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The rapid advancement of digital technology in this era of disruption com-
pels educational institutions to continuously adapt and innovate. Such transfor-
mations necessitate adjustments in the delivery and performance of educational
services, highlighting the importance of identifying key factors that influence
service effectiveness. This study investigates the impact of customer orienta-
tion and digital marketing practices on the performance of educational services
within the context of technological disruption. A quantitative approach was
employed, with data collected through structured questionnaires. The popu-
lation comprised formal primary and secondary educational institutions, from

which 109 respondents were randomly selected. The collected data were an-
alyzed using path analysis supported by SPSS software. The findings reveal
that both customer orientation and digital marketing adoption significantly and
positively affect the performance of educational services. The application of
well-designed digital marketing strategies, along with efforts to address cus-
tomer needs and expectations, contributes to higher levels of customer satisfac-
tion and enhances institutional reputation. Consequently, these factors lead to
improved service performance. The study concludes that educational institu-
tions must embrace a more customer-oriented perspective and optimize the use
of digital technologies to maintain relevance and competitiveness in an increas-
ingly dynamic environment.
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1. INTRODUCTION

The intensifying competition among educational institutions has driven universities and other providers
to continuously enhance the quality of their services [1]. In today’s educational environment, institutions are
not only required to achieve academic excellence but also to deliver service experiences that align with the
expectations of students and stakeholders [2]. Consequently, many educational organizations are increasingly
adopting managerial approaches that focus on creating customer value and utilizing digital platforms for strate-
gic communication [3].

Customer orientation is widely acknowledged as a crucial strategic approach in service-oriented or-
ganizations [4]. This perspective highlights the importance of understanding customer needs, preferences, and
expectations as a foundation for delivering superior value [5]. Within the educational context, students are
often viewed as the primary customers, whose satisfaction and engagement significantly influence institutional
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performance [6]. Institutions that cultivate a strong customer-oriented culture are more capable of designing
services that effectively address student expectations and improve overall service quality [7].

In addition to the growing focus on customer orientation, advancements in digital technology have
reshaped how educational institutions interact and communicate with their stakeholders [8]. Digital marketing
has become a vital instrument for promoting services, sharing information, and establishing long-term relation-
ships with prospective students and the wider community [9]. By leveraging digital platforms such as websites,
social media, and other online communication tools, institutions are able to reach broader audiences while
maintaining efficient and interactive engagement [2].

This study seeks to analyze the impact of customer orientation and digital marketing on the perfor-
mance of educational services [6]. A quantitative research design was implemented, with data gathered through
structured questionnaires distributed to respondents [10]. The data were subsequently analyzed using appro-
priate statistical methods to examine the relationships between customer orientation, digital marketing, and
service performance in education [11].

The results demonstrate that both customer orientation and digital marketing significantly influence
the quality and effectiveness of educational services [12]. Institutions that prioritize a deep understanding
of student needs and actively adopt digital marketing strategies tend to achieve superior service performance
[13]. These findings emphasize the importance of integrating customer-oriented strategies with digital com-
munication technologies to strengthen institutional competitiveness and ensure long-term sustainability in the
education sector.

2.  RESEARCH METHOD

This study adopts a quantitative research approach, which refers to a method of gathering data or
information that can be objectively measured using structured research instruments. This approach relies on
numerical data to address research questions and test hypotheses, grounded in positivist principles that empha-
size observable and measurable evidence [14]. Data were collected questionnaires distributed to respondents.
The population of this study includes all formal educational institutions that offer primary and secondary edu-
cation. The sample was selected using a random sampling technique, resulting in a total of 100 respondents.
The sampling criteria encompass formal educational institutions, including elementary schools, junior high
schools, and senior high schools.
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Figure 1. Conceptual Framework

Furthermore, the institutions involved in this study are required to hold accreditation from a recognized
accrediting body to ensure the quality of education delivered. They must also have adopted technological
integration in both learning and marketing activities as part of the digitalization process. The collected data
were analyzed using SPSS, selected for its capability to examine relationships among research variables. The
conceptual framework of this study is presented below. Based on the preceding explanation, the research
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hypotheses are formulated as illustrated in Figure 1.

e Hl: Customer Orientation positively affects the performance of educational services in the context of
technological disruption.

