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ABSTRACT
Strategic Management Accounting (SMA) is an interesting subject to study since differences exist in views
on the concept of SMA and the fact that studies on public sector organization in Indonesia remain
somewhat rare. Contingency theory holds that organizational structure and system represent function of
environment and a company-specific factor. Therefore, the development of SMA in organizations needs to
take contingency factors into account. While the results of analysis indicate that private
universities/colleges (subsequently abbreviated to PTS) under Coordinating Body for Private Colleges
(subsequently referred to as Kopertis) Region V of Yogyakarta have implemented SMA, they have not fully
considered the contingency factors. Strategic-type contingency factors and market orientation have
significant effect on SMA at 5% and 10%, respectively. On the contrary, Deliberate Strategy has no
significant effect on SMA in PTSes under Kopertis of Region V of Yogyakarta.
Keywords: Contingency, Strategic Management Accounting, Deliberate, Market Orientation.
1

INTRODUCTION

The development of strategic management
accounting (SMA) research is rooted in a basic
consideration of the increasingly relevant
information beyond the boundaries of companies
[18]. SMA is a general approach to integrating an
understanding
/
insight
into
accounting
management and marketing management within the
framework of strategic management [17]. Simon
and guilding [20] view SMA from two
perspectives: SMA as it is understood as a set of
strategically-oriented accounting techniques and
SMA as it is seen as accountant involvement in the
strategic decision-making process of the company.
Lack of consensus concerning SMA concepts made
SMA research an interesting effort to do. The use
of information on SMA may help managers in
adopting and implementing organizational schemes
in response to the environment, as well as help
them in decision making and devising corporate

strategy to achieve organizational objectives [12].
SMA techniques have not been widely adopted and
no SMA terms understandably or widely used thus
far, despite the fact that the aspects of SMA
influence the way we think, language of business,
and the way we do the business [22]. The use and
development of SMA techniques have been
associated with the issue of external information
needs to deal with the uncertainty of the
environment and to support strategic decisions. In
contingency theory, organizational structure and
system represent an environmental function of a
company-specific factor [1],[7]. This is exactly why
the development of SMA in organizations needs to
consider
contingency
factors.
Contingency
approach argued that organizational effectiveness
builds upon correspondence between the
organization and its environment. According
Outley [16], no organizational design universally
applicable that represents the basic concept in
contingency theory. This indicates that the
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application of organizational design (organizational
structure, SMA, etc) in some organizations differs
from that in some others. Based on the above
described background and phenomena, the problem
formulation will be as follows: Do contingency
factors, which consist of strategy type, deliberate
strategy, and market orientation, affect the
implementation of SMA in Private Colleges of
Kopertis Region V of Yogyakarta?
2

LITERATURE REVIEW AND
HYPOTHESIS DEVELOPMENT

According to Otley [16], contingency theory can
be used to analyze the management accounting
design and system employed to provide and deliver
companies with information for multiple purposes.
Contingency theory is applied by management
accounting researchers to answer the questions
concerning the correspondence between the control
and organizational structure; influence on
performance; and investigation of the contingency
factors as well as their influence on the
performance [10]. Roslender and Hart [17] define
SMA as a generic approach to integrating
understanding/insight into managerial accounting
and marketing management in the framework of
strategic management. Simon and Guilding [20]
define SMA from two perspectives: as a set of
accounting techniques oriented to strategy, and as
accountant involvement in the company's strategic
decision making processes. Simmonds [16] defines
SMA as: “A form of management accounting in
which emphasis is placed on information which
relates to factors external to the firm, as well as
non-financial information and internally generated
information”.
Companies that implement a differentiation
strategy adopt a tight budget, a formal output
monitoring and forecast data [21]. The use of SMA
information can help managers to adopt and
implement the organization's plans in response to
the environment, as well as helping with them in
making decisions and devising the company's
strategy to achieve the organizational objectives
[12]. Changes in cost accounting and management
accounting practices are related to contingency
factors [7]. Guilding and Lisa [5] found positive an
association between market orientation and
customer accounting, and a positive but
insignificant relationship between competitive
intensity and customer accounting. Roslender and
Hart [17] found an association between SMA
practices in the UK and management accounting
and marketing management practices. Strategic
conformity exists between Business-Government

