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ABSTRACT

Title: The role of cultural intelligence in the international marketing strategy of FMCG firms
Author: Federica Melloni

Keywords: Cultural Intelligence, International Marketing Strategies, FMCG Sector, Cultural

Differences, In-Depth Interviews, Adaptation, Standardization

This master thesis aims to explore the role of cultural intelligence (CQ) in international
marketing strategies within the fast-moving consumer goods (FMCG) sector. Using a
qualitative research approach, 8 in-depth interviews were conducted with marketing
professionals from leading FMCG companies to gain insights into their perceptions, challenges,
and strategies related to CQ.

Beginning with the literature review, the concepts of CQ and Firm CQ were examined, together
with the definition of the FMCG sector. The research also explores existing literature on CQ in
the context of international marketing strategies, specifically focusing on the adaptation versus
standardization debate within the FMCG industry. Based on the literature reviews, four
hypotheses were formulated to guide the research.

Through thematic analysis of 8 in-depth interviews, the findings highlight the crucial role of
CQ in international marketing strategies in the FMCG sector, in line with the existing literature.
The results support the hypothesis derived from the literature, which emphasizes the importance
of CQ in promoting cross-cultural communication and its impact on decision-making processes,
consumer behaviour, and the choice between adaptation and standardization strategies.

In conclusion, the study demonstrates the challenges that marketing professionals face in
effectively integrating CQ, including time constraints, resource limitations, the need for
extensive market research and managing conflicting interests. Investing in local physical
presence, continuous market research and trend analysis, improving the understanding of
cultural differences, and prioritizing consumer relevance in product positioning and branding

are some recommendations made to enhance CQ in international marketing strategies.



SUMARIO

Titulo: O rolo da inteligéncia cultural na estratégia de marketing internacional em empresas de
grande consumo

Autor: Federica Melloni

Palavras-chave: Inteligéncia Cultural, Estratégias De Marketing Internacional, Sector dos

Produtos de Grande Consumo, Diferengas Culturais, Entrevistas, Adaptacao, Normalizagao

Este estudo tem como objetivo explorar o papel do quociente cultural (QC) em estratégias de
marketing internacional no setor de bens de grande consumo (FMCG). Através de uma
abordagem qualitativa, foram realizadas 8 entrevistas a profissionais de marketing de empresas
lideres no setor para obter informagdes sobre as suas percegdes, desafios e estratégias
relacionadas com a QC.

Na revisdo da literatura foram estudados conceitos gerais de QC e QC nas empresas, tal como
a definicdo do setor. Adicionalmente, foi analisado o QC no contexto das estratégias de
marketing internacional, focando-se na adaptagdo versus padronizagdo. Por fim, foram
formuladas quatro hipdteses para orientar a investigagao.

Através da andlise de 8 entrevistas, os resultados destacam o papel crucial da QC nas estratégias
de marketing internacional e suportam as hipoteses, que enfatizam a importancia das QC na
promogao da comunicagdo intercultural e o seu impacto nos processos de tomada de decisdo,
assim como no comportamento do consumidor e na escolha entre estratégias de adaptacao e de
estandardizacgao.

Em conclusdo, o estudo demonstra os desafios que os profissionais de marketing enfrentam
para integrar eficazmente a QC, tais como restricdes de tempo, limitagdes de recursos,
necessidade de pesquisa de mercado e gestdo de interesses contraditorios. Investir na presenca
fisica local, na investigacao continua do mercado e na analise de tendéncias, melhorando a
compreensdo das diferengas culturais e dando prioridade a relevancia para o consumidor no
posicionamento do produto e da marca sdo algumas das recomendagdes feitas para melhorar as

QC nas estratégias de marketing internacional.



ACKNOWLEDGEMENTS

I would like to express my gratitude to the following people who have played a significant role

in the completion of this thesis.

Firstly, I am so grateful to Professor Pedro Parada for his support, inspiration, and valuable
feedback throughout the entire process. His expertise and guidance helped me a lot to complete
my research. I can’t thank Catolica for providing me with two amazing years of my academic

Jjourney and helping me grow both personally and professionally.