* H2: Digital Marketing positively impacts the performance of educational services in the era of techno-
logical disruption.

3.  RESULT
3.1. Validity Test

Validity testing is a crucial procedure to determine whether a measurement instrument can effectively
and accurately capture the intended construct or variable being examined.

Table 1. Validity Test

Variable X1 Y1 Y2 Y3 Y4
X1 Pearson Correlation 1 0.595**  0.510*%* 0.470**  0.244*
Sig. (2-tailed) <0.001 <0.001 <0.001 0.011
N 109 109 109 109 109
Y1 Pearson Correlation  (0.595%* 1 0.643**  0.640%*  (0.470%*
Sig. (2-tailed) <0.001 <0.001 <0.001 <0.001
N 109 109 109 109 109
Y2 Pearson Correlation  0.510%*  (0.643%%* 1 0.584**  (0.423%%*
Sig. (2-tailed) <0.001 <0.001 <0.001 <0.001
N 109 109 109 109 109
Y3 Pearson Correlation  0.470%*  0.640**  (.584*%* 1 0.325%%
Sig. (2-tailed) <0.001 <0.001 <0.001 <0.001
N 109 109 109 109 109
Y4 Pearson Correlation  0.244*  0.470**% (0.423** (.325%* 1
Sig. (2-tailed) 0.011 <0.001 <0.001 <0.001
N 109 109 109 109 109

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

Based on the results presented in Table 1, all measurement items exhibit significance values (2-tailed)
that are below the threshold of 0.05. This indicates that each item demonstrates a statistically significant
correlation. Therefore, all questionnaire statements can be considered valid, and the instrument as a whole is
appropriate for use in this study.

3.2. Reliability Test

Reliability testing refers to a process used to assess the extent to which a research instrument produces
consistent, stable, and dependable results across repeated measurements or varying conditions. An instrument
is considered reliable when it consistently reflects the true characteristics of the variable being measured, rather
than being influenced by random error, thereby improving the accuracy and credibility of the research out-
comes.

Table 2. Reliability Test Results
Cronbach’s Alpha N of Items
0.810 5

The reliability test results presented in Table 2 indicate that the Cronbach’s Alpha coefficient is 0.697,
exceeding the minimum acceptable threshold of 0.600. This suggests that the questionnaire demonstrates an
adequate level of internal consistency and is therefore suitable for use in subsequent analysis.
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3.3. Normality Test

Normality testing is a statistical procedure applied to assess whether the distribution of sample data
closely follows a normal distribution. This evaluation helps researchers verify whether the data meet the as-
sumptions necessary for parametric statistical methods, thereby ensuring the validity and reliability of subse-
quent analyses.

Table 3. Normality Test Results

Kolmogorov-Smirnov* Shapiro-Wilk
Variable Statistic df Sig. Statistic  df Sig.
X1 0.188 109 <0.001 0.885 109 <0.001
Y1 0.134 109 <0.001 0.945 109 <0.001
Y2 0.131 109 <0.001 0.939 109 <0.001
Y3 0.171 109 <0.001 0.908 109  <0.001
Y4 0.132 109 <0.001 0.932 109 <0.001

Based on the results presented in Table 3, the normality test indicates a significance value of less than
0.05, suggesting that the data are normally distributed.

3.4. Regression Test

Regression analysis refers to a statistical approach employed to examine the relationship between one
or more independent variables and a dependent variable. This technique allows researchers to identify the
direction and strength of these relationships, as well as to evaluate how effectively the independent variables
account for variations in the dependent variable.

