 5)

H1
H2
H3
H4

Fonseca
(2014)
and Choi
(2014)

Performance
(PERF)

Social performance:
Internal marketing
Partnership
benefits
Mission
compliance

Likert type scale
(1 a 7)

H1
H2
H3
H4

Sanzo et al.
(2015)
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in effect at the Institute of Social Security and present in the cooperation agreements
signed between the supervisory entity and these organisations. This also similarly substi-
tuted ‘target areas’ with ‘target public’. Following these respective adaptations, we deliv-
ered the questionnaire, with its measurement taking place on a five-point Likert scale, to
the NPOs. The 23 questions (annex 3) break down into four dimensions:

1. Orientation towards users ‘The objectives of the organisation are oriented towards
satisfying users; The organisation’s strategies are based on understanding the
needs of users… ” (9 items, Cronbach’s Alpha = 0.922).

2. Orientation towards the competition ‘Themanagement regularly discuss the strengths,
weaknesses and strategies of other organisations; The organisation remains attentive
to new competitor strategies… ’ (6 items, Cronbach’s Alpha = 0.903).

3. Inter-functional coordination ‘The information about users circulates freely among
all members; The members of the organisation mutually share the programs and
resources of the organisation… ” (5 items, Cronbach’s Alpha = 0.809).

4. Incentive system ‘Evaluation of the level of user satisfaction influences the level of
employee remuneration; The level of remunerations contemplates those who, in a
consistent fashion, provide good information on the market… ” (3 items, Cron-
bach’s Alpha = 0.845).

3.3. Data analysis

In order to describe the IPSS sample, we calculated the descriptive statistics (frequencies,
averages and standard deviation) of the research variables.

In order to evaluate the impact of the IPSS characteristics and the MO dimensions to
the social performance variables, and given the existence of correlations among the depen-
dent variables, we applied Multivariate Analysis of Covariance (MANCOVA). Hair et al.
(2010) recommend the application of Pillai’s trace, as it is statistically the most powerful
for samples in which the categoric variable categories contain small and different dimen-
sions. Whenever identifying variables with statistically significant impacts on the depen-
dent variables, we then estimated the Analysis of Covariance (ANCOVA) for each of the
dependent variables and the respective multiple linear regression models.

The data analysis process made recourse to the IBM-SPSS version 27.0 software (IBM
Corporation, New York, USA).

4. Results

4.1. Descriptive statistics

Table 2 details the characterisation of 135 institutions included in the study. The predomi-
nant locations in the sample correspond to the Centro (47.4%), Norte (18.5%) and Lisboa
e Vale do Tejo (18.5%) regions. In terms of the social responses of organisations, 45.2%
and 11.9% of organisations engage in responses to children and youths and the disabled,
respectively. The institutions on average employed 60.1 ± 77.6 full time employees with
an average of 693.7 ± 2458.4 users. We applied the chi-square goodness-of-fit test to
assess whether there were statistically significant differences between the sample distri-
bution of NPOs and the population distribution of NPOs in terms of region. The results
indicated that no statistically significant differences were found. This suggests that the
observed distribution of NPOs across regions in the sample is consistent with what
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would be expected based on the population distribution. Therefore, despite the imbalance
in the sample, the regional representation is representative and does not introduce any sub-
stantial bias in our analysis.

4.2. Test of hypotheses and discussion

In order to test the hypotheses, we calculated MANCOVA (Table 3) followed by four
ANCOVA estimations (Table A1 in the Appendix).

The MANCOVA tests report that the control variables for response to disabilities
(Pillai’s Trace = 0.07; F(3,114) = 2.78; p < 0.05), number of volunteers (Pillai’s Trace =
0.09; F(3,114) = 3.90; p < 0.05) and number of organisation users (Pillai’s Trace = 0.13;
F(3,114) = 5.54; p < 0.01) return significant impacts on the social performance variables.
ANCOVA demonstrates that the existence of social responses to disability generates a
statistically significant impact on the internal marketing performance (F(1,116) = 4.04;
p < 0.05), on mission compliance (F(1,116) = 4.47; p < 0.05), on partnership benefits per-
formance (F(1,116) = 4.48; p < 0.05) and on overall performance (F(1,116) = 5.92; p <
0.05). Organisations providing responses to children and youths turn in average scores
for internal marketing (with response: 5.53; without response: 4.48), partnership benefits
(with response: 5.87; without response: 5.10), mission compliance (with response: 5.86;
without response: 5.20) and social performance (with response: 5.66; without response:

Table 2. Descriptive statistics

N %

Region Norte 25 18.5%
Centro 64 47.4%
Lisboa e Vale do Tejo 25 18.5%
Alentejo 11 8.1%
Algarve 2 1.5%
Autonomous Region of Madeira 6 4.4%
Autonomous Region of the Azores 2 1.5%

Social response to Elderly Persons No 106 78.5%
Yes 29 21.5%

Response to Children and Youths No 74 54.8%
Yes 61 45.2%

Response to Disabled Persons No 119 88.1%
Yes 16 11.9%

Number of contracted employees (Median ± SD) 60.1 ± 77.6
Number of freelance/retained professionals (Median ± SD) 9.2 ± 22.8
Number of volunteers (Median ± SD) 5.1 ± 10.4
Number of organisation users (Median ± SD) 693.7 ± 2458.4
Implemented quality management system No 78 57,8%

Yes 57 42,2%
Orientation towards users (Median ± SD) 3.9 ± 0.7
Orientation towards the competition (Median ± SD) 3.4 ± 0.9
Multifunctional coordination (Median ± SD) 3.7 ± 0.8
Incentive system (Median ± SD) 2.5 ± 1.0
Performance – Internal marketing (Median ± SD) 5.1 ± 1.1
Performance – Partnership benefits (Median ± SD) 5.1 ± 1.3
Performance – Mission compliance (Median ± SD) 5.7 ± 1.0
Performance (Median ± SD) 5.2 ± 1.0

Note: SD – standard deviation.
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Table 3. MANCOVA model

Effect
Pillai’s
trace F

Hypothesis
df

Error
df p

Partial eta
squared

Noncent.
Parameter

Observed
power

Intercept 0.12 5.11 3 114 0.002 0.118 15.32 0.913
Region 0.13 0.87 18 348 0.621 0.043 15.58 0.634
Response to children and youths 0.01 0.56 3 114 0.642 0.015 1.68 0.163
Response to disabled 0.07 3.78 3 114 0.044* 0.068 8.35 0.658
Response to elderly persons 0.09 2.07 3 114 0.111 0.042 11.62 0.463
Number of contracted staff 0.15 1.55 3 114 0.321 0.027 6.65 0.368
Number of freelance/retained professionals 0.02 0.71 3 114 0.546 0.018 2.14 0.198
Number of volunteers 0.09 3.90 3 114 0.016* 0.087 10.81 0.781
Number of organisation users 0.13 5.54 3 114 0.001* 0.127 16.61 0.935
The organisation runs a quality management
system