I would like to extend my sincere appreciation to my family for always believing in me and
giving me the opportunity to pursue my dreams of studying abroad. Their love, encouragement
force and celebration of my achievements have been a constant source of motivation. A special
thanks go to my grandmothers for their constant inspiration and emphasis on the importance

of education in my life.

A special mention goes to my dear friends and schoolmates, Chiara, Sara, and Stefano, who
spent countless nights studying with me at the university. You have made this journey funnier
and more memorable. I am also grateful for the friendships I have formed with my “One more
group” friends during my time in Lisbon. Your support, laughter, and memorable moments

have taught me the true value of friendship, and I am incredibly lucky to have met such amazing

people.

To my best friend Giada, thank you for always being there for me and making my last six months
in Lisbon the best time ever. Your friendship and support mean everything to me. A big thank
you also to my best friends Asia and Shalom, that I can always count on and who trusted me. [

am grateful to have you in my life.

To my flatmates Almirantirini, thank you for making me feel always at home during the past six

months.

Lastly, I would like to extend my thanks to all the incredible people I have met in Lisbon and
during my exchange in Maastricht. Each of you has left an indelible mark on my life.

To everyone mentioned above and to those who have supported me in various ways, thank you

for being a part of my journey and for your support. I am deeply grateful for your presence in
my life.



TABLE OF CONTENTS

ABSTRACT 111
SUMARIO . c..ecerereeeecesereesesesssesasassssssssssassssessssssassssssssssasassesssssssassssssssssssssssssssssassssssssssassssss v
ACKNOWLEDGEMENTS A%
TABLE OF CONTENTS VI
TABLE OF FIGURES AND TABLES...oucieeeeeteeeenneesseseessssesssssssssscssssssssssssssscssssssssssses VII
GLOSSARY VIII
CHAPTER 1: INTRODUCTION 1
1.1 BACKGROUND AND PROBLEM STATEMENT .....iittttttttieeeeeeeettimmeiieeeseeesetmsnnesesesssesssmnnnss 1
1.2 RESEARCH METHOD ..ottt e e e eeeeee e e eeeee e e et e s e e eaaee e e e e e e e eaaeseeeeneseeeaaaseeannaaees 2
1.3 DISSERTATION OUTLINE . ... ettt ettt e et e e e e e e e e e e et e e e e e e e e e e e e e eeeraeeeeeaeeeeeaeeeeanans 3
CHAPTER 2: LITERATURE REVIEW......ttttcceceeereeessssesssssssssesssssesssssssssssssssssssssssssssss 4
2.1 CULTURAL INTELLIGENCE: DEFINITIONS AND DIMENSIONS ....uueteeettttteeieeeeeeeeeeeeeneaaseeeeees 4
2.2 FIRM CULTURAL INTELLIGENCE ...covtutuueeeeeteeteeeeeeeeeeeeereeeeeaeeeeeeeeseenennneseseessensennnaaaeseseeees 6
2.3 DEFINITION OF FAST-MOVING CONSUMER GOODS.......ctttttuueeeeeeeeeeeeeeeeeeseeeeeeeeeneeeeseseeees 8
2.4 CULTURAL INTELLIGENCE IN INTERNATIONAL MARKETING STRATEGIES.....ccevuueeeveeaannen. 8
2.5 ADAPTATION VS STANDARDIZATION IN THE FMCG SECTOR ...cvvvieeeeeieeeeeeeeee e 10
CHAPTER 3: METHODOLOGY ..uoeeteeereeeeecceeeeeeesssssesessesssssssssesssssssssssssssssssssssssssssssssassssses 11
3.1 RESEARCH DESIGN ...t e e e et ee e e e e e e et e e e e aeeeenaas 11
3.2 SAMPLE AND DATA COLLECTION. ... ettt ettt et e et e e e eeee e e e et e e e eeeeeeeeeeaeeeeeaaaeeenanaas 12
3.3 DATA ANALYSIS PROCEDURE .....uueieeeeeeeeee e e e e e et ee e e e e e e e e eeeaeraeaeeeeeeeeeeananas 15
CHAPTER 4: RESULTS AND DISCUSSION.....cittteeeeueeeesereeseeeeessessssssesssssssssssssssssssssssssses 16
4.1 CULTURAL INTELLIGENCE PERSPECTIVE IN CROSS-CULTURAL BUSINESS ENVIRONMENTS 17
4.2 THE ROLE OF FIRM CULTURAL INTELLIGENCE ....ceuuuueeeteeetetteieeeeeeeeeeteeeneeeeeeeeeerennnnnennees 18
4.3 IMPACT OF CULTURAL INTELLIGENCE ON FMCG FIRMS IN MARKETING STRATEGY AND
DECISTON-MAKING ..t ettt e et e e e e e e e e et e e e e e e e e e e e e e e e eaaeeeeaeaeeeeeaaeeeaaeraeeeenanaeeeennaans 21
4.4 THE ROLE OF CULTURAL INTELLIGENCE IN ADAPTATION AND STANDARDIZATION
STRATEGY ettt et e et e e et e e e et e e e et e e e e me e e e e e e e e e e e e e e e e e e eeaeeeenaaeeeennnans 24
4.5 LIMITATIONS AND RECOMMENDATIONS OF INCORPORATING CULTURAL INTELLIGENCE
INTO INTERNATIONAL MARKETING STRATEGIES FOR FMC G FIRMS ..vunieeveeeeeeeeeeeeeieeeeeeeenns 26
5.1 MAIN FINDINGS & CONCLUSIONS ... e eetettttteeeeeeeeeeeeeeanaeeeseeeeesaaennnaaeseeessreennnaeseseserennnnns 28
5.2 MANAGERIAL AND ACADEMIC CONTRIBUTIONS.....cttuuuueeeeeeeeemmueeeeeeeeeeereenneaeeseeesesennnnns 31
5.3 LIMITATIONS AND FURTHER RESEARCH .....uuuviiiiiiiiiiiieeeeeeeeeeteeeieeeeeeeeeeeresaneieesesssesesnnannnns 32
REFERENCE LIST I
APPENDICES VIII
APPENDIX A: INTERVIEW QUESTIONS.......uuutiiirieeeeeieiirrrteereeeeeeieesirrreeeeeeesseseessssssssessessnnnnnes VIII
APPENDIX B: EXAMPLE OF TRANSCRIPT CODING «...uuutetttneeeeeeeeeeeeeeeeeeeeeeeeeeeeeeenneeseeeenaaaees IX
APPENDIX C: CODE OVERVIEW ...ootttuuueeeeeeeeetteeaeeeeeeeeeeeeaeesseeeereenenneeseseeeseennnnaaasseeeeees XIII
APPENDIX D CODE PATTERNS ...ueeettttteteeeeeeeeeetetaaeneeeeeeeeesereeannnaeseseseraeennnaesesseereennnnnaness XXI

