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ABSTRACT

In the recent years, owing to the increasing resource endorsed by the enterprises, there
is an interface created between the nonprofit organizations and the profit ones. However,
how to utilize these resource effectively to create social value and to fulfill the mission of
the nonprofit organizations, become one of the most important issue in the nonprofit
organizations. The purpose of this study is to understand the influence of the application of

‘market orientation’ on the nonprofit organizations’ effectiveness.

Base on the list of the “Foundations in Taiwan” which is published by The Hilmalaya
Foundation, and combined with the statistics data from the wed side of The Ministry of
Education, this study picked up 292 qualified foundations as the research target. By
mailing the questionnaires to the executives or the responsible managers of these

foundations, we received 133 effective samples.

According to the analyzed result, this study found: 1.Under the control of the
environmental conditions, every dimensions of the market orientation has a positive impact
on the organization effectiveness, 2. among those dimensions, ‘the delivering of the market
information’ has the dominant impact on the organization effectiveness, and 3. there are
cross effects between the market orientation and the environmental dimension on the

organization effectiveness.

Keywords: Nonprofit organization, market orientation, organization effectiveness, CORPS
model
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