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Abstract
Meriteters are expacted o add value 10 the customers fry idemtifiyimg amd fulliilling the needs amd
seciations of their customers. This process s Junown as market oriemation. Meamwhile
kencems andl amvaremess of secial issues Bave imcreassd! among the society amd customers, in the
pest few decades. Therefore society andl cusiomers expect markesers 1o be imvolved their
husiress; in socially respensible manner. Thus it becomes necessary for the marken omemtated
pusinesses o adopt corperate social nespowsibility 1o fulfill the social expectations of fher
customers and society. Henece marketers: are expectad to develop a soctally respomsible business

behasiion This study examined the research probilem of whether market orientation influences
corporate social responsibility m the licemsed commerciall bankimg sector. This research was
camied out with the objectives of evaluating market orientation amd corporate social
tespomsibility practices and to analyze the mflnence of marked omemiEtion on cerporate soctal
responsibility in the licensed commercial banking sector . Furthenmore comeepiual model as
been develeped to limk mmamket grientation and corporate  secial re*sp;m'sﬂhi]jﬂy..‘ Customer
origntation, compeliter erentation and inter fumctional coordination are considered as fhe
messutement variables of market orientation amd it was demved! from MNarver amd Slater (i 19,
Sl ladly ccomomiic, legal, ethical amd discretionary nesponsibiliies are the measurement

warizhles of corporate swciall responsibility and 10 was extracted from Camoll { 2000). Quamtitative

sellected! for this study. Comelation and multiple regressions have been used for the analysis.
Findings have shown that market orientation snd corporate social respamsibiliity practices of
Jlicemsed aommerciall banks are at higher level. Fumhermore it was afso found that there @s @

e relationship between market arientation and carporate social-Fespongibiliny, and market
oaeniation significently influences corporate social mnspam&ibﬂiﬁy‘prmh'ﬁ‘l off the licemsed
commeseial benlking entities. These findings would be useful to fomer socially Tesponsible
fusiness behavior among the entities and indinstries which willl satisfy customers thar are sozially

CA

i._ l:i'..* I»!IZ:-' 5 and allso wall meet the: E’xﬁﬁfﬂﬂﬂlﬂm of varions stakehalders..

‘Key Words: Madket orientation, custonser oriemtation, competiior @rienfation. imber fumitiomal
‘coordiiretion. corporate social respansibiliity.




