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ABSTRACT: This research analyzes the factors that influence market orientation in the retail industry, especially supermarkets in 

Batam City. People tend to want convenience and comfort in shopping, leading to a preference for supermarkets that are clean and 

modern and provide a variety of products. Batam, as a strategic industrial city, has tight retail competition with the development of 

minimarkets such as Indomaret and Alfamart. The research used a quantitative method with a questionnaire distributed to 266 

respondents, measuring variables such as price, brand loyalty, product quality, service quality, stock, social media marketing, and 

market orientation. The research results show that price and stock have a significant influence on market orientation, while brand 

loyalty, service quality and social media marketing have varying influences. Product quality has a significant effect on social media 

marketing, but social media marketing is not significant on market orientation. The limitation of this research lies in the limited 

variable focus. It is recommended that further research add variables such as customer satisfaction, purchase intention, and consumer 

decision to expand understanding of the factors that influence market orientation. 
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INTRODUCTION 

People have a desire to fulfill their rational and never-satisfied needs. Humans have 3 types of basic (primary) needs, 

namely clothing needs in the form of clothing, food needs such as food and drink to live, and finally housing needs such as housing 

to survive, with these basic needs it can affect economic growth in Indonesia. 

As the era develops, people want everything to be done and completed easily and quickly so that people can do other work. With 

the desire for people with a practical lifestyle, this has caused people to be lazy to shop in traditional markets and made people 

prefer to shop at supermarkets because the shopping atmosphere in supermarkets can be said to be much more comfortable, clean, 

modern, and the availability of products and brands is more varied to meet people's needs (Vicky & Ananda, 2023). 

Indonesia has various provinces and islands, one of which is Batam City which is in the Riau Islands Province. Batam is in the 

western part of Indonesia which is located close to neighboring countries, namely Singapore and Malaysia because of its strategic 

location, Batam City is nicknamed an industrial city because its area is on the Indonesian border which makes it easy for foreign 

products to enter through personal purchases (Liusudarso et al., 2022). 

Supermarkets are a form of retail or retail stores that provide various types of products and daily necessities for consumers, 

supermarkets usually have a large sales area and provide products in various categories such as food, drinks, household products, 

skincare, personal needs, and others. Consumer desires can be identified based on price grouping, product quality, service quality, 

social media marketing, and brand/reputation. Reputation is an image attached to a product or company that gives a strong 

impression of the name. Reputation is an image or sign of the overall value recognized by a group of people or consumers because 

consumers do not have personal experience with sellers when shopping, so reputation is important in building consumer trust in 

sellers (Anggraini Rafika & Kurniawati Tri, 2022) 

Knowing the needs or desires of consumers is important because the success of a business depends on customer satisfaction, 

therefore, to provide services that are in accordance with consumer desires, it is necessary to know the needs of consumers so as to 

generate customer loyalty to the supermarket and repeat sales in the long term, customers also have a reason to continue buying 

products at their favorite supermarket compared to competing products. 

As time goes by, more and more minimarkets are opened in Batam City and the development of minimarket franchises such as 

Indomaret & Alfamart which affect supermarket income and competition in the retail business will be increasingly tight. Therefore, 
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companies need to know the needs and desires of customers or potential customers to develop products/services that are more in 

line with consumer expectations. This can increase customer satisfaction, build loyalty, and strengthen the company's position in 

the market. In addition, a deep understanding of customers also helps in developing effective marketing strategies. To find out the 

needs or desires of consumers, companies need to pay attention to several things such as price, market orientation, brand loyalty, 

product quality, social media marketing, service quality, and stock. 

Price is the amount/value of money that must be paid by customers to obtain a product or service. Price includes pricing strategies, 

discounts, special offers, and all aspects related to the economic value of a product or service in the market. Price is one of the 

elements of the marketing mix that generates revenue, other elements generate costs. Price is the easiest element to adjust in a 

marketing program, product features, channels, and even communication take a lot of time. Price is the amount of money set by the 

seller of a good or service and paid by the buyer of the good or service to meet the needs and desires of the person who buys it 

(Sukmawati Anggita & Gischa Serafica, 2023). 

Market Orientation is an approach that emphasizes a deep understanding of customer needs, wants, and behavior as the center of all 

company activities. Market orientation is the opposite of production orientation where companies focus more on production 

efficiency and increasing production volume while production orientation emphasizes making as many efficient products as possible 

and market orientation emphasizes understanding and meeting customer needs as efficiently as possible. Market orientation is 

important in an increasingly changing and dynamic economy because it enables companies to remain relevant and compete 

effectively in changing markets (Nasrudin Ahmad, 2022). 