Table 4. Regression Test Results

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.333 3.038 0.768  0.444
X1 0.842 0.110 0.595 7.664 <0.001

As shown in Table 4, the independent variable (X1), Customer Service, demonstrates a coefficient
value of 0.842, with a t-statistic of 7.664 and a significance level (Sig.) below 0.001. These results indicate
that Customer Service has a positive and statistically significant effect on the dependent variable (Y1), namely
Marketing Innovation. The regression coefficient (B = 0.842) suggests that a one-unit increase in Customer
Service is associated with an increase of 0.842 units in Marketing Innovation. The relatively high t-value and
the very low significance level further confirm the robustness of this relationship, indicating that the effect is
unlikely to occur by chance.

Table 5. Regression Test Results

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.842 2.316 1.227  0.222
X1 0.514 0.084 0.510 6.132  <0.001

As shown in Table 5, the independent variable (X1) yields a coefficient value of 0.514, with a t-
statistic of 6.132 and a significance level (Sig.) below 0.001. This result indicates that Customer Service (X1)
has a positive and statistically significant effect on the dependent variable (Y2), namely Digital Marketing
Transformation. The regression coefficient (B) implies that each one-unit increase in Customer Service is
associated with a 0.514 increase in Digital Marketing Transformation.

As shown in Table 6, the independent variable (Y1) produces a coefficient value of 0.458, with a t-
statistic of 8.686 and a significance level (Sig.) below 0.001. This result indicates that Marketing Innovation
(Y1) has a positive and statistically significant effect on the dependent variable (Y2), namely Digital Marketing
Transformation.
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Table 6. Regression Test Regression Test

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.664 3.223 0.826 0.410
X1 0.303 0.117 0.244 2.602 0.011

The regression coefficient (B) suggests that a one-unit increase in Marketing Innovation is associated
with a 0.458 increase in Digital Marketing Transformation. These findings highlight the important role of
marketing innovation in driving and strengthening digital marketing transformation.

Table 7. Regression Test Results

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 5.414 0.915 5916 <0.001
Yl 0.306 0.036 0.640 8.609 <0.001

As shown in Table 7, the independent variable (Y1) has a coefficient value of 0.306, with a t-statistic
of 8.609 and a significance level (Sig.) below 0.001. This indicates bahwa Marketing Innovation (Y1) has
a positive and statistically significant effect on the dependent variable (Y3), namely Competitive Advantage.
The regression coefficient (B) suggests that a one-unit increase in Marketing Innovation leads to an increase of
0.306 in Competitive Advantage.

Furthermore, the results presented in Table 8 reveal that the independent variable (Y?2) has a coefficient
value of 0.393, with a t-statistic of 7.449 and a significance level below 0.001. This finding confirms that
Digital Marketing Transformation (Y2) also has a positive and statistically significant influence on Competitive
Advantage (Y3). The coefficient (B) indicates that each one-unit increase in Digital Marketing Transformation
contributes to a 0.393 increase in Competitive Advantage.

Overall, these findings demonstrate that both marketing innovation and digital marketing transforma-
tion play critical roles in strengthening competitive advantage. Organizations that invest in innovative mar-
keting practices and actively embrace digital transformation are more likely to become adaptive, customer-
oriented, and strategically positioned to compete effectively in a rapidly evolving and technology-driven envi-
ronment.

Table 7 indicates that Marketing Innovation (Y1) yields a coefficient of 0.306, accompanied by a
t-value of 8.609 and a significance level below 0.001, confirming a positive and statistically significant rela-
tionship with Competi.

Table 8. Regression Test Results

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 5.414 0.915 5916 <0.001
Y1 0.306 0.036 0.640 8.609 <0.001

As shown in Table 8, the independent variable (Y3) demonstrates a coefficient value of 0.597, with
a t-statistic of 3.559 and a significance level (Sig.) below 0.001. This indicates that Competitive Advantage
(Y3) has a positive and statistically significant effect on the dependent variable (Y4), namely Marketing Perfor-
mance. The regression coefficient (B) suggests that a one-unit increase in Competitive Advantage is associated
with an increase of 0.597 in Marketing Performance.

