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T

his article examines the market orientation
of arts organizations. Market orientation is

defined as the generation of market information
pertaining to customers, competitors and other
stakeholders (artists, media, and financiers), organization-wide dissemination of and responsiveness to the information, and the coordination of these activities. Responsiveness to market information has two forms: a reactive form
that aims to satisfy the expressed needs of customers and other stakeholders and a proactive
form that focuses on discovering and satisfying
the latent, unarticulated, future needs of customers and other stakeholders.
The manifestation of market orientation
was studied in ten purposefully selected performing arts organizations: two theatres, three
music festivals, four orchestras and one opera.
Theme interview data was gathered from the
artistic and/or administrative directors responsible for the program planning. Both reactive and
proactive market orientation manifested itself in
arts organizations. Customer orientation varied
from clear to rather clear or unclear. Also a clear
artist orientation and a clear or rather clear me-
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