According to Jico et al. (2019), brand loyalty or loyalty to an image/brand is the level of customer loyalty or trust in a 

particular brand or product. When consumers have brand loyalty, consumers tend to choose and buy products from that market 

consistently even though there are various choices. Brand loyalty is a valuable component for a company because it can provide a 

stable and reliable customer base. Gaining brand loyalty from consumers requires ongoing efforts in providing consistent product 

or service quality, building a positive brand image and maintaining good relationships with customers. 

Product quality refers to the level of excellence or quality of a product so that it can be seen to what extent the product meets or 

exceeds customer expectations and whether the products offered or sold meet the standards set by the manufacturer or industry. 

Product quality is the key to the success of a brand or company, customers tend to choose products that offer high quality because 

they provide better value in the long term. Therefore, companies tend to invest in research and development, quality control, and 

innovation to ensure that their products maintain or improve quality (Kuswibowo et al., 2020). 

Social media marketing is a marketing strategy that uses social media platforms to promote products, services, or brands and interact 

with target audiences. The goal of social media marketing is to increase brand presence, generate traffic to websites, and engage with 

customers through various social media platforms. The benefits of social media marketing include being able to reach target audiences 

directly, building brand awareness, increasing customer engagement, and providing opportunities to interact directly with consumers. 

Success in social media marketing requires creativity, consistency, and a good understanding of specific social media platforms 

(Othysalonika et al.,2022). 

Service quality is the level of excellence or quality of service provided by a company to its customers. Service quality is a 

key factor in building positive relationships with customers and creating satisfying experiences. Service quality is subjective and 

can vary between individuals. Service quality is often based on the customer's personal experience and the extent to which the 

service provided meets or exceeds customer expectations. Service quality is key to maintaining and strengthening customer 

relationships and supporting long-term success for a company (Djunaedi & Rahman, 2023). Stock or inventory of goods in a 

company are goods owned by the company to be sold or used in the production process. This inventory can be in the form of finished 

goods ready for sale, raw materials to be processed into final products, or goods in the production process. Inventory of goods is an 

important part of the supply chain and operational management of a company. Effective operational management of inventory can 

help companies avoid stock shortages that can hamper production or maintain excess inventory that can drain resources (Desy, 

2023). 

 

LITERATURE REVIEW 

Relationship between Price variables and Market Orientation Market orientation is a business approach that focuses on 

how to meet and understand customer needs, the relationship between price and market orientation to determine the extent to which 
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the pricing policy of a product or service describes the company's understanding of customer needs, desires, and behavior (Liantika, 

2022). By understanding customer needs and market conditions well, companies can develop price revenue strategies that are more 

in line with market demands, market orientation can help create a balance between price, value, and customer satisfaction. 

The relationship between brand loyalty and market orientation is interrelated because both focus on customers and understand 

consumer needs and wants. By having a strong market orientation, companies can more effectively build and maintain brand loyalty. 

The combination of deep understanding of customers, responding to market needs, and offering products or services that meet 

customer expectations can build a good long-term relationship between brand image and consumers (Maulidiyah, 2022). 

The relationship between Product quality and social media marketing can be said to be interrelated because product quality can have 

a significant impact on brand reputation shared through social media. Product quality directly affects customer reviews and if the 

product is good quality, customers tend to give positive reviews. With social media, consumer reviews and thoughts can spread 

quickly, influencing public perception of a brand. Therefore, maintaining high product quality and ensuring a satisfying customer 

experience is very important in social media marketing (Sapitri & Malik Akbar Rohandi, 2022). 

The relationship between social media marketing and market orientation is interrelated because information obtained through social 

media can help companies adjust marketing strategies and products to better reflect customer needs and expectations. In addition, 

data obtained through social media can be considered a form of dynamic market research that helps companies understand trends, 

consumer behavior, and responses to marketing. By integrating social media marketing with market orientation, companies can gain 

better insight into the market, increase customer engagement, and respond to market changes more flexibly (Yadi Heryadi et al., 

2023). 