Vi



TABLE OF FIGURES AND TABLES

Figure 1: Dissertation OULINE ..........coveviiiiiiiiniiiiice et 3
Figure 2: CQ conceptualization according to Earley and Ang (2003) and Livermore (2010)...5

Figure 3:Firm CQ dimensions according to Ang and Inkpen (2008) .........cccoveeeiieeniieenieennnen. 7
Figure 4: Methodology Procedure...........oooviiiiiiiiiiicciee et 16
Figure 5: Keywords FINAINGS ......cccoiiiiiiiiiiiieiiie ettt e 17
Table 1: Overview of ReSPONAENLS .......c..cocuieiiiiiieiieeiieie ettt 14

TABLE OF APPENDICES

Appendix A: INterview QUESTIONS......cccueeruieriieriieeieetieeieeteesteeteeseeebeeseeeereesseesseeseeesnseas VIII
Appendix B: Example Of Transcript Coding.........ccoeeeerieeriieniieriienieeieeeie e IX
APPENAIX C: COAE OVETVIEW ....vieeiiiieeiiieeeiieeeteeeeteeesiteeeiteeetaeeeeaeesaaeessseesssseesnsseeensseesnsees XIII
Appendix D: Code PatternS........cceuiiiiiieeciie ettt et e e e et eeaaeeena e eneees XXI

vii



GLOSSARY

BS: Business Size

CQ: Cultural Intelligence

FMCG: Fast-Moving Consumer Goods
MNCs: Multinationals Companies
MNESs: Multinational Enterprises