0.08 2.35 3 114 0.072 0.049 8.05 0.547

Orientation towards the users 0.27 13.93 3 114 0.000* 0.268 41.79 1,000
Orientation towards the competition 0.14 5.96 3 114 0.001* 0.136 17.87 0.951
Multifunctional coordination 0.04 1.67 3 114 0.178 0.042 5.00 0.427
Incentive system 0.12 5.13 3 114 0.002* 0.119 15.40 0.915

Note: *p < 0.05; df – Degrees Freedom; F – F Statistic.
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4.96) significantly higher than those IPSS that do not provide responses to children and
youths (Table A2 in the Appendix). The number of volunteers provides a negative
impact on the internal marketing performance (β = -0.02; p < 0.05) and the number of
users has a positive impact on the internal marketing performance (β = 0.01; p < 0.05),
partnership benefits (β = 0.01; p < 0.05), mission compliance (β = 0.02; p < 0.05) and
social performance (β = 0.01; p < 0.05). The control variable generating the strongest
impact on the overall variables for social performance is the number of users (h2

p =
0.127), with this variable also demonstrating the greatest impact on the internal marketing
performance (h2

p = 0.062), partnership benefits (h2
p = 0.104), mission compliance (h2

p =
0.111) and social performance (h2

p = 0.103).
As regards the MO dimensions, the results find that the orientation towards users

(Pillai’s Trace = 0.27; F(3,114) = 13.93; p < 0.001), orientation towards the competition
(Pillai’s Trace = 0.14; F(3,114) = 5.96; p < 0.01) and the incentive system (Pillai’s Trace
= 0.12; F(3,114) = 5.13; p < 0.01) return statistically significant impacts on the overall
variables for social performance.

Based on ANCOVA, the results state that the orientation towards users provides a stat-
istically significant and positive impact on the internal marketing performance (F(1,116)
= 31.98; p < 0.001), as well as on mission compliance (F(1,116) = 22.11; p < 0.001), on the
performance of partnership benefits (F(1,116) = 34.56; p < 0.001) and on total perform-
ance (F(1,116) = 40.71; p < 0.001). The orientation towards the competition, in turn, gen-
erates a statistically significant positive impact on the performance of mission compliance
(F(1,116) = 14.27; p < 0.001), of partnership benefits (F(1,116) = 15.86; p < 0.001) and on
total performance (F(1,116) = 9.33; p < 0.01). The incentive system provides a statistically
significant positive impact on the performance of mission compliance (F,116) = 5.49; p <
0.05). The user orientation dimension has the single greatest impact out of the range of
variables for social performance (h2

p = 0.268), followed by the performance of internal
marketing (h2

p = 0.216), partnership benefits (h2
p. = 0.230), mission compliance (h2

p =
0.160) and social performance (h2

p = 0.260).
Given these findings, we are in a position to state that there is verification of our H1:

the client orientation generates a positive impact on the performance of NPOs, H2: the
orientation towards the competition generates a positive impact on the performance of
NPOs and H4: incentive systems generate a positive impact on the performance of
NPOs hypotheses. These results align with earlier research with the general acceptance
that a market orientation returns long term positive effects (Rodrigues, do Paço, and
Guerra 2010). Many authors also maintain that the concept of MO provides the foun-
dations for organisations to obtain competitive advantage and thereby raise their overall
performance standards (Chad 2013; Narver and Slater 1990).

The research study by Modi and Mishra (2010) of 102 Indian NPOs concludes that the
greater the propensity towards MO, the higher the level of NPO performance, the greater
the satisfaction of users and the better the reputation among peer organisations. Their
exploratory results also convey how the MO of an organisation does not depend either
on size (measured according to the number of employees) or on its age (confirmed accord-
ing to registration with the supervisory authority) and rather that any organisation may
develop its MO. The empirical study by Gordon Liu, Takeda, and Ko (2012) confirms
that MO returns a positive effect on various dimensions making up social performance.
Chad, Kyriazis, and Motion (2013) go further in stating that MO stands out as key to
organisational orientations able to contribute towards the overall performance. Chad
(2013), on analysing Australian NPOs, refers to the positive effect of MO on organis-
ational performance more than other concepts providing the underlying reason for how
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its development represents an appropriate objective for such organisations. These con-
siderations therefore expand the focus of MO to organisational strategic policies.

In the universe of the NPOs operating in the healthcare sector in Portugal, Pinho,
Rodrigues, and Dibb (2014) report that high levels of MO lead to high levels of perform-
ance. Recently, Hwang and Chung (2018) have identified a positive relationship between
MO and the performance of South Korean hospitals while Khuwaja et al. (2018) report a
similar case for the universities of Pakistan. The results of the Hersberger-Langloh (2020)
study of the Swiss third sector conveys how an MO oriented towards stakeholders may
hold positive repercussions for the growth of NPOs.

These research findings all demonstrate the need for NPOs to foster and develop their
MO in their short, medium and long term strategies. Nevertheless, the Rodrigues, do Paço,
and Guerra (2010) study concludes that MO is not any finite solution as this only explains
14.8% of NPO capacities to attract financing, 24.4% of the variation in performance of the
61 rehabilitation organisations studied while also demonstrating that 33.3% of the priority
attributed to satisfying the needs of clients derives from MO. However, this also observes
that performance and MO tend to vary in the same direction, thus, on average, any
increase in the level of MO also brings about an improvement in performance. Hence,
organisations that combine MO with other orientations may raise their performance stan-
dards more than those that focus exclusively on MO (Chad 2013).

As regards H3: does inter-functional coordination generate a positive impact on the
performance of NPOs, the findings portray this dimension as lacking in statistical rel-
evance as regards the overall social performance variables with the highest result returned
for internal marketing (F(1,116) = 3.04; p < 0.05).

This result falls out of line with other previous studies that attribute importance to net-
works and reputation for the performance of NPOs. Hence, according to Hong and Cho
(2012) MO and contact networks provide a significant impact on social performance.
Mitchell and Clark (2020) establish a direct connection between the importance of the
NPO reputation at the time of volunteers making their choice over contributing their ser-
vices. Hersberger-Langloh, Stuhlinger, and von Schnurbein (2020) refer to how internal
MO holds importance to avoiding inappropriate deviations from the social mission and
improving the organisational performance of NPOs.