The relationship between service quality and market orientation creates an important link in efforts to achieve customer satisfaction 

and understand market needs. Market orientation promotes an understanding of customer needs, wants, and behavior with high 

service quality can ensure that services are designed to meet customer needs. Good market orientation allows companies to respond 

to market changes quickly. Responsive service quality can adjust services according to changing customer or market needs. The 

relationship between service quality and market orientation can direct companies towards better service, respond to market changes, 

and meet customer expectations so that they can benefit the company in the long term (Susanto, 2020). 

The relationship between stock (inventory of goods) and market orientation involves how companies manage and organize inventory 

to meet customer needs and expectations. Companies that have good market orientation will tend to understand customer demand 

and preferences so that inventory can be adjusted to effectively meet customer needs, and a good market orientation allows 

companies to respond quickly to changes in market demand. The integration of inventory management and market orientation 

creates an environment where companies can more effectively meet customer expectations and respond to market dynamics. A deep 

understanding of customer needs and market involvement can shape a smarter and more responsive inventory strategy (Octavia & 

Sriayudha, 2020). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Model 
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METHOD 

This study uses a quantitative research method or scientific approach that uses numerical or quantitative data to collect information, 

analyze the results of hypothesis tests and relationships between variables. This quantitative research was conducted by distributing 

questionnaires to the entire community of Batam City. In this study there are 7 variables, namely 5 independent variables, 1 

mediation variable, and 1 dependent variable. 

The data used in this study are primary data, this primary data was collected using a questionnaire via Google Form and distributed 

online via social media platforms. The population in this study were supermarket visitors in Batam City. This study used purposive 

sampling which is a sampling technique where researchers select samples based on knowledge of the characteristics that are relevant 

to this study (Mukti et al., 2021). 

This study uses a Likert scale, to measure indicators of existing variables to determine the level of opinion or perception of a person 

towards a statement. The Likert scale consists of a series of statements followed by a series of response options arranged in stages, 

such as: 

a. Strongly Disagree (STS) 

b. Disagree (ST) 

c. Agree (S) 

d. Strongly Agree (SS) 

e. Completely Agree (SS) 

According to Hair et al. (2022) the number of respondents must be at least 100 or more, in general it is recommended to achieve a 

sample size of at least five times greater than the number of statement indicators analyzed and have a ratio of 10:1. In this study, 

there were 26 statement indicators, so the number of samples required was at least 260 respondents and the questionnaires distributed 

reached 266 respondents. Then the results of the questionnaire will be examined using the SPSS system and the PLS system. 

In this study, determining the definition of variables is an important step to ensure the credibility of the research method and results. 

There are 7 variables involved, namely price, brand loyalty, product quality, service quality, stock, social media marketing, and 

market orientation. The following are details regarding the operational definition of each variable. 

 

RESULT AND DISCUSSION 

The survey results show that this study is dominated by women at 54.5% while men are 45.5%. This data shows that most 

respondents are aged 18 to 25 years with jobs as private employees who have an income of around Rp. 4,500,000 - Rp. 6,000,000 

who often shop and visit the Batam City Supermarket 

 

Table 1. Respondent Profile 

Criteria Category Total Percentage 

Gender 
Man 121 45,5% 

Woman 145 54,5% 

Total 266 100% 

Age 

<18 year 10 3,8% 

18 – 25 year 132 49,6% 

26 – 32 year 88 33,1% 

33 – 40 year 27 10,2% 

>40 year 9 3,3% 

Total 266 100% 

Education 

Elementary school 3 1,1% 

Junior high school 8 3% 

Senior high school 116 43,6% 

Bachelor 127 47,7% 

Magister 12 4,6% 
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Criteria Category Total Percentage 

Total 266 100% 

Job 

Student 6 2,3% 

Lecture 56 20,8% 

Entrepreneurs 42 15,7% 

Employee 147 55,5% 

Housewife 13 4,9% 

Others 2 0,8% 

Total 266 100% 

Monhtly Income  

< Rp. 4.500.000 50 18,8% 

Rp. 4.500.001 - Rp. 6.000.000 114 42,9% 

Rp. 6.500.001 - Rp. 8.000.000 39 14,7% 

Rp. 8.500.001 - Rp. 10.000.000 28 10,5% 

> Rp. 10.000.001 35 13,1% 

Total 266 100% 

                       

 

It is known that the validity, reliability, and AVE test research using the smartPLS system can be said that the above data results are 

accurate. Based on the rule of thumb, the outer loading value must be more than 0.6 so that the indicators of each variable can be 

said to be valid, the price variable shows the outer loading value ranging from 0.747 to 0.827, the brand loyalty variable 0.731 to 

