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Abstract: - This study aims to examine and analyze the role of Customer Relationship Management and
Partnership Relationship Management mediate the relationship of Market Orientation with Marketing
Performance. This study took the object of research on Rural Banks in the Province of Bali, especially those
operating in the non Sarbagita region.

The population of the study were Bank leaders totaling 527 people, but the research samples were 100
according to Slovin's calculation results with a degree of precision of 9%. Data processing is done based on
Structural Equation Modeling Partial Least Square analysis tools with the SmartPLS 3.0 program. The results
of the analysis show that Market Orientation has a significant positive effect on Customer Relationship
Management, Partnership Relationship Management and Marketing Performance. Similarly, Customer
Relationship Management and Partnership Relationship Management have a significant positive effect on
Marketing Performance. The results of the analysis also found that Customer Relationship Management and
Partnership Relationship Management acted as partial mediators of the relationship of Market Orientation with
Marketing Performance.
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not have access to financial institutions other
commercial like other commercial banks, which
are due to the inability to provide a number of
guarantees [1]. However, the existence of Rural
Banks is faced with a number of constraints,
where a number of credit recipients are very
slow in repaying loans, causing the net

1 Introduction
Rural Banks as one of the micro businesses
in the form of banking enterprises, their
existence has a very special function, namely
providing financial services and capital
facilities to low income groups and small
entrepreneurs, as well as entrepreneurs who do
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performing loan (NPL) or delinquent customer
loans of a number of Rural Banks to be high.
This is also the reason for a number of rural
banks becoming less healthy in terms of NPL.
This is especially true for rural banks in the
non-Sarbagita region of Bali Province.

Judging from the credit Marketing
Performance, it shows that Rural Banks in non
Sarbagita regions have a more volatile
marketing credit performance and tend to
decline compared to Rural Banks in the
Sarbagita region. This is shown in the following
diagram:

marketing y markeag

Yo

Diagram 1. Marketing Performance of Noo-Sarbagta  Diagram 2. Marketing Performance of Sarbagita Regional
Regional Loans

Loans

Based on Table 1, it is clear that the non
Sarbagita BPR credit marketing performance
tends to experience a sharp decline.

According to a number of experts and
supported by research results, marketing
performance can be influenced by a number of

factors, such as Market Orientation
[2];[3];[4];[5];[6],  Customer  Relationship
Management [71;[81:[9]. Partnership

Relationship Management [10].

2. Theoretical, and

Hypothesis
2.1. Market Orientation

Market Orientation is the company's ability
to direct the company's marketing strategy to
continuously adapt to market changes and the
business environment [11]. Market Orientation
is developed in order to create added value for
customers. Survey results on a number of
companies in  Thailand about Market
Orientation which have important implications
in  building and improving Marketing
Performance [2]. This is empirical evidence
about Market Orientation that is more focused

E-ISSN: 2224-2899

Empirical,

317

Ida Ayu Oka Martini, Ni Ketut Karwini,
|. Wayan Gde Sarmawa, Desak Made Febri Purnama Sari

on the target of Marketing Performance as a
target for the Market Orientation strategy. [4],
also wrote that with a survey conducted on
companies in Nigeria, that Market Orientation
would be able to encourage increased
Marketing Performance. Companies that can
improve the attitude of the Market Orientation
as an internal behavior of resources, will be
able to improve the Marketing Performance of
the company. Market Orientation will
encourage increased profitability [5]. Increased
profitability shows good corporate earnings
performance, and good market share
performance. Profit performance and market
performance are part of the company's
marketing behavior. Market Orientation is the
attitude and behavior of the company's internal
resources that are responsive to customer needs
both for current conditions and on customer
needs in the future, thus reflecting the ability of
the company's resources in presenting customer
needs beyond the capabilities that can be
presented by competing companies in markets
that same [12]

A number of studies on Market Orientation
with a combination of mapping in different
orientations have been conducted in a number
of countries, including. [11] His research on a
number of companies in Germany, proves that
Market Orientation is a determinant and builds
a Market Orientation strategy on national trans
companies that have businesses in many
countries. [13], conducted a study of 73
companies engaged in the textile and garment
industry in Hong Kong, based on the theoretical
framework developed by [2] proving that the
Market Orientation pattern of companies in
Hong Kong is not much different from the
pattern of Market Orientation obtained in
developed countries is that the pattern of
Market Orientation functions very significantly
in determining Marketing Performance. [14],
conducted a study of 162 samples of
manufacturing and service companies in the
Indian region, proving that Market Orientation
has succeeded in increasing the growth of
operating profit and accumulated company
profits. A number of research findings also
found that Market Orientations affect Customer
Relationship Management [15] and Partnership