This somewhat unexpected result may derive from the style of leadership in effect at
Portuguese NPOs. The overly paternalist styles may inhibit certain inter-functional coordi-
nation factors, horizontal communications among the various departments making up the
NPO structure as well as the vertical circulation of information. Transformational or
service leadership styles might constitute part of any solution. The fact that inter-functional
coordination represents one of the latest dimensions of MO introduced into the third sector
(Gupta, Bridgman, and Sahi 2015) may also account for this particular outcome.

The second unexpected result is the one related to the negative impact of volunteers in
social performance. In a first approach, this result may indeed seem surprising. As stated
by do Adro and Fernandes (2021), ‘the organisational context and internal marketing are
fundamental to ensure the motivation and commitment of all employees, whether workers
or volunteers’. There is a difficulty in motivating volunteers because they are not paid,
there is no hierarchical relationship; and some of them feel demotivated by the lack of
receptiveness of their observations by senior staff (do Adro, Fernandes, and Veiga
2022) which contribute to their high turnover. Most Portuguese organisations do not regu-
late the activities, duties and rights of volunteers. This regulatory vacuum, that open the
door to undefined tasks and roles, undermines the performance of volunteers and limits the
benefits they would be able to provide to the organisations they have chosen to help.
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5. Theoretical and practical implications

The changes experienced in NPO financing and increasing demands on accounting have
forced them to take more market-oriented measures of the type traditionally reserved to
the private sector (Kwon and Guo 2019). However, the study by Macedo and Pinho
(2006) reported that, in overall terms, Portuguese NPOs have underdeveloped levels of
MO, especially as regards sources of financing/financiers. These authors also identified
a higher level of financial focused MO emerges in those organisations with a greater
dependence on private resources in comparison with those more dependent on public
resources. Years later, Fonseca (2014) stated that Portuguese Misericórdia charitable insti-
tutions still do not deploy any incentive systems and that the majority do not remunerate
their staff in accordance with their performance levels. In an ambience of resource scar-
city, there would be expectations of a higher level of MO among Portuguese NPOs. Actu-
ally, the result of H4 was not so obvious initially in a sector without huge financial
resources, NPO executive boards must be innovative in this field.

It is fundamental to identify the limitations and constraints (physical, legal, among
others) to MO (Gupta, Bridgman, and Sahi 2015). Associated with improvements to per-
ceptions of the image and reputation of the organisation, in addition to raising satisfaction
and boosting client loyalty, MO also fosters growth objectives through identifying and
leveraging new market opportunities (Pinheiro, Daniel, and Moreira 2020). This thus con-
stitutes a crucial tool for any and all NPOs.

Hence, we may easily understand that the implementation of marketing practices by
NPOs, in addition to establishing a crucial process, emerges as a valid means of obtaining
the resources that enable their activities and compliance with their social missions (Rodri-
gues, do Paço, and Guerra 2010). Nevertheless, operationally implementing MO remains
a challenge for NPOs, thus they need to consider the specific characteristics of their target
publics when developing their activities (Contreras-Medina et al. 2019). One of the factors
making it difficult, for example, to measure user satisfaction derives from how NPOs fre-
quently work in monopoly positions, id est the alternative to their proposed services is
non-existent (Modi and Mishra 2010). A study by the National Confederation of
Private Social Solidarity Institutions (Mendes 2018) states that in 27% of Portuguese
parishes, NPOs are the only providers of social services.

Within an adverse economic panorama, which extends back for over a decade, and the
rise in competition, non-monetary incentives are essential. Hence, salary rises, very often
only and exclusively for differentiating from the rises in the national minimum salary,
which in the intermediate socio-professional categories amount to negligible amounts,
despite representing an important cost to the treasuries of NPOs, might be subject to repla-
cement by alternative measures. For example, providing a healthcare policy for a group of
employees, which is not liable for personal or social security taxation, and interpreted by
beneficiaries as a socially responsible measure, may contribute not only to motivation but
also the retention of the best members of staff.

The internal and the external market-oriented measures should only advance after
having measured their impact on the performance of organisations (Gupta, Bridgman,
and Sahi 2015). To this end, management should consider the management (type of lea-
dership), organisational (history of the organisation) and environmental (interactions with
the community) factors in keeping with how any MO does not only depend on organis-
ational efficiency but also incorporates the ways in which organisations communicate
with their surrounding environment, reflecting an underlying connection with resource
dependency theory (Hyder 2013; Wymer, Boenigk, and Möhlmann 2015). MO of NPO
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must be dynamic and adapt to the developed social response: a kindergarten that commu-
nicates with the parents of the children will adopt different methods from those used by a
nursing home that addresses the spouse or children of their users.

NPO managers should also take into account the close connections between MO and
innovation (Corsini, Rizzi, and Frey 2018). Hence, the former may provide the means
through which social entrepreneurs disseminate their innovative methods and approaches
(Schmidt and Baumgarth 2015), especially through co-creation and participative budgets
targeting the needs expressed by their staff as regards their working conditions, and users
in terms of improving their living conditions and the care services provided. Holding per-
iodic and regular meetings between middle managers and the executive management of
organisations is essential for a good and reliable circulation and subsequent processing
of information related to users and their legal guardians, employees or other parties inter-
ested. In view of what is believed that leadership that is less paternalistic and more trans-
formational or service can be part of the solution.(table 4)

6. Final considerations, limitations and future lines of research

The study objective involved analysing the influence of MO and, more particularly, each
of its dimensions on the performance of NPOs with the objective of identifying the NPO
MO factors that shape their performance.

This research presents new dimensions to a still understudied field: the relationship
between MO, a concept initially focused on the for-profit sector, but which subsequently
extended to the third sector and the performance of the non-profit sector in Portugal. After
having identified the MO factors (orientation towards users, orientation towards the com-
petition, inter-functional coordination and incentive systems), we then tested these facets
through recourse to quantitative data gathered from 135 NPOs spread across mainland and
archipelago Portugal through an online survey. The results, in their majority consistent
with earlier research findings, demonstrate how the orientations towards users and the

Table 4. Market orientation practical implications for NPOs

Market orientation
dimensions Practical implications for NPOs

Users’ orientation Be aware of the wellbeing and good health of the users. Anonymous
collection system for information, suggestions and criticisms;
organisation of recreational activities (with the articulation of socio-
cultural animation services and clinical psychology), which promote
the suggestion of ideas for improving the services provided.

Competition orientation New players have emerged in the market, arriving from the private
sector and more experienced in marketing related matters, NPOs must
consider the creation of a marketing department or resort to
specialised services.

Inter-functional
coordination

The need for good communications within NPOs, implementation of
conditions (transformational or service leadership) that facilitate
intrapreneurship with more horizontal and less vertical
communication.

Incentive systems Human capital constitutes the core component of NPOs, focus on
leadership style (more transformational less paternalist), non-financial
incentives system (monthly time bank, birthday day of, health
insurance offer,…).

Source: Author.

