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Abstract This study sought to verify the impact of marketing capabilities on social performance through market
orientation targeting social economy enterprises. Accordingly, the marketing capabilities of social economy enterprises
were classified into price competitiveness and distribution competitiveness, and market orientation was divided into
customer orientation, competitor orientation, and interdepartmental cooperation. In addition, in line with the
characteristics of social economy enterprises, performance verification consisted of social performance. A survey was
conducted with a total of 216 executives and employees of social economy enterprises to collect data and conduct
empirical analysis. The results of the analysis showed that marketing capabilities had a significant impact on market
orientation, and that market orientation had a significant impact on social performance. In addition, market orientation
was found to have a mediating effect on marketing capabilities. The results of this study suggest that strengthening
the marketing capabilities of social economy enterprises is an important factor in creating social performance. Social
economy enterprises are expected to be able to increase their market orientation by strengthening their marketing
capabilities and thereby create social value.
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