Relations strategy and Business-Government
Relations structure that lead to improvement in
Business-Government Relation performance [11].
Contingency factors in strategic positioning
strategic mission are related to the use of SMA
techniques in large manufacturing companies in
Italia [2]. Strategic position plays a contingency
role in the use of SMA techniques [3]. Corporate
strategy has a significant impact on the successful
implementation of SMA in large companies in
Slovenia [20]. SMA Information plays an important
role in strategic purposes, especially in dealing with
competition and implementing strategy for
Electrical and Electronics companies in Malaysia
[15]. Based on the above conceptual framework,
the hypotheses developed in this study will be as
follows:
H1:
H2:

H3:

3

The Contingency Factors - Strategic Type
(ST) influences the SMA in PTSes under
Kopertis Region V of Yogyakarta.
The Contingency Factors - Deliberate
Strategy (DS) influences the SMA in
PTSes under Kopertis Region V of
Yogyakarta.
The Contingency Factors – Market
Orientation (MO) influences the SMA in
PTSes under Kopertis Region V of
Yogyakarta.
RESEARCH METHOD

3.1 Object and Sample
Objects in this study are private colleges (PTSes)
under Kopertis Region V Yogyakarta, and the
samples are heads of college department. The
samples are obtained using the purposive sampling
method. The eligibility criteria for the samples are:
heads of college department, familiar with the
strategy selected and applied in their colleges, and
experienced in directing college department in both
financial and non-financial affairs.
3.2 Measurement Variables
Measurement of strategic type, according to
Porter, consists of cost leadership and
differentiation strategies [4]. Deliberate strategy is a
strategy offered by managers as a plan to respond to
external challenges [6]. Deliberate strategy is
measured using Minztberg’ instruments [13]:
strategic decision makers, intention strategic and
strategic action. Market orientation is measured
using instrument developed by Narver & Slater
[14], which consists of: Customer Orientation,
Competitor Orientation and Inter functional
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Coordination. Contingency factors in this study are
measured using 5-point Likert scale for respondent:
(1) strongly disagree, (2) disagree, (3) neutral, (4)
agree, and (5) strongly agree [6], [13], [14].
Strategic management accounting is as a set of
strategically-oriented accounting techniques, and
represents accountant involvement in the strategic
decision-making process of the company [20]. The
instrument used to measure SMA in this study is a
5-point Likert scale: (1) never, (2) rarely, (3)
occasionally, (4) a moderate amount and (5) every
time [20].
3.3 Data Analysis Techniques
Hypothesis testing was conducted using a
multiple regression analysis. Classical Assumption
Test was conducted with reference to Hair et al. [8].
Factors or components analysis is in general
performed to reduce the data and interpret them as a
new variable applicable to new dimensions of
SMA.
4

RESULTS AND DISCUSSION

Of 250 questionnaires distributed, the number of
questionnaires returned amounts to only 60. And of
the 60 returned questionnaires, two are incomplete,
therefore excluded from the subsequent process.
Thus, the remaining questioners amounted to only
58.
Validity testing for all indicator variables
indicated that the significance level for correlation
between instrument and indicator of Contingency
Factors and SMA is less than 0.05, except the
significance level of the first indicator of Strategic
Type (ST1) of 0.133 and the third indicator of
Strategic Type (ST3) of 0.075 (less than 0.05). It
can be concluded from this result that all indicators,
except for ST1 and ST3, are valid. The reliability
testing for all instruments of Contingency Factors
and SMA indicated a Cronbach’s Alpha coefficient
of 0.5. Therefore, it can be concluded that all of the
instruments employed in this study are reliable. The
results of classical assumption testing indicated that
all of the classical assumptions are met, i.e., no
multicollinearity problem, no autocorrelation, no
heteroscedasticity were found, and that the data
were normally distributed.
4.1 Factor Analysis Results
Factor analysis results indicate that the
component value of SMA factors for each factors
are as follows: strategic costing (0.700); strategic
planning, control and performance measurement
(0.723); strategic decision-making (0.717);