Innovation: The European Journal of Social Science Research 17



competition, incentive systems and inter-functional coordination, although to a lesser
extent in the latter’s case, return positive impacts on the performance of these institutions.

This research encounters limitations on two fronts. The first stems from the difficulties
faced in the data collection process due to the pandemic crisis that has buffeted Portugal
since March 2020. Initially planned for the beginning of April, this only began with the
progressive ending of the first period of confinement. While in periods deemed
‘normal’, institutions relegate the responding to surveys and questionnaires to a second
or third priority, the health crisis made this entire process more difficult given the
additional efforts that the NPOs were then engaged in to control the effects of the pan-
demic within the scope of their own organisations. The second limitation arises from
the poor rate of return of answers measuring the impact of MO on the financial perform-
ance that here prevented any such analysis. Jaskyte (2020) reminds us that several studies
have already shown a positive relationship between innovation and financial performance,
between service and/or process innovation and performance. Financial performance, not
being a purpose in itself for the third sector, it is necessary for the social mission to which
the NPO propose to be successfully fulfilled.

Future research on this field might, on the one hand, ascertain our results as regards the
particular period from which they derive and, on the other hand, focus on obtaining data
that enables the evaluation of the MO effect on financial performance given that the appro-
priate performance of NPOs in this area has become essential to their social mission com-
pliance. Having referenced the connection between MO and innovation, the respective
impact might be subject to future research in conjunction with the impact of MO on
NPO members of staff given the importance of human capital in such organisations.

Returning to the words of Shoham et al. (2006), MO is a continuous and endless
process but with promising benefits. In a context of resource scarcity, MO, interrelated
with the intangible assets of NPOs, provides a tool worthy of highly serious consideration
by management in their search for continued improvement in the services provided and
their respective sustainability. Intertwined with organisational commitment, through
means of the internal MO, an incentive system that responds to employee needs, does
not always require major budgetary effort to undergo successful implementation.

Disclosure statement
No potential conflict of interest was reported by the author(s).

Funding
This work is financed by national funds through FCT – Fundação para a Ciência e a Tecnologia, I. P.,
under the project UIDB/04630/2020.

Notes on contributors
Francisco do Adro has a degree in Literature and Lusophone Civilizations (Université Michel de
Montaigne Bordeaux III, France), a Master in International Trade and Management (Institut d’Ad-
ministration des Entreprises, Université Montesquieu Bordeaux IV, France), and a PhD in Manage-
ment (Universidade da Beira Interior, Portugal). His research area focuses on the non-profit sector
(leadership, management, innovation, entrepreneurship, market orientation and performance) at
UBI NECE Research Centre for Business Sciences. After having worked in the public, private
and social sectors in France, Spain and Portugal, he is currently coordinator at UBI of the alliance
of European Universities UNITA Universitas Montium since 2020.

18 F. do Adro et al.



Cristina I. Fernandes is Assistant Professor w/Habilitation at the University of Beira Interior
(UBI), Portugal. She holds a PhD in Management from the University of Beira Interior. She is
researcher center NECE - Centerfor Studies in Business Sciences at the University of Beira Interior
and at Centre for Corporate Entrepreneurship and Innovation at Loughborough University, UK. She
is part of the editorial board of Management Decision; has several dozen scientific articles published
in international journals including: Journal of Technology Transfer; Journal of Knowledge Manage-
ment; R&DManagement and Journal of Business Research. Actively participates in scientific meet-
ings and international conferences on these topics, having been distinguished several times with
awards for best article. Has participation in several international projects.

Pedro Mota Veiga is Associate Professor at the University of Maia. He has a degree in Probability
and Statistics from the University of Lisbon and a PhD in Management from the University of Beira
Interior. He is currently the scientific coordinator of the Entrepreneurship, Competitiveness and
Innovation research line of the research center NECE - Center for Studies in Business Sciences
at the University of Beira Interior and his research is focused on Competitiveness, Strategy, Market-
ing, Innovation, Entrepreneurship, Knowledge Management and Quantitative Methods. He has pub-
lished several articles in international journals and book chapters about these research domains. He
works as scientific consultant for several organisations.

ORCID

Cristina I. Fernandes http://orcid.org/0000-0001-8560-0758
Pedro M. Veiga http://orcid.org/0000-0003-2722-9510

References
Adams, J. S. 1963. “Towards an Understanding of Inequity.” The Journal of Abnormal and Social

Psychology 67 (5): 422–436. https://doi.org/10.1037/h0040968.
Ceptureanu, S. I. 2018. “Sustainability Perceptions in Romanian Non-Profit Organizations: An

Exploratory Study Using Success Factor Analysis.” Sustainability (Switzerland) 10 (294): 1–
23. https://doi.org/10.3390/su10020294.

Chad, P. 2013. “Implementing market orientation in charities: A necessity for survival.” Marketing
Theory: An International Review 13 (3): 303–322.

Chad, P., E. Kyriazis, and J. Motion. 2013. “Development of a Market Orientation Research Agenda
for the Nonprofit Sector Development of a Market Orientation Research Agenda for the
Nonprofit Sector.” Journal of Nonprofit & Public Sector Marketing 25 (1): 1–27. https://doi.
org/10.1080/10495142.2013.759814.

Chen, H. L., and C. Hsu. 2013. Entrepreneurial Orientation and Firm Performance in Non-Profit
Service Organizations: Contingent Effect of Market Orientation, 2069. https://doi.org/10.
1080/02642069.2011.622372.

Choi, S. 2014. “Learning Orientation and Market Orientation as Catalysts for Innovation in
Nonprofit Organizations.” Nonprofit and Voluntary Sector Quarterly 43 (2): 393–413. https://
doi.org/10.1177/0899764012465491.

Choi, N., and S. Majumdar. 2014. “Social entrepreneurship as an essentially contested concept:
Opening a new avenue for systematic future research.” Journal of Business Venturing 29 (3):
363–376. https://doi.org/10.1016/j.jbusvent.2013.05.001.

Contreras-Medina, D. I., E. S. Díaz-Nieto, M. Guadalupe, N. C. García, P. D. C. Mendoza-garcía, D.
Israel,… E. S. Díaz-nieto. 2019. “Nonprofit Organizations in Mexico: A Preliminary Study on
Knowledge Creation From the Beneficiaries ‘ Perspectives.” Journal of Nonprofit & Public
Sector Marketing 0 (0): 1–20. https://doi.org/10.1080/10495142.2019.1589629.

Contreras-Medina, D. I., E. S. Díaz-Nieto, M. G. Uribe-Plaza, N. C. García, and P. D. C. Mendoza-
García. 2019. “Nonprofit Organizations in Mexico: A Preliminary Study on Knowledge
Creation From the Beneficiaries Perspectives.” Journal of Nonprofit & Public Sector
Marketing 0 (0): 1–20. https://doi.org/10.1080/10495142.2019.1589629.