TMT: Top Management Team

viii



CHAPTER 1: INTRODUCTION

1.1 Background and problem statement

The FMCG industry is one of the fastest-growing industries globally, with companies
continually looking for new opportunities to expand their businesses globally (NielsenlQ,
2023). However, international expansion can be challenging, particularly in the context of
cross-cultural differences (Zacharakis, 1996). International marketing plays a crucial role in
today’s diverse cultural contexts and global market dynamics (Magnusson et al., 2013). The
FMCG sector, in particular, operates in a dynamic field that is constantly evolving due to
changing consumer behaviors, technological advancements, and globalization (Forsberg &
Lofvenberg, 2011). Businesses operating in this sector face unique challenges and opportunities
in meeting the needs of consumers with cultural differences across different countries.

For this reason, the concept of Cultural Intelligence (CQ) has emerged as a crucial factor in the
success of international expansions effort (Griffith et al., 2000; Yeniyurt & Townsend, 2003).
Cultural intelligence has been recognized by numerous scholars, defined as the ability to adapt,
and work effectively in several cultural settings (Earley & Ang, 2003; Ang & Inkpen, 2008).
Firm cultural intelligence is a related aspect within the context of cultural intelligence, which
refers to the capability of an organization to understand and effectively engage with several
cultures (Ang & Inkpen, 2008). It involves the development of organizational structures,
processes, resources, decision-making processes, and global strategies (Ang & Inkpen, 2008).
The FMCG industry, due to its short-run products and high consumer demand (Forsberg &
Lofvenberg, 2011), faces challenges and opportunities regarding CQ.

However, despite the growing interest in implementing CQ within organizations, there is still a
knowledge gap regarding its practical usage, challenges, and impact on marketing strategies.
While existing literature provides numerous insights into the definition of CQ and its potential
advantages, it tends to focus more on top managers and leadership roles rather than the
marketing department and provides limited insights specific to the FMCG sector. Thus,
empirical research is needed to examine how CQ can be integrated into international marketing
strategies in the FMCG sector and its overall impact. Therefore, the problem statement for this

study is as follows:
What is the role of cultural intelligence in the international marketing strategy of FMCG firms?

The purpose of this thesis is to explore current developments and methods in the integration of

CQ in international marketing strategies within the FMCG sector. By critically analyzing



several opinions and strategies, the goal of this study is to understand the impact of CQ,
particularly in international marketing strategies, but also in decision-making processes, as part
of marketing practices. Through qualitative interviews with marketing professionals working
in leading FMCG companies, insightful data were gathered on their experiences, challenges,
and successful techniques related to CQ. Consequently, practical insights and recommendations
were given to managers on how to incorporate CQ into international marketing strategies, as
well as in their day-to-day decision-making processes. The objective is to improve performance
and market success by better navigating the complexity of the international market (Moon,
2010; Skarmeas et al., 2016; Parente et al., 2011). As a matter of fact, not effectively addressing
cultural differences can result in missed opportunities, and misunderstandings (Deari et al.,

2008).

1.2 Research method

This thesis adopts a qualitative research approach to explore the role of CQ in international
marketing strategies within the FMCG sector. Qualitative research is suitable for investigating
complex phenomena and capturing perspectives, experiences, and insights of professionals that
participate in the research (Nunan et al., 2020).

The primary data collection method utilized in this study involved in-depth interviews with
marketing professionals working in leading FMCG companies. The direct interaction with
interviewees allowed me to gather valuable information on their perceptions and strategies
related to CQ in international marketing.

The sample for this study consisted of eight marketing professionals with significant work
experience in the FMCG sector. Purposive sampling was used to select participants, which
allowed for the intentional selection of people with the required knowledge, competence, and
experience to provide relevant and meaningful data (Burns et al., 2017). The objective was to
gather several opinions and experiences within the FMCG sector to ensure a complete
understanding of the impact of CQ on international marketing strategies.

Thematic analysis was used to identify patterns, themes, and insights within the interview data.
This method allows for a systematic exploration of the qualitative data collected from the
interviews (Nunan et al., 2020). However, it is important to note that the purpose of this study
is not to provide statistical generalizations, but rather to gain in-depth insights and enrich the

existing literature in the field of CQ and international marketing strategies.



