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ABSTRACT

The present study examines the relationship between market-orientation and its indices on the
financialstatements(andindices)inTehran’sAsianInsurancecompanies.Theresultsshowedthat
directandinverserelationshipscanbeseenbetweencustomer-orientation,competitor-orientationand
coordinationofperformanceasmarket-orientationwithmarketshare,salesvolumeandprofitabilityof
acompany’sfinancialstatementsasindices.Therefore,itisrecommendedtocompaniestoreinforce
indicessuchascustomer-orientationandcoordinationofperformancethatarepositivelycorrelated
withallindicesoffinancialstatementsinordertoincreasethefinancialstatements.
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INTRODUCTION

Currentcompaniesandinstitutes’successdependsonunderstandingthecustomersandcompetitor
andothereffectivefactorsonmarketthroughmarket-orientation.Customers’demandsandwants
alwaysarechangingandonlybyrecognizingthesechanges,thecompanycanbesuccessful.Onthe
other,competitorsarelookingformorecustomersandtoachievingit;theytryashardastheycan.
Alsochangesonsituationofmarketandrulesgovernedlikechangesintechnology,rules,etc.have
effectsoninstitutes’succeedinamarketandrecognizingandpredictionofthesefactorsandeven
presentingsuitablestrategiesagainst them,willplayakeyrole inorganization’succeed.On the
otherhand,itisessentialtonotethattheevaluationoftheperformanceofbusinessunitsintermsof
market-orientationisnecessaryasanessentialsteptosurviveandsucceedincompetitivemarkets.

Market-orientationcanbeaccountedasaninstrumentforacquisitionofcompetitiveadvantage
fororganizations’managers.Market-orientationistheorganizationalculturethatmoreeffectivelyand
efficientlyprovidesessentialbehaviorsinordertocreatingvalueforcustomers,andfollowingthat
provideshigherperformanceforbusiness.Businessperformanceisalsoasapartoftheorganization’s
effectivenessthatconsistsoffinancialandmarketindices.
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Market-orientationtheoristssuchasNarverandSlater(1990)believethattherootofmarket-
orientationitselfisinmarketconceptandhasimpactsonthecommercialoverallstrategy.Market-
orientationconceptfocusesoncustomer-orientation,competitor-orientation,innovationandinterest
for creatingmotivation forpersuasive customers.Different researchershave acceptably imposed
themarket-orientationwidelyandnameditasanimplementationofmarketingconcept(Buzzelet
al.,1975;AppiahAdu,1997;Bakeretal.,1999;Hooleyetal.,2003;Shaw-ChingLiuetal.,2007;
Carmen,2007;Augustoetal.,2009;DivanDarietal.,2009;VahabZadehetal.,2011;Por,2012).

Today,findingthewaysandstrategiesthatareabletocreate,increaseinmarketshare,profitability
andgrowth,isthebiggestconcernofthesecompanies.Therefore,investigationandstudyonthe
factorsthatcaninfluenceonthementionedelementsinacompany,andcausedtofindappropriate
solutions,seemsessential.So,thisstudyseekstoanswerthefollowingbasicquestion.

wHAT KIND OF RELATION IS THERE BETwEEN MARKET-
ORIENTATION AND PERFORMANCE OF INSURANCE COMPANIES?

AccordingNarverandSlater(1990),themarket-orientationistheheartofmanagementandmodern
marketingstrategyandbusinessthatincreasemarket-orientation,willimproveitsmarketperformance.
Market-orientationconsistsofthreecomponents:customer-orientation,competitor-orientationand
coordinationbetweendutiesthatthisstudyhasconsideredthesethreepartsandtheeffectofeach
onorganizationperformance.

Customer-orientationmeansthatanorganizationissuccessfulthatappropriatelyandinthebest
waysatisfiesperceptions,wantsandneedsofthetargetmarketthroughdesign,communications,timely
delivering,effectivecostandcompetitiveproposals.Competitor-orientationmeansthatacompany
identifiesitsactualandpotentialcompetitors’services,short-termstrengthsandweaknesses,key
abilitiesandlong-termstrategies.AccordingNarver(1990)andPorter(1980)coordinationbetween
dutiesmeansthecoordinateuseofcompany’sresourcestocreatesuperiorvaluetotargetcustomers
andisbasedonobtainedinformationfromcustomersandcompetitors.

These days, companies that present services such as insurance companies pay attention to
marketinganditsprinciplesandregardingaveryclosecompetitionwithothercompetitorsseekto
improvetheirperformanceandprofitabilityofthemarket.

Thus, in this study has been examined the role of market-orientation with three indices of
Customer-orientation,competitor-orientationandcoordinationbetweendutiesontheperformance
ofinsurancecompaniesfocusingonAsiainsurance.

Literatureandresearcheshaveshownthatthereisarelationshipbetweenmarket-orientationand
itsindicesandthefinancialstatementsofthedifferentinstitutions.InthiscontextSubramanianetal.
(2010)inastudy,investigatedtherelationshipbetweenmarket-orientationandbusinessperformance
inonehundredandfiftyninehospitalswithintensivecareinAmerica.Theresultsofthisinvestigation
presentedapositiverelationshipbetweenmarket-orientationandbusinessperformanceinthehospitals.
Bell et al. (2005)have found someempirical evidence in the supportof this finding.Economic
performancereferstointerest,income,decreasingcostandprofitabilityforcompanywhetherdirectly
orindirectlyisrelatedtocompany’srelationalstrategy.Habibi(2012)inhisdoctoralthesishasstudied
ondesigningacomprehensivemodeloftheimpactofmarket-orientationonperformanceofbusiness
unitsfocusedonfirms.Intheresearch,uncertainty,environmentalperceptualvariables,risk,senior
management,market-orientationstrategy,constructionorganizationalstructure,strategicorientation,
performanceofthebusinessunitshasbeenevaluated.

The results show that there is a significant relationship between the uncertainty, perceptual
environmentalvariables,organizationalstructure,seniormanagementandmarket-orientationstrategy.
There is a significant relationship between Market-orientation strategy with performance of the
businessunits,seniormanagementriskwithorganizationalstructureandorganizationalstructurewith
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