Corsini, F., F. Rizzi, and M. Frey. 2018. “Institutional Legitimacy of non-Profit Innovation
Facilitators: Strategic Postures in Regulated Environments.” Technology in Society 53: 69–
78. https://doi.org/10.1016/j.techsoc.2018.01.002.

Innovation: The European Journal of Social Science Research 19



do Adro, F., and C. Fernandes. 2021. “Social Entrepreneurship and Social Innovation: Looking
Inside the Box and Moving Out of It.” Innovation: The European Journal of Social Science
Research 0 (0): 1–27. https://doi.org/10.1080/13511610.2020.1870441.

do Adro, F., C. I. Fernandes, and P. M. Veiga. 2022. “The Impact of Innovation Management on the
Performance of NPOs: Applying the Tidd and Bessant Model (2009).” Nonprofit Management
and Leadership, 1–25. https://doi.org/10.1002/nml.21501.

do Adro, F., and J. Leitão. 2020. “Leadership and Organizational Innovation in the Third Sector: A
Systematic Literature Review.” International Journal of Innovation Studies 4: 51–67. https://
doi.org/10.1016/j.ijis.2020.04.001.

Drucker, P. 1954. The Practice of Management. (H. and Row, Ed.). 1st ed. New York.
Fonseca, S. 2014. Uma Orientação Para o Mercado Social: Inovação, Aprendizagem

Organizacional e Desempenho (Um Estudo nas Misericórdias Portuguesas). Vila Real:
Universidade de Trás-os-Montes e Alto Douro.

Fonseca, S., and A. Baptista. 2013. “Market Orientation, Organizational Learning, Innovation and
Performance: Keys to the Sustainability od Nonprofits.” European Scientific Journal 1: 531–537.

García, M. S., C. G. Alfonso, T. S. Morera, and E. V. Girona. 2018. “La identidad de la empresa
social en España: análisis desde cuatro realidades socioeconómicas.” CIRIEC-España,
Revista de Economía Pública, Social y Cooperativa 92: 155–182. https://doi.org/10.7203/
CIRIEC-E.92.9236.

Glaveli, N., and K. Geormas. 2017. “Doing Well and Doing Good: Exploring How Strategic and
Market Orientation Impacts Social Enterprise Performance.” International Journal of
Entrepreneurial Behavior and Research 24 (1): 147–170. https://doi.org/10.1108/IJEBR-04-
2017-0132.

Gupta, M. C., J. S. Bridgman, and G. K. Sahi. 2015. “Application of TOC-Based Framework to
Improve Market Orientation in a Non-Profit Organization.” Journal of Strategic Marketing
23 (7): 579–599. https://doi.org/10.1080/0965254X.2014.1001865.

Hair, J. F., B. Black, B. Babin, R. E. Anderson, and R. L. Tatham. 2010.Multivariate Data Analysis.
7th ed. London: Pearson Prentice Hall.

Hersberger-Langloh, S. 2020. “A Stakeholder Perspective on the Market Orientation of Swiss
Nonprofit Organizations.” Journal of Nonprofit and Public Sector Marketing, https://doi.org/
10.1080/10495142.2020.1865239.

Hersberger-Langloh, S., S. Stuhlinger, and G. von Schnurbein. 2020. “Institutional Isomorphism
and Nonprofit Managerialism: For Better or Worse?” Nonprofit Management and Leadership,
https://doi.org/10.1002/nml.21441.

Hong, J., and D. Cho. 2012. “The Effects of Market Orientation, Entrepreneurial Orientation and
Social Networks on the Social Performance of Non-profit Organizations.” In
Computer Applications for Web, Human Computer Interaction, Signal and Image
Processing, and Pattern Recognition. ICHCI WSE SIP 2012 2012 2012. Communications in
Computer and Information Science, Vol. 342, edited by Th. Kim, S. Mohammed, C. Ramos,
J. Abawajy, B. H. Kang, and D. Ślęzak, 240–248. Berlin, Heidelberg: Springer. https://doi.
org/10.1007/978-3-642-35270-6_33.

Hwang, Y. I., and S. (Andy) Chung. 2018. “Market Orientation, Social Responsibility, and
Performance in Korea’s Healthcare Industry.” International Journal of Healthcare
Management 11 (4): 325–332. https://doi.org/10.1080/20479700.2017.1404728.

Hyder, A. S. 2013. “Market Orientation in Non-Profit.” In Emerging Research Paradigms in
Business & Social Research 26–28 November, 2013, Dubai, UAE MARKET (pp. 26–28).
www.diva-portal.org.

Jaskyte, K. 2020. “Technological and Organizational Innovations and Financial Performance:
Evidence from Nonprofit Human Service Organizations.” VOLUNTAS: International Journal
of Voluntary and Nonprofit Organizations 31 (1): 142–152. https://doi.org/10.1007/s11266-
019-00191-8.

Jaworski, B. J., and A. K. Kohli. 1993. “Market Orientation: Antecedents and Consequences.”
Journal of Marketing 57 (3): 53–70. https://doi.org/10.2307/1251854.

Khuwaja, F. M., S. Shar, S. S. Shahikh, and W. A. Umrani. 2018. “The first and second
order measurements of context specific market orientation in relation to performance
of higher education institutions.” International Journal of Advanced and Applied Sciences
5 (12): 72–91.

20 F. do Adro et al.



Kohli, A. K., and B. J. Jaworski. 1990. “Market Orientation: The Construct, Research Propositions,
and Managerial Implications.” Journal of Marketing 54 (2): 1–18. https://doi.org/10.1177/
002224299005400201.

Kohli, A. K., B. J. Jaworski, and A. Kumar. 1993. “MARKOR: A Measure of Market Orientation.”
Journal of Marketing Research 30 (November): 467–477.

Kotler. 1979. “Strategies for Introducing Marketing into Nonprofit Organizations.” Journal of
Marketing 43 (1): 37–44. https://doi.org/10.2307/1250756.

Kotler, S., and J. Levy. 1969. “Broadening the Concept of Marketing.” Journal of Marketing 33 (1):
10–15. https://doi.org/10.1177/002224296903300103.

Kotler, P., and G. Zaltman. 1971. “Social Marketing: An Approach to Planned Social Change.”
Journal of Marketing 35 (3): 3–12. https://doi.org/10.2307/1249783.

Kraus, S., T. Niemand, J. Halberstadt, E. Shaw, and P. Syrjä. 2017. “Social Entrepreneurship
Orientation: Development of a Measurement Scale Social.” International Journal of
Entrepreneurial Behaviour and Research, https://doi.org/10.1108/IJEBR-07-2016-0206.