1.3 Dissertation outline

This thesis is structured into five chapters, as illustrated below in Figure 1. After a brief
introduction of the problem statement, the next chapter provides an extensive literature review
that explores the concepts of cultural intelligence, its dimensions, and the definition of firm
cultural intelligence adaptation. It also reviews the existing literature on cultural intelligence in
the context of international marketing strategies, focusing on the FMCG sector. Furthermore, it
explores adaptation versus standardization in the FMCG industry, connected with the definition
of CQ.

Following the literature review, chapter three describes the research methodology employed in
this study, which utilizes a qualitative research approach. The process of conducting interviews
with marketing professionals working in the FMCG sector is explained. These interviews aim
to assess the opinions of marketing professionals regarding the impact of CQ on international
marketing strategies and decision-making processes.

Chapter four presents the findings from the interviews, followed by a discussion and analysis
of the results. Limitations and recommendations for incorporating CQ into international
marketing strategies are also discussed in this section.

Finally, in chapter five, the thesis concludes with a summary of the key findings, limitations of

the study and of the research process, and recommendations for future research in the field.

. Literature Results and .
> Introduction >> review >> Methodology>> discussion >> Conclusion >

Figure 1: Dissertation Outline
Source: Own illustration




CHAPTER 2: LITERATURE REVIEW

The literature review aims to provide a complete overview of the theoretical macro-areas
relevant to the main research question: “What is the role of cultural intelligence in the
international marketing strategy of FMCG firms?”. The next sections discuss the concept of
cultural intelligence, firm cultural intelligence, and its different dimensions, followed by a brief
definition of the FMCG sector, which is the focus of the study. The relationship between
cultural intelligence and international marketing strategy is then explored. Lastly, the review
examines the adaptation and standardization strategies used by FMCG companies in the

international market.

2.1 Cultural Intelligence: Definitions and dimensions

According to Earley and Ang (2003), the concept of cultural intelligence (CQ) is defined as
“the capacity of an individual to engage successfully with individuals from varied cultural
backgrounds while maintaining their cultural context”. CQ has three dimensions: cognitive,
physical, and emotional, which together allow people to adapt to cultural differences and
interact effectively across cultures (Earley & Ang, 2003).

The cognitive dimension of CQ refers to the individual's knowledge about other cultures and
their ability to interpret cultural differences (Earley & Ang, 2003). This includes the
understanding of cultural norms, customs, and traditions gained through both formal education
and personal experiences (Ang & Inkpen, 2008). As cognitive CQ increases, individuals
become more skilled at interacting with people from diverse cultural backgrounds (Ang &
Inkpen, 2008).

The physical dimension refers to the individual's ability to adapt to physical differences, such
as language and nonverbal communication (Earley & Ang, 2003).

The emotional/motivational dimension relates to the individual's emotional resilience in
adapting to cultural differences (Earley & Ang, 2003). Individuals with high
emotional/motivational CQ show a natural inclination and enthusiasm to engage in cross-
cultural situations, driven by an intrinsic interest and confidence in their cross-cultural
competence (Deci & Ryan, 1985; Bandura, 2002). This CQ dimension is a crucial element
because it represents the drive for putting the necessary effort and energy to operate effectively
in new and unfamiliar cultural contexts (Ang & Inkpen, 2008).

Ang and Van Dyne (2008) extended this model by introducing a behavioural component that
involves the individual's ability to adapt their behaviours to facilitate effective communication

and interaction with people from different cultural backgrounds (Rockstuhl et al., 2011).



International experience and knowledge gained from working, studying, and short visits abroad,
can develop the behavioural CQ dimension. These experiences expose people to a variety of
cultural situations and help in their learning and understanding of the nuance of different
cultures (Earley & Peterson, 2004). According to Moon (2010), regular exposure to other

cultures provides opportunities to develop effective communication and interaction strategies.

Furthermore, Livermore (2010) developed another framework for cultural intelligence that
include four key capabilities: drive, knowledge, strategy, and action.