Relationship Management [16].
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Hypothesis 1: Market Orientation has a
positive effect on Customer
Relationship Management

Hypothesis 2: Market Orientation has a
positive effect significantly on
Partnership Relationship
Management

Hypothesis 3: Market Orientation has a

significant positive effect on
Marketing Performance

2.2. Customer Relationship Management

Marketing Performance is the result of the
achievement of company activities in providing
goods and services. The company's activities in
generating added value for customers are called
Marketing Performance, while the products
produced are the end result of the business
activities concerned. When many companies
have to face competitors in getting the market
for products that are produced by the company,
then service to consumers and maintaining
customer satisfaction on an ongoing basis is a
process that will stabilize company profits. [17]
stated that in producing competitive business
products, efforts to integrate a number of
resources include collaborative resources,
management control and employee career
development as an important part in maintaining
the company's service focus to customers. The
goal achieved from each step of developing a
strategy focused on marketing is that the
company can always display and provide
quality service to customers in order to increase
market share.

In order to build Marketing Performance, the
challenges of the business environment in the
future will always be faced with increasing
competitor capabilities that will threaten market
segments that have been achieved by the
company (market turbulence), competitors in
increasingly technological innovation and the
intensity of business competition. strict in
getting the company's market segment.

Previous research found that there was a
significant positive effect between Market
Orientation on Marketing Performance, as
research by [18], research on 165 small and
medium-sized industrial companies conducted
in Ghana showed a significant positive effect
between Market Orientation on Marketing
Performance. Research by [19], conducted in
small and medium-sized companies in
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Bangalore, showed that there were significant
positive effects between Market Orientation on
Marketing Performance. Research by [20],
conducted at micro-finance companies in Kenya
showed that there was a significant influence
between Market Orientation towards Marketing
Performance. The research conducted by [21],
at MSMs Batik in Sragen found that Market
Orientation showed a significant positive
influence on the company's Marketing
Performance. [22], in his research on silver craft
SMEs found that Market Orientation also

showed a significant positive effect on

Marketing Performance.

Hypothesis 4:Customer Relationship
Management has a significant
positive effect on Marketing
Performance

2.3. Partnership Relationship Management
Partnership ~ Relationship ~ Management
(PRM) is a partnership strategy in order to build
collaboration and equality in maintaining
networks and strengthening market networks. In
order to realize PRM-based marketing
strategies, link development, coordinating and
sharing information between companies are
established between companies that work
together / partnership [23]. The PRM system is
the development of partnership capabilities in
an effort to reduce the marketing cost burden
and mitigate opportunities for strengthening
market segments in order to monitor customer
dynamics [24]. Thus, it can be stated that PRM
is a strategy used in maximizing collaboration
opportunities to obtain company profits.
[25] conducted research on this PRM, obtained
the results of research that the cooperative
relationship between the company itself and the
competing company in acquiring customers had
a significant effect on Marketing Performance.
That there is a direct relationship between the
business partners, and customer satisfaction and
will ultimately have a positive impact on the
profitability of the company that supports the
improvement of Marketing Performance.

Hypothesis 5: Partnership Relationship
Management has a significant
positive effect on Marketing
Performance
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Hypothesis 6: Customer Relationship
Management acts as a mediator
of the relationship of Market

Orientation  with ~ Marketing
Performance
Hypothesis 7: Partnership Relationship

Management acts as a mediator
of the relationship of Market
Orientation ~ with  Marketing
Performance

3. Research Methodology

The population of this study was the Rural
Banks employees of Bali Province in the non
Sarbagita area, which numbered 537 spread
across 35 Rural Banks. Sampling is based on
the Slovin formula with a precision level of 9%,
so the sample size is 100 employees. The
method of determining the number of
respondents in each Rural Banks is carried out
in proportional random sampling.

Data collection is done through distributing
guestionnaires to each respondent who became
the study sample. Furthermore, the method of
data analysis is done by SEM-PLS with the
SmartPLS 3.0 program through 3 stages,
namely:: measurement model evaluation,
structural model evaluation, and hypothesis
testing. Evaluation of measurement models
includes convergent validity and discriminant
validity, while structural model evaluations
include R-Square (R2), Q-Square (Q2), and
Godness of Fit (GoF).

4. Results And Discussion
4.1. Evaluation of the Measurement Model

Evaluation of measurement models is shown
through convergent validity, discriminant
validity, composite reliability, and cronbach'’s
alpha. The results of convergent validity
evaluation are based on the outer loading value
of each indicator which is between 0.577-0.9109.
Discriminant validity is shown through the root
AVE which is greater than the correlation value
between other variables. The reliability
composite values and Cronbach's Alpha are
shown in Table 1.