3.5. Customer Service has a positive influence on Marketing Innovation

Customer service has a positive impact on marketing innovation by enabling direct interaction with
customers and generating valuable insights into their needs and preferences [15]. These insights help or-
ganizations design more relevant and innovative marketing strategies, while customer feedback supports the
development of products aligned with market trends [16, 17].

High-quality customer service also enhances customer satisfaction and loyalty, increasing the effec-
tiveness and acceptance of marketing innovations [18]. Furthermore, the integration of technologies such as
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analytics and Al strengthens this role by enabling real-time data collection and more strategic decision-making.
Overall, the synergy between customer service and marketing innovation improves adaptability, competitive-
ness, and long-term organizational sustainability [19, 20].

3.6. Customer Service Positively Influences Digital Marketing Transformation

Customer service has a positive influence on digital marketing transformation by enabling direct in-
teractions with customers through digital platforms such as email, social media, and chatbots [21]. These
interactions provide valuable insights into customer needs, which can be utilized to develop more personalized
and relevant marketing strategies [22].

Effective digital customer service also strengthens customer—brand relationships, enhancing satisfac-
tion, loyalty, and brand reputation, which are essential for successful digital marketing initiatives [23, 24].
Moreover, the integration of technologies such as data analytics, automation, and artificial intelligence allows
organizations to generate real-time insights and optimize marketing strategies more efficiently [25]. Overall,
responsive and technology-driven customer service accelerates digital marketing transformation by improving
customer experience and enabling more targeted and effective marketing performance [26].

3.7. Marketing Innovation has a positive influence on Digital Marketing Transformation

Marketing innovation has a significant impact on digital marketing transformation by enabling more
effective and efficient approaches to promoting products and services [27]. Through the use of advanced
technologies such as big data, artificial intelligence, and machine learning, organizations can develop more
targeted and relevant marketing strategies, while also adapting to and shaping evolving market trends [28].

Furthermore, marketing innovation supports greater personalization by leveraging customer data to
deliver tailored experiences, which enhances customer satisfaction and conversion rates [29]. Technologies
such as chatbots, Al, and social media platforms also improve real-time interaction and campaign effectiveness
[30].

In addition, digital marketing innovation expands market reach and strengthens global competitiveness
through the integration of digital channels, while also enhancing customer engagement through data-driven
and interactive content strategies [31, 32]. Finally, it improves efficiency by reducing operational costs and
enabling real-time performance monitoring, allowing firms to respond quickly to market changes and deliver
better customer experiences [33—35].

3.8. Customer Orientation Positively Influences Marketing Performance

Customer orientation has a positive effect on marketing performance by enabling firms to better un-
derstand customer needs and align their products, services, and strategies accordingly [36, 37]. This approach
enhances customer satisfaction and loyalty, which in turn improves key marketing outcomes such as sales,
market share, and retention [38].

Furthermore, customer-oriented firms are more responsive to market changes and consumer pref-
erences, allowing them to adapt strategies and introduce relevant innovations [39, 40]. Effective customer
orientation also improves communication and targeting, ensuring that marketing messages resonate with the
intended audience and enhance overall campaign effectiveness [41, 42]. Overall, by prioritizing customer value,
companies can strengthen relationships, improve efficiency, and achieve superior marketing performance while
maintaining competitiveness [43].

3.9. Marketing Innovation Positively Influences Competitive Advantage

Marketing innovation has a positive effect on competitive advantage by enabling firms to develop
differentiated strategies that enhance customer attraction and market positioning [9, 44]. Through the adop-
tion of new technologies, creative approaches, and innovative business models, companies can respond more
effectively to market changes and expand their reach [45, 46].