Kwon, S., and B. Guo. 2019. “South Korean Nonprofits Under the Voucher System: Impact of
Organizational Culture and Organizational Structure.” International Social Work 62 (2): 669–
683. https://doi.org/10.1177/0020872817742701.

Lee, M. W. Y., A. K. K. Chan, G. Prendergast, M. W. Y. Lee, A. K. K. Chan, G. P. When,…G.
Prendergast. 2019. “When Marketing Dare Not Speak Its Name: Understanding Market
Orientation in Chinese NGOs.” Journal of Nonprofit & Public Sector Marketing 0 (0): 1–26.
https://doi.org/10.1080/10495142.2019.1589628.

Liao, M., S. Foreman, and A. Sargeant. 2001. “Market Versus Societal Orientation in the Nonprofit
Context.” International Journal of Nonprofit and Voluntary Sector Marketing 6 (3): 254–268.

Liu, G., T.-K. Eng, and S. Takeda. 2015. “An Investigation of Marketing Capabilities and Social
Enterprise Performance in the UK and Japan.” Entrepreneurship, Theory and Practice 39
(2): 267–298. https://doi.org/10.1111/etap.12041.

Liu, Gordon, S. Takeda, and W.-W. Ko. 2012. “Strategic Orientation and Social Enterprise
Performance.” Nonprofit and Voluntary Sector Quarterly 43 (12): 480–501.

Lückenbach, F., C. Baumgarth, H. J. Schmidt, and J. Henseler. 2019. “To Perform or Not to
Perform? How Strategic Orientations Influence the Performance of Social Entrepreneurship
Organizations.” Cogent Business & Management 6 (00): 1–25. https://doi.org/10.1080/
23311975.2019.1647820.

Macedo, I. M., and J. C. Pinho. 2006. “The Relationship Between Resource Dependence and Market
Orientation: The Specific Case of Non-Profit Organisations.” European Journal of Marketing
40 (5/6): 533–553. https://doi.org/10.1108/03090560610657822.

Martín-Santana, J. D., M. K. Cabrera-Suárez, and M. de la C. Déniz-Déniz. 2020. “Donor
Orientation and Employee Attitudes and Behavior in Spanish Blood Transfusion Centers and
Services.” Applied Research in Quality of Life, https://doi.org/10.1007/s11482-019-09806-0.

Mendes, A. 2018. Importância Económica e Social das IPSS em Portugal.
Mitchell, S., and M. Clark. 2019. “Reconceptualising Product Life-Cycle Theory as Stakeholder

Engagement with Non-Profit Organisations.” Journal of Marketing Management 35 (1–2):
13–39. https://doi.org/10.1080/0267257X.2018.1562487.

Mitchell, S.-L., and M. Clark. 2020. “Rethinking Non-Profit Brands Through a Volunteer Lens:
Time for B2 V.” Journal of Marketing Management, https://doi.org/10.1080/0267257X.2020.
1818804.

Modi, P. 2012. “Measuring Market Orientation in Nonprofit organizations.” Journal of Strategic
Marketing 20 (7): 447–460. https://doi.org/10.1080/0965254X.2012.689991.

Modi, P., and D. Mishra. 2010. “Conceptualising Market Orientation in Non-Profit Organisations:
Definition, Performance, and Preliminary Construction of a Scale.” Journal of Marketing
Management 26 (5–6): 548–569. https://doi.org/10.1080/02672570903485113.

Modi, P., and G. K. Sahi. 2018a. “The Meaning and Relevance of Internal Market Orientation in
Nonprofit Organisations.” The Service Industries Journal 38 (5–6): 303–320. https://doi.org/
10.1080/02642069.2017.1376660.

Modi, P., and G. K. Sahi. 2018b. “Toward a greater understanding of the market orientation and
internal market orientation relationship.” Journal of Strategic Marketing 26 (6): 532–549.
https://doi.org/10.1080/0965254X.2017.1318943.

Narver, J. C., and S. F. Slater. 1990. “The Effect of a Market Orientation on Business Profitability.”
Journal of Marketing 54 (4): 20–35.

Innovation: The European Journal of Social Science Research 21



Ngatno, N. 2016. A Survey of Market Orientation in Public and Nonprofit Organization (MO-
PNPO) Research (2005-2015). Innovation in Regional Public Service for Sustainability,
(July), 2005–2009.

Padanyi, P., and B. Gainer. 2004. “Market Orientation in the Nonprofit Sector: Taking Multiple
Constituencies into Consideration.” Journal of Marketing Theory and Practice 12 (2): 43–58.
http://www.jstor.org/stable/40470136.

Penrose, E. 1959. The Theory of the Growth of the Firm. (Sharpe, Ed.). New York.
Pinheiro, P., A. Daniel, and A. Moreira. 2020. “Social Enterprise Performance: The Role of Market

and Social Entrepreneurship Orientations.” Voluntas. https://doi.org/10.1007/s11266-020-
00266-x.

Pinho, J. C., A. P. Rodrigues, and S. Dibb. 2014. “The Role of Corporate Culture, Market
Orientation and Organisational Commitment in Organisational Performance.” Journal of
Management Development 33 (4): 374–398. https://doi.org/10.1108/JMD-03-2013-0036.

Presidência do Conselho de Ministros. 1997. Resolução do Conselho de Ministros no197/97.
Accessed December 4, 2020. https://data.dre.pt/eli/resolconsmin/197/1997/11/18/p/dre/pt/html.

Rodrigues, R. G., A. do Paço, and E. Guerra. 2010. “The Market Orientation and Performance of
Non-Governamental Organizations for Disabled Persons.” In 9 th International Congress of
the International Association on Public and Nonprofit Marketing, edited by L. Matei, and T.
Dinu, 526–533. Bucarest: Editura Economica. https://mpra.ub.uni-muenchen.de/24725/1/
Proceedings_Regulation_and_Best_Practices#page=526.

Sanzo, M. J., L. I. Álvarez, M. Rey, and N. García. 2015. “Business – Nonprofit Partnerships: Do
Their Effects Extend Beyond the Charitable Donor-Recipient Model?” Nonprofit and Voluntary
Sector Quarterly 44 (2): 379–400. https://doi.org/10.1177/0899764013517770.

Sargeant, A., S. Foreman, and M. Liao. 2002. “Operationalizing the Marketing Concept in the
Nonprofit Sector Operationalizing the Marketing Concept in the Nonprofit Sector.” Journal
of Nonprofit & Public Sector Marketing 10 (2): 41–65. https://doi.org/10.1300/J054v10n02.

Schmidt, H. J., and C. Baumgarth. 2015. “Brand Orientation: A Case Study Approach within the
Context of Social Entrepreneurial Businesses.” Procedia – Social and Behavioral Sciences
175: 24–31. https://doi.org/10.1016/j.sbspro.2015.01.1170.

