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The Inuence of Market Orientation, Management University

towards Performance of Private University
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Abstract

The objectives of this research were
to study the level of the Influence of Market
Orientation, Management University on Success
Private University Performance and to study
the relationship of the Influence of Market
Orientation, Management University on Success
Private University. Collecting the quantitative
data on the Middle Administrators of the private
universities as the Deans, Associate Deans and

the Department Directors.
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The sample groups consisted of 253
people from 20 private universities and the
quantitative research process with in-depth
interviews with the senior administrators
of private universities as the position of the
Presidents and the Vice Presidents of 10
people. After that the data were analyzed
to characterize the sample group data by
the descriptive statistics were frequency
(frequency) and percentage (percentage) were
analyzed to characterize the distribution of the
variables by the descriptive statistics were the
average (mean), standard deviation (standard
deviation) and skewed (skew ness) and the
kurtosis (kurtosis) analysis matrix correlation,
with the correlation coefficient as a Major.
Johnson (Pearson Product - Moment Correlation
Coefficient) after that checked the consistency
of the model assumptions and empirical data
to compare with the study results by the
LISREL 8.72 program as the followings : 1)The
level of the Influence of Market Orientation,
Management University found that the Influence
of Market Orientation, Management University
and the private universities operation results
and all aspects were at the high level. 2)
The Relationship of the Influence of Market
Orientation, Management University. That affect
the private universities operation results showed
that : (1) The Influence of Market Orientation.
The analysis results that the confirmatory factor
to measure the Market Orientation found that
the model to measure the latent variables were
the focus of the three indicators. They searched

for the data information, the dissemination of
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market information and the response of the
marketing information with the appropriate
factor level and found that the dissemination of
marketing information were the most and had
the relationship with the Influence of Market
at high as the 85 percent. (2) The university
management. The results of the confirmatory
factor analysis to measure the university
management had four indicators. They were
the social service curriculum. The activities in
the university and the university image. They
were the worth factor as the appropriate level
by finding that of the curriculum was the most
factor.

It correlated with the university
management as the high as 97 percent. (3)
The University Operation. The results of the
confirmatory factor analysis to measure the
university management had four indicators.
They were the financial perspective, the
customer’s point of views, the internal process
perspective. Perspective and the learning and
the growth, the factor was the appropriate level.
It found that the customer’s point of views were
the most valuable factor was at the 1.00 level
and correlated with success of the business at

high 100 percent.

Keywords: Influence of Market Orientation,

Management, Private University
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