competitor accounting (0.741); and customer
accounting (0.771), which is less than 0.5. These
results indicate that strategic costing; strategic
planning, control and performance measurement;
strategic decision-making; competitor accounting;
and customer accounting are members of strategic
factors of management accounting.
4.2 Hypothesis Testing Results
The results of Strategic Type influence of SMA
indicated that the significance level (p) is 0.001
(Table 4). This indicates that statistically the
Strategic Type have a significant influence on SMA
in PTSes under Kopertis Region V of Yogyakarta
(Hypothesis 1 is supported). Heads of college
department take strategic type selected into account
in developing and implementing SMA in colleges.
PTSes under Kopertis Region V of Yogyakarta
inclined to implement strategic type – cost
leadership strategies. From this we can conclude
that colleges that implement Strategic Type – Cost
Leadership tend to implement SMA. These results
support the [7],[11],[15],[17],[19],[20] studies.
The test results of deliberate strategy influence on
SMA indicated the significance level of 0.438
(Table 4). This leads us to conclude that Deliberate
Strategy is statistically has no influence on SMA in
colleges (PTSes) under Kopertis Region V of
Yogyakarta (Hypothesis 2 not supported). This
means that the strategies developed by college
administrators
in
response
to
external
environmental challenges (deliberate Strategy) have
not been considered in the development and
implementation of SMA. While the devising of
strategies to respond to external environmental
challenges indicated that the strategic decision
makers have anticipated the future strategic actions,
and the implementation of planned strategies may
have been a slight deviation, and the strategic
planning that is based on the disadvantages of the
planned strategies, such conditions do not influence
the development and implementation of SMA in
PTSes under Kopertis Region V of Yogyakarta.
These
results
support
those
of
[7],[11],[12],[15],[17],[19],[20] studies.
The results of the test of Market Orientation
influence on SMA indicated the significance level
of 0.087 (Table 4), which is higher than 0.05 and
lesser than 0.1 (10%). From this, it can be
concluded that Market Orientation is statistically, at
significance level of 10%, significantly influenced
the SMA in PTSes under Kopertis Region V of
Yogyakarta (Hypothesis 3 is supported). This
would mean that in the development and
implementation of SMA in PTSes under Kopertis
Region V of Yogyakarta, Contingency Factors –
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Market Orientation have been taken into account by
college management. The results support those of
[17],[19],[20] studies.
Table 1: The Results of Test of Contingency Factors
(Strategic Type, Deliberate Strategy, and Market
Orientation) influence on SMA.
Independent
Variables

Dependent Variables

Standardized
p
Coefficients
0.447 * 0.001

Strategic Type

-----> Strategic Management Accounting (SMA)

Deliberate Strategy

-----> Strategic Management Accounting (SMA)

(0.093)

Market Orientation

-----> Strategic Management Accounting (SMA)

0.232 ** 0.087

R-Square

0,330

F

8.877

Sig.F

0,000

0.438

* significant 5%
** significant 10%
Source: Data are processed

5

CONCLUSION

Based on the data analysis, we draw the
conclusion as follows:

6

1.

Contingency Factor – Strategic Type is
significantly influence the SMA in Private
Colleges (PTSes) under Kopertis Region V
of Yogyakarta

2.

Contingency Factor – Deliberate Strategy
(DS) have no significant influence on SMA
in PTSes under Kopertis Region V of
Yogyakarta.

3.

Contingency Factor – Market Orientation
(MO) is significantly influence (at
significant level of 10%) the Strategic
Management Accounting in PTSes under
Kopertis Region V of Yogyakarta.
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