0.873, the product quality variable 0.783 to 0.856, the service quality variable ranges from 0.793 to 0.843, the stock variable 0.746 

to 0.842, the social media marketing variable ranges from 0.839 to 0.882, and for the market orientation variable ranges from 0.804 

to 0.838. Testing on the composite reliability of each variable must be more than 0.7 to be said to be reliable, the composite reliability 

value of each variable can be said to have met the criteria with a price variable value of 0.834, a brand loyalty variable of 0.857, a 

product quality variable of 0.882, a service quality variable of 0.908, a stock variable of 0.840, a social media marketing variable of 

0.894, and a market orientation variable of 0.862 all variables are said to be reliable because the able ki value is more than 0.7 and 

meets the criteria. In the AVE (Average Variance Extract) test to be said to be valid, the AVE value must be above 0.5 and the AVE 

value for the price variable is 0.626, the brand loyalty variable is 0.668, the product quality variable is 0.653, the service quality 

variable is 0.663, the stock variable is 0.637, the social media marketing variable is 0.738, and the market orientation variable is 

0.675 and the AVE in the able above is in accordance with the criteria because the value of the variable is above 0.5 and all variables 

are said to be valid. 

The hypothesis tested can be said to be significant if the t-statistic value is more than 1.96 and the p-value is less than 0.05 (Hasan 

& Lim, 2024). Based on the output produced, it can be concluded that: 

H1: The Price variable has a significant positive effect on Market Orientation. 

Price has a positive and significant effect on market orientation. This is proven by the t-statistic value of 3.101 which means> 1.96 

and a p-value of 0.002 which means <0.05 which indicates that price can increase market orientation. This is in line with previous 

studies which state that there is a significant and positive relationship between price and market orientation. (Fahlefi Diva Riza, 

2021; Kannebley Júnior et al., 2023; Gul et al., 2021). Competitive prices can attract more consumers, so that prices that are too 

high can make consumers switch to competitors, this is important for markets whose orientation focuses on consumer needs. 

H2: Brand Loyalty variable does not have a significant effect on Market Orientation 

Brand Loyalty does not have a significant effect on market orientation. This is evidenced by the t-statistic value of 1.236 which 

means <1.96 and a p-value of 0.217 which means> 0.05 which indicates that the impact of customer loyalty to a brand on market 

orientation is not strong enough. This contrasts with previous studies which stated that there is a significant relationship between 

brand loyalty and market orientation (Khan et al., 2021; M. R. Khan & Ghouri 2018; Drennan et al., 2023). Market orientation 

focuses on fulfilling consumer desires and needs, although brand quality is important, market orientation emphasizes more on how 

products or services meet consumer expectations and preferences, not only based on brand quality. 

Source: Data Processed (2024) 
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H3: Product Quality variable has a significant effect on Social Media Marketing 

Product quality has a positive and significant effect on social media marketing. This is evidenced by the t-statistic value of 4.304 

which means > 1.96 and p-value 0.000 which means <0.05 which shows that product quality can improve social media marketing. 

This is in line with previous research which states that there is a significant relationship between product quality and social media 

marketing ((Sapitri & Malik Akbar Rohandi Management Study Program, 2022). Good and high product quality can result in greater 

customer satisfaction so that satisfied customers will share positive experiences through social media, and this can increase 

credibility and attract new customers 

H4: Social Media Marketing Variables Do Not Have a Significant Effect on Market Orientation 

Social media marketing does not have a significant effect on market orientation. This is evidenced by the t-statistic value of 1.325 

which means <1.96 and p-value 0.186> 0.05 which indicates that the impact of social media marketing on market orientation is not 

strong enough. This contrasts with previous studies which stated that there is a significant relationship between social media 

marketing and market orientation (Kartika, 2021); Galib et al., 2022; (Kristinae Vivy & Sahay Meitiana, 2019). Although product 

content and product information through social media are interesting, social media marketing often focuses on one-way 

communication and to understand the market and customers, companies need to have more in-depth direct interactions with 

consumers. 