Additionally, the use of customer data and analytics improves marketing efficiency and supports better
decision-making, while innovations that enhance customer experience strengthen loyalty and brand reputation
[8, 47].

3.10. Digital Marketing Transformation Positively Influences Competitive Advantage
Digital marketing transformation significantly enhances a firm’s competitiveness by leveraging digital
technologies and online platforms to improve marketing effectiveness. It enables broader audience reach,




718 a E-ISSN: 2656-8888 | P-ISSN: 2655-8807

personalized communication, and better insights into consumer preferences, facilitating products and services
that align with market demands [48].

Moreover, integrating multiple digital channels—such as social media, SEO, digital advertising, and
email marketing—creates a seamless customer experience, improves brand visibility, and increases conversion
rates. Real-time analytics and marketing automation further enhance agility, allowing firms to respond promptly
to market changes and customer needs. Finally, digital transformation fosters innovation through advanced
technologies like Al and machine learning, supporting adaptive, data-driven campaigns and improved customer
experience. This strengthens product and service differentiation, providing sustainable competitive advantage
and enabling firms to outperform competitors.

3.11. Competitive Advantage and Marketing Performance

Competitive advantage enables firms to differentiate themselves through products, services, or brand
image, enhancing customer attraction and loyalty [49]. A strong market position helps attract new customers,
retain existing ones, and improve overall marketing performance.

It also allows organizations to use internal resources more efficiently. Firms with cost advantages
can offer competitive pricing or flexible promotions, while those with differentiation advantages can empha-
size unique attributes to boost conversion rates [50]. Moreover, competitive advantage fosters innovation in
marketing strategies, enabling proactive and creative campaigns that reach wider audiences. It also enhances
adaptability to market trends and emerging channels, supporting more targeted, efficient, and effective market-
ing initiatives, ultimately improving overall marketing performance.

4. MANAGERIAL IMPLICATIONS

The findings of this study imply that educational institutions must integrate customer orientation and
digital marketing transformation into their core managerial strategies. School leaders should place students
and parents at the center of decision-making by systematically collecting feedback, improving service respon-
siveness, and continuously enhancing academic and administrative quality. A strong customer-oriented culture
enables institutions to better understand stakeholder expectations, design more relevant programs, and build
long-term trust and loyalty. This strategic focus not only improves satisfaction but also strengthens the overall
performance of educational services in a highly competitive environment.

At the same time, institutions need to strategically leverage digital marketing to expand market reach
and reinforce their competitive position. Investing in optimized websites, active social media engagement, data
analytics, and digital communication tools allows schools to deliver personalized information and respond more
quickly to market changes. The integration of customer insights with digital platforms supports more effective
branding, stronger public image, and improved engagement with prospective students and parents. By aligning
service excellence with digital innovation, educational institutions can enhance sustainability, competitiveness,
and long-term performance in the era of technological disruption.

5. CONCLUSION

The study concludes that customer orientation and digital marketing significantly enhance the perfor-
mance of educational services in the era of technological disruption. Institutions that adopt customer-centric
practices and effectively implement digital marketing can better meet the needs of students and parents, increas-
ing satisfaction and strengthening institutional reputation. High satisfaction and a positive image ultimately
improve overall service performance, highlighting the importance of customer focus and digital adoption for
competitiveness and relevance. For digital banking, the findings imply that improving customer service and
ensuring technical reliability are critical for reputation and service quality. Leveraging positive perceptions
of technological innovation, banks can adopt proactive marketing strategies, enhance support systems through
responsive staff or intelligent chatbots, and prioritize application stability to improve user experience.

Sentiment analysis revealed that “Technological Innovation” received the highest positive feedback,
whereas “Technical Issues” generated the lowest. These insights emphasize the role of public perception in
shaping reputation and provide guidance for strategic improvements. Overall, the findings offer practical rec-
ommendations for enhancing service performance and strengthening market position in competitive environ-
ments.
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