The first capability, drive, focuses on developing motivation and confidence in dealing with
cultural differences, as well as a sense of curiosity and openness when it comes to interacting
with people from different backgrounds. Knowledge refers to the understanding of different
cultures in terms of cultural norms, values, and customs, and their impact on communication
and behaviour. Strategy involves the ability to plan and adjust actions in different cultural
contexts, utilizing cultural knowledge to handle complex problems, interpreting cultural cues,
and adjusting expectations as necessary. Finally, action refers to the ability to adapt behaviour
in order to achieve effective results and build relationships with people from different cultural
backgrounds. By developing these four capabilities, individuals can improve their cultural

intelligence and successfully navigate cross-cultural interactions (Livermore, 2010).

A summary of the two conceptualizations of CQ and brief descriptions of the dimensions

according to Earley and Ang (2003) and Livermore (2010) is provided below in Figure 2.

CQ dimensions according to Earley and Ang (2003) CQ dimensions as capabilities according to Livermore (2010)
CULTURAL INTELLIGENCE: CULTURAL INTELLIGENCE:
« Individual's knowledge about other culturcs and their ability to interpret cultural Mothradion et confidomns e doalls: I L
s v g with cultural differences, sense of curiosiy
COGNITIVE diffeocnons DRIVE and openness when with people f
«  E.g.: Understanding of cultural norms, practices, and conventions
«  Individual' ability to adapt to physical difTerences Understanding of different cultures: cultural norms, values, customs, their
PHYSICAL « Eg.: Language, nonverbal cucs ‘ KNOWLEDGE influence on communication knd behaviour
EMOTIONAL/ *  Individual's emotional resilience in adapting to cultural differences = Ability to plan and adjust acti in different
; +  Eg:Effortand energy 1o operate effectively in new and unfamiliar cultural STRATEGY *  Use cultural knowledge to solve complex problems, interpret cultural cues, and
MOTIVATIONAL conlonts sdfurting expactations
o Individual's ability to adapt their behaviours to facilitate cffoctive communication | - — ieve affac bl sefarongh
T IL adicleract with poople frou differm calieres ACTION ility 10 adapt behaviour to achieve effective outcomes and build relationships
*  E.g.: Understanding attitudes lowards time, adapting to different leadership styles with people from diverse back grounds

Figure 2: CQ conceptualization according to Earley and Ang (2003) and Livermore (2010)
Source: Own illustration

Note: Ang and Van Dyne (2008) expanded this model by introducing the behavioural dimension and
examples are provided by several scholars (Earley & Ang, 2003; Ang & Inkpen, 2008, Rockstuhl et al., 2011)



Based on the literature review, the following hypothesis was proposed in relation to the research
objective of exploring the role of CQ in international marketing strategies:

HO: Marketing professionals, as individuals with higher levels of cultural intelligence (CQ),
are more likely to effectively incorporate cultural considerations into their international

marketing strategies.

2.2 Firm Cultural Intelligence

Ang and Inkpen (2008) introduced the term “Firm Cultural Intelligence”, defined as "a form of
organizational intelligence or firm-level capability in functioning effectively in culturally
diverse situations”. Firm cultural intelligence refers to the competitive processes and structural
norms that incorporate cultural knowledge to successfully operate in foreign markets, leading
to a better understanding of international stakeholders. The intelligence of a firm increases when

it improves its ability to learn and create new knowledge (Ang & Inkpen, 2008).

With the concept of cultural intelligence at the firm-level, Ang and Inkpen (2008) extended the
work of Earley and Ang (2003), by compromising three dimensions of intercultural resources:
managerial, competitive, and structural. According to the study, cultural intelligence at the
organizational level is necessary for effective decision-making. Managerial cultural intelligence
refers to the possession of the four individual dimensions of CQ by a firm manager (cognitive,
physical, emotional, and behavioural), which significantly influences the relationship between
top management team (TMT) characteristics, global strategies, and performance. Lower-level
positions are not mentioned. In the meantime, the firm should have competitive resources in
terms of operational, marketing, R&D, financial, and reputational resources, as well as the
ability to identify key competitive factors associated with offshoring performance, to assess
cultural and institutional risks, and to take competitive factors into account into decision-
making processes when selecting offshore business partners (Ang & Inkpen, 2008). Finally, the
structural cultural intelligence of the firm is the third resource mentioned in the framework,
which relates to how actions and strategies are formulated and implemented, emphasizing the

development of CQ structural norms (Ang & Inkpen, 2008).