Table 1 shows the reliability composite value
and cronbach's alpha greater than 0.7. Based on
this, all variables are declared reliable. The test
results of the measurement model show that all
indicators and variables in the research model
are valid and reliable
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Table 1
Composite Reliability and Cronbach's Alpha
Variables Cronbach's Composite
Alpha Reliability
CRM 0,892 0,909
MO 0,934 0,943
MP 0,849 0,886
PRM 0,916 0,940

Source: data processed, 2019

4.2. Structural Model Evaluation

Evaluation of structural models is based on
the value of R Square (R2), Q Square Predictive
Relevance (Q2), and Goodness of Fit (GoF).
Based on the results of the analysis, the R2
value of the relationship between Market
Orientation (MO) and Customer Relationship
Management (CRM) is 0.628. The relationship
between Market Orientation (MO) and
Partnership Relationship Management (PRM) is
0.094. Furthermore, the relationship of Market
Orientation (MO) with Marketing Performance
(MP) of 0.697.

The results of the Q2 calculation indicate
that the model has a very good level of
predictive ability, which is equal to 89.79%.
This is indicated by the value of Q2 obtained
through the following formula:

2=1 — (1-R3crn) X (1- RIprnd x (1-Riwn

Qi=1—(1-0.628) X (1- 0,094) x (1-0,697)

Q% =1—(0.372) X (0.906) x (0,303)
2=1—(0,10212)

Q= 0.8979

Calculation of model accuracy is measured
through the Goodness of Fit (GoF), through the
following formula:

GoF = V(Comm x R?)

GoF = V[{(0.541+0,509+0.567+0.798)/4} x {(0.628+0.697+0,094)13}]
GoF = V[{(2.415)/4} x {(1.419)3}]

GoF = V(0.60375 x 0.47)

GoF = V0,28557]

GoF = 0.5346

The calculation results show that the model has
a good level of accuracy that is 0.5346.

4.3. Hypothesis testing

The research hypothesis testing is based on
the results of the SmartPLS analysis shown in
Figure 2, Table 2, and Table 3
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Figure 2. Results of SmartPLS Analysis of the Relationship
between Market Orientation Variables, Customer Relationship
Management, Partnership Relationship Management, and
Marketing Performance.

Table 2
Path Coefficients Direct Effects Between Market Orientation
Variables, Customer Relationship Management, Partnership
Relationship Management, and Marketing Performance

Correlation Path
between . P Values Information
. Coefficient

variables
MO -> CRM 0,792 0,000 H: Accepted
MO -> PRM 0,307 0,015 H, Accepted
MO -> MP 0,219 0,039 Hs Accepted
CRM -> MP 0,214 0,033 H, Accepted
PRM -> MP 0,604 0,000 Hs Accepted

Source: data processed, 2019

Table 2 shows that Market Orientation (MO)
has a significant positive effect on Customer
Relationship Management (CRM), Partnership
Relationship Management (PRM), and market

performance  (MP). Similarly, market
performance is  significantly  influenced
positively by  Customer Relationship
Management  (CRM), and  Partnership

Relationship Management (PRM). Based on the
data, all the direct influence hypotheses (H1.
H2, H3, H4, and H5) are accepted.

Based on Table 3, it appears that CRM and
PRM are partially mediating relationships
between Market Orientation (MO) and
Marketing Perfomance. These results indicate
that the hypothesis of indirect effects (H6 and
H7) is accepted.
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Table 3
Path Coefficient Indirect Effects Between Market Orientation
Variables on Marketing Performance through Customer
Relationship Management and Partnership Relationship

Management
Correlan_on between Pa't h P Values Information
variables Coefficient
MO -> CRM -> MP 0,170 0,042 H; Accepted
MO -> PRM -> MP 0,186 0,011 Hg Accepted

Source: data processed, 2019

5. Conclusion
Based on the results of hypothesis testing the
effect of Market Orientation (MO), Customer

Relationship Management (CRM), Partnership

Relationship Management (PRM), and Market

Performance (MP), it can be concluded that:

1. Market Orientation (MO) has a significant
positive effect on Customer Relationship
Management (CRM), Partnership
Relationship Management (PRM), and
Market Performance (MP). That is, an
increase in market orientation can improve

Customer  Relationship ~ Management
(CRM), Partnership Relationship
Management  (PRM), and  Market

Performance (MP) in Rural Banks in the
non Sarbagita region.

2. Customer  Relationship  Management
(CRM), and Partnership Relationship
Management  (PRM), are partially
mediating relationships between Market
Orientation  (MO) and  Marketing
Perfomance (MP). That is, Customer
Relationship Management (CRM), and
Partnership  Relationship  Management
(PRM) are able to become intermediaries in
the relationship of market orientation with
marketing performance.
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