Shapiro, B. P. 1988. “What the Hell Is Market Oriented?” Harvard Business Review 66: 119–125.
Shoham, A., A. Ruvio, E. Vigoda-gadot, and N. Schwabsky. 2006. “Market Orientations in the

Nonprofit and Voluntary Sector: A Meta-Analysis of Their Relationships With
Organizational Performance.” Nonprofit and Voluntary Sector Quarterly 35 (3): 453–476.
https://doi.org/10.1177/0899764006287671.

Stater, K. J., and M. Stater. 2019. “Is It “Just Work”? The Impact of Work Rewards on Job
Satisfaction and Turnover Intent in the Nonprofit, For-Profit, and Public Sectors.” American
Review of Public Administration 49 (4): 495–511. https://doi.org/10.1177/0275074018815261.

Turpin, A., and M. L. Shier. 2020. “Social Entrepreneurial Orientation in Human Service
Organizations: A Scoping Review.” Human Service Organizations: Management, Leadership
& Governance 44 (2): 144–168. https://doi.org/10.1080/23303131.2019.1700580.

Voss, G. B., and Z. G. Voss. 2000. “Strategic Orientation and Firm Performance in an Artistic
Environment.” Journal of Marketing 64 (January): 67–83.

Voss, Z. G., G. B. Voss, and C. Moorman. 2005. “An empirical examination of the complex relation-
ships between entrepreneurial orientation and stakeholder support.” European Journal of
Marketing 39 (9/10): 1132–1150.

Wymer, W., S. Boenigk, and M. Möhlmann. 2015. “The Conceptualization of Nonprofit Marketing
Orientation: A Critical Reflection and Contributions Toward Closing the Practice – Theory
Gap.” Journal of Nonprofit & Public Sector Marketing 27 (2): 117–134. https://doi.org/10.
1080/10495142.2014.965078.

Zhao, X., R. H. Niu, and I. Castillo. 2010. “Selecting distribution channel strategies for non-profit
organizations.” European Journal of Marketing 44 (7/8): 972–996.

22 F. do Adro et al.



Appendix

Table A1. ANCOVA models

Source
Dependent
variable

Type III
sum of
squares df

Mean
square F P

Partial
eta

squared
Noncent.
parameter

Observed
power

Corrected
Model

Internal
marketing

99.93 18 5.55 12.26 0.000 0.655 220.65 1.000

Partnership
benefits

119.53 18 6.64 12.73 0.000 0.664 229.09 1.000

Mission
compliance

96.16 18 5.34 11.12 0.000 0.633 200.14 1.000

Social
performance

97.24 18 5.40 15.34 0.000 0.704 276.18 1.000

Intercept Internal
marketing

0.63 1 0.63 1.39 0.241 0.012 1.39 0.215

Partnership
benefits

1.16 1 1.16 2.22 0.139 0.019 2.22 0.314

Mission
compliance

6.39 1 6.39 13.30 0.000 0.103 13.30 0.951

Social
performance

1.37 1 1.37 3.90 0.051 0.033 3.90 0.499

Region Internal
marketing

2.50 6 0.42 0.92 0.484 0.045 5.51 0.351

Partnership
benefits

4.08 6 0.68 1.30 0.261 0.063 7.82 0.494

Mission
compliance

3.80 6 0.63 1.32 0.254 0.064 7.91 0.500

Social
performance

2.73 6 0.46 1.29 0.266 0.063 7.76 0.491

Responses to
children and
youths

Internal
marketing

0.43 1 0.43 0.94 0.333 0.008 0.94 0.161

Partnership
benefits

1.29 1 1.29 2.48 0.118 0.021 2.48 0.346

Mission
compliance

0.19 1 0.19 0.40 0.529 0.003 0.40 0.096

Social
performance

0.29 1 0.29 0.83 0.365 0.007 0.83 0.147

Responses to
disabled

Internal
marketing

3.91 1 3.91 4.06 0.044* 0.028 4.02 0.496

Partnership
benefits

3.93 1 3.93 4.47 0.041* 0.029 4.03 0.511

Mission
compliance

3.92 1 3.92 4.48 0.040* 0.043 4.02 0.557

Social
performance

4.00 1 4.00 5.92 0.019* 0.059 4.29 0.837

Responses to
elderly
persons

Internal
marketing

0.24 1 0.24 0.53 0.469 0.005 0.53 0.111

Partnership
benefits

1.09 1 1.09 2.09 0.151 0.018 2.09 0.300

Mission
compliance

4.99 1 4.99 10.38 0.002* 0.082 10.38 0.891

Social
performance

0.85 1 0.85 2.40 0.124 0.020 2.40 0.337
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Table A1. Continued.

Source
Dependent
variable

Type III
sum of
squares df

Mean
square F P

Partial
eta

squared
Noncent.
parameter

Observed
power

Number of
contracted
staff

Internal
marketing

1.00 1 1.00 1.40 0.236 0.011 1.40 0.220

Partnership
benefits

0.41 1 0.41 0.42 0.520 0.004 0.40 0.099

Mission
compliance

1.17 1 1.17 1.34 0.241 0.012 1.36 0.211

Social
performance

0.89 1 0.89 1.35 0.242 0.010 1.35 0.210

Number of
freelance/
retained
professionals

Internal
marketing

0.70 1 0.70 1.55 0.216 0.013 1.55 0.235

Partnership
benefits

0.04 1 0.04 0.08 0.784 0.001 0.08 0.059

Mission
compliance

0.21 1 0.21 0.44 0.507 0.004 0.44 0.101

Social
performance

0.42 1 0.42 1.19 0.277 0.010 1.19 0.191

Number of
volunteers

Internal
marketing

3.28 1 3.28 7.24 0.008* 0.059 7.24 0.760

Partnership
benefits

0.91 1 0.91 1.74 0.189 0.015 1.74 0.258

Mission
compliance

0.05 1 0.05 0.10 0.755 0.001 0.10 0.061

Social
performance

1.61 1 1.61 3.58 0.084 0.032 4.28 0.464

Number of
organisation
users

Internal
marketing

3.49 1 3.49 7.71 0.006* 0.062 7.71 0.786

Partnership
benefits

7.05 1 7.05 13.51 0.000* 0.104 13.51 0.954

Mission
compliance

6.95 1 6.95 14.46 0.000* 0.111 14.46 0.965

Social
performance

4.67 1 4.67 13.25 0.000* 0.103 13.25 0.951

The
organisation
runs a
quality
management
system

Internal
marketing

3.80 1 3.40 7.60 0.074 0.037 7.40 0.752

Partnership
benefits

1.08 1 1.08 2.07 0.153 0.018 2.07 0.297

Mission
compliance

2.07 1 2.07 4.32 0.040* 0.036 4.32 0.540

Social
performance

2.83 1 1.34 8.05 0.137 0.025 4.05 0.503

Orientation
towards the
users

Internal
marketing

14.48 1 14.48 31.98 0.000* 0.216 31.98 1.000

Partnership
benefits

18.03 1 18.03 34.56 0.000* 0.230 34.56 1.000

Mission
compliance

10.62 1 10.62 22.11 0.000* 0.160 22.11 0.997

Social
performance

14.33 1 14.33 40.71 0.000* 0.260 40.71 1.000

(Continued )
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Table A1. Continued.