H5: Service Quality Variables Do Not Have a Significant Effect on Market Orientation 

Service quality does not have a significant effect on market orientation. This is evidenced by the t-statistic value of 1.773 which 

means <1.96 and a p-value of 0.077> 0.05 which indicates that the impact of service quality on market orientation is not strong 

enough. This contrasts with previous research which stated that there is a significant positive relationship between service quality 

and market orientation (Susanto, 2020). Although the quality of a company's service is important, not all companies place service 

quality as a top priority, there are some companies that prioritize product quality, price, and innovation. Service quality may not be 

enough to differentiate a company and significantly influence market orientation if all competitors provide similar services. 

H6: Stock variable has a positive effect on Market orientation 

Stocks have a positive and significant effect on market orientation. This is evidenced by the t-statistic value of 5.138 which means> 

1.96 and a p-value of 0.000 which means <0.05 which indicates that a company's stock can increase market orientation. This is in 

line with previous research which states that there is a significant relationship between stock and market orientation (Octavia & 

Sriayudha, 2020). Market orientation prioritizes meeting customer needs and desires. The availability of sufficient and timely 

products is very important to ensure that customers can get the products they want and need. If the product stock is insufficient, 

customers will feel disappointed and switch to other competitors, which affects market orientation. 

H7: Price variable does not have a significant effect on Market Orientation mediated by Social Media Marketing 

Price does not have a significant effect on market orientation mediated by social media marketing. This is evidenced by the t-statistic 

value of 1.265 which means <1.96 and the p-value of 0.206 which means> 0.05 which indicates that the impact of price on market 

orientation mediated by social media marketing variables is not strong enough. This contrasts with previous research which states 

that there is a significant relationship between price and market orientation (Puspaningrum, 2020); Joensuu-Salo et al., 2018). Many 

market-oriented companies use a differentiation strategy that does not depend on price, many customers are willing to pay more if 

it matches their expectations. There are companies that increase market orientation by providing relevant value to consumers that is 

more than just pricing. 

H8: Product Quality variable does not have a significant effect on Market Orientation through Social Media Marketing 

Product quality does not have a significant effect on market orientation mediated by social media marketing. This is evidenced by 

the t-statistic value of 1.200 which means <1.96 and the p-value of 1.231 which means> 0.05 which indicates that the impact of 

product quality on market orientation mediated by social media marketing is not strong enough. This is in contrast to previous 

studies which stated that there is a significant relationship between product quality and market orientation mediated by social media 

marketing (Emil & Sari, 2022)2; Alwi et al., 2023). Social media is often formed with interesting content, viral trends, or short 

reviews so that this affects the quality of the product that is not visible and not easily evaluated through posts. Consumers may be 

more interested in other aspects such as design or creative promotions and this influences market orientation. 
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R-Square Test Results 

Table 2. R Square Results 

Variabel R Squares R Square Adj 

Market Orientation 0,657 0,650 

Social Media Marketing 0,471 0,467 

                  Source: Data Processed (2024) 

 

Based on table 2, the test conducted in this study determining the R Square value shows that Price (X1) & Stock (X5) have an effect 

on Market Orientation (Y) which has a value of 0.657 or 65.7% while the remaining 34.3% is influenced by other factors that are 

not included in this research model. Social Media Marketing (Z) is influenced by Product Quality (X3) with a value of 0.471 or 

47.1% and the remaining 52.9% is influenced by other factors that are not included in this model. 

 

CONCLUSION 

In this study it can be concluded that in the retail industry such as supermarkets, price cannot increase social media marketing and 

market orientation, low prices cannot increase social media marketing because even though the price is low, but the quality of the 

product is not guaranteed, it cannot create better social media marketing and cannot meet customer expectations that affect market 

orientation. Brand loyalty cannot affect market orientation because there are many factors that can affect the company's strategy in 

meeting market needs. Products with high quality tend to get positive reviews that increase the effectiveness of social media 

marketing. Although social media is an important marketing platform, the impact on market orientation is limited because market 

orientation requires a deeper approach to customer needs. It can be concluded that market orientation is influenced by various factors 

such as price and stock have a significant effect on market orientation while other factors such as brand loyalty, service quality, and 

social media marketing have a more varied effect depending on the context and strategy used by the company. This study has 

limitations because it only focuses on the variables of price, brand loyalty, product quality, service quality, stock, and social media 

marketing on market orientation. Further research is suggested to add several other variables such as customer satisfaction (Wandi 

Yulfis et al., 2020) and purchase intention (Kesumahati, 2021) with the aim of identifying other factors that influence market 

orientation and expanding the understanding of future research. 
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