Source
Dependent
variable

Type III
sum of
squares df

Mean
square F P

Partial
eta

squared
Noncent.
parameter

Observed
power

Orientation
towards the
competition

Internal
marketing

1.57 1 1.57 3.46 0.065 0.029 3.46 0.454

Partnership
benefits

8.28 1 8.28 15.86 0.000* 0.120 15.86 0.977

Mission
compliance

6.86 1 6.86 14.27 0.000* 0.110 14.27 0.963

Social
performance

3.29 1 3.29 9.33 0.003* 0.074 9.33 0.858

Multi-
functional
coordination

Internal
marketing

1.38 1 1.38 3.04 0.084 0.026 3.04 0.409

Partnership
benefits

0.00 1 0.00 0.01 0.928 0.000 0.01 0.051

Mission
compliance

0.30 1 0.30 0.63 0.430 0.005 0.63 0.123

Social
performance

0.72 1 0.72 2.05 0.155 0.017 2.05 0.294

Incentive
system

Internal
marketing

1.44 1 1.44 3.17 0.078 0.027 3.17 0.423

Partnership
benefits

0.46 1 0.46 0.88 0.351 0.008 0.88 0.153

Mission
compliance

2.64 1 2.64 5.49 0.021* 0.045 5.49 0.642

Social
performance

0.10 1 0.10 0.29 0.594 0.002 0.29 0.083

Error Internal
marketing

52.53 116 0.45

Partnership
benefits

60.52 116 0.52

Mission
compliance

55.73 116 0.48

Social
performance

40.84 116 0.35

Total Internal
marketing

3700.63 135

Partnership
benefits

3942.22 135

Mission
compliance

3995.44 135

Social
performance

3780.68 135

Corrected Total Internal
marketing

152.46 134

Partnership
benefits

180.05 134

Mission
compliance

151.89 134

Social
performance

138.08 134

Internal
marketing

R Squared = .655 (Adjusted R
Squared = .602)

(Continued )
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Table A1. Continued.

Source
Dependent
variable

Type III
sum of
squares df

Mean
square F P

Partial
eta

squared
Noncent.
parameter

Observed
power

Partnership
benefits

R Squared = .664 (Adjusted R
Squared = .612)

Mission
compliance

R Squared = .633 (Adjusted R
Squared = .576)

Social
performance

R Squared = .704 (Adjusted R
Squared = .658)

Table A2. Adjusted mean values after accounting for the effects of covariates

Dependent variables Mean SE
95% CI

LB UB

Internal marketing Without responses to children/youths 4.85 0.16 4.533 5.16
With responses to children/youths 5.53 0.26 5.01 6.05

Partnership benefits Without responses to children/youths 5.10 0.18 4.74 5.46
With responses to children/youths 5.87 0.31 5.26 6.48

Mission compliance Without responses to children/youths 5.20 0.17 4.85 5.54
With responses to children/youths 5.86 0.29 5.28 6.43

Social performance Without responses to children/youths 4.96 0.15 4.66 5.26
With responses to children/youths 5.66 0.25 5.16 6.16

Note: SE – Standard Error; CI – Confidence Interval; LB – Lower Bound; UB – Upper Bound.

Table A3. Fonseca (2014) and Choi (2014) market orientation measurement questionnaire

Dimensions Indicators

Orientation towards
the users

1. The organisation’s objectives are oriented to satisfying the users
2. The organisation constantly evaluates the level of involvement and
enthusiasm in satisfying the needs of its target markets

3. The organisation frequently seeks to gather information about the needs and
desires of its target publics

4. The organisation pays attention to and frequently collects information about
the needs of families and other reference groups for users

5. The organisation frequently seeks to collect information on the needs and
desires of donors of goods, services and financial means

6. The organisation’s strategy stems from understanding the needs of users
7. The strategies are oriented towards creating greater value for users
8. The organisation systematically and frequently evaluates the levels of user
satisfaction

9. The organisation pays great attention to the needs of families and other
reference groups for users

Orientation towards
the competition

1. The organisation regularly distributes information through diverse means
about the strategies of other organisations acting in our market/social area

2. The organisation responds swiftly to the actions of other entities
3. The management regularly discusses the strengths, weaknesses and
strategies of other organisations

4. The organisation defines the target activities where there are opportunities to
gain advantages

5. The organisation remains attentive to new competitor strategies
6. The organisation is aware of its weaknesses and strengths in comparison
with the competition

(Continued )
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Table A3. Continued.

Dimensions Indicators

Inter-functional
coordination

1. The organisation regularly visits current and potential users
2. All the members of the organisation (management and staff) are integrated
in terms of meeting the needs of the target publics

3. All organisation managers are aware that they may contribute towards
creating greater value for users

4. Information about users circulates freely among all members
5. The organisation’s members mutually share its programs and resources

Incentive system 1. The general evaluation of the level of user satisfaction influences the level of
staff remuneration

2. The level of remuneration reflects on those who consistently provide good
information about the market

3. The organisation applies information from users to evaluate members of the
organisation

Table A4. Measuring performance (social performance) (Sanzo et al. 2015)

Dimensions Indicators

Internal
marketing

1. The organisation emphasises its understanding of the needs and
expectations of employees.

2. The organisation regularly evaluates the workplace satisfaction of its
employees.

3. The organisation knows the human resource policies of other
organisations.4. The organisation knows about the labour market situation
in its sector of activity.5. Employees report their problems whenever
affecting their performance.6. Senior management regularly collects
information on the problems employees encounter in implementing their
tasks.7. The work is appropriate to the professional capacities of
employees.8. The organisation’s human resource policy takes into account
the professional development of employees.9. The organisation’s human
resource policy actively seeks to improve the working conditions.10. The
organisation runs a staff training program.

Partnership
benefits

1. Satisfying the requests, needs and expectations of users
2. Satisfying the expectations of donors as regards the usage of their financing
by the organisation3. Satisfying the members of staff

Mission
compliance

1. Achieving the mission and objectives of the organisation
2. Satisfying the requests, needs and expectations of users
3. Satisfying the expectations of donors as regards the usage of their financing
by the organisation
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