A summary of the Firm CQ conceptualization with a brief description of each dimension,

according to Ang and Inkpen (2008), is provided below in Figure 3.



MANAGERIAL Possession of individual dimensions of CQ by firm managers
RESOURCES (cognitive, physical, emotional, and behavioral).
COMPETITIVE Operational, marketing, R&D, financial, and reputational
RESOURCES resources, and the ability to identify key competitive factors
Sggg[gjcﬁ su" Formulation and implementation of actions and strategies

Figure 3:Firm CQ dimensions according to Ang and Inkpen (2008)
Source: Own illustration

Scholars have recognized the importance of culture in achieving and sustaining a company's
competitive advantage in cross-cultural environments (Moon, 2010; Kogut & Singh, 1988;
Markus & Kitayama, 1991; Sousa & Bradley, 2006; Soutar, Lee, & Ng, 2007; Triandis, 1989;
Yeniyurt & Townsend, 2003). In this regard, Moon (2010) highlights the necessity for a
dynamic capability to adapt effectively in diverse cultural settings and gain and sustain a
competitive advantage, due to the complexity and ambiguity of cross-cultural context.
Companies with higher cross-cultural competencies are more flexible and adaptable and are
more likely to perform better than companies with lower cultural intelligence (Kang et al., 2007;
Ang and Inkpen, 2008).

The level of CQ is influenced by strategic direction, organizational structure, and organizational
culture (Daft, 2004). In cross-cultural contexts, firms' operational resources such as marketing
capabilities, distribution development, promotional skills, knowledge about local business
practices, and relationship management with suppliers, customers, wholesalers, and
government institutions play a critical role for firms entering international markets. Firms need
to adjust their operations and processes to meet the demands of local businesses and comply
with legal and government regulations (Jain, 1989). Moreover, firms can improve their cross-
cultural competitive capabilities by focusing on sales of more culturally specific products,
expanding into more culturally specific markets, and building stronger connections with their
international distributors (Griffith, Hu, & Ryans, 2000; Shoham, Brencic, Virant, & Ruvio,
2008). Cultural differences also determine the complexity of cross-national negotiations,
mergers, assignments, and leadership (House et al., 2004). Successful companies like The Body
Shop, Merrill Lynch, and Kodak strengthened their market position and authority in host
countries, by leveraging their franchising expertise, building strong relationships with local

financial firms, and developing networks with governmental institutions (Luo, 2000).



The existing literature provides a comprehensive understanding of the cultural intelligence
concept and its impact on the ability of companies and their marketing strategy to operate
successfully in culturally diverse contexts. However, there is a lack of research that specifically

focuses on the FMCG industry.

The following hypothesis was proposed:
H1: The concept of Firm Cultural Intelligence is necessary for effective decision-making in the

FMCG industry.

2.3 Definition of Fast-Moving Consumer Goods

Fast - Moving Consumer Goods (FMCG) refer to fast-moving retail goods that have a short
shelf life and are sold and consumed relatively quickly, usually within a few days at a relatively
low cost. Examples of FMCGs include non-durable items like soft drinks, personal care
products, and perishable groceries such as meat, fruits, or dairy products. These products are
characterized by high consumer demand and rapid turnover, which can lead to lower profit
margins per item, but higher overall profits due to their large sales volumes (Forsberg &

Lofvenberg, 2011).

2.4 Cultural Intelligence in International Marketing Strategies

According to Bahadir et al. (2015) and Kraus et al. (2016), cultural diversity in foreign markets
has an impact on business decision-making, marketing mix strategies, and operations.
Consumers' purchasing habits and responses to marketing strategies as well as product
development are influenced by regional differences in values, attitudes, beliefs, and behaviours,
making market adaptation critical for success (Watson et al., 2018; Kostova, 1997). Cultural
awareness 1s therefore essential in every aspect of marketing (Horskéa et al., 2015), and
companies should understand the cultural factors that influence consumer behaviour in foreign
markets to determine their international strategy (Jeannet & Henessey, 2001). A deep
understanding of different cultures is crucial for the success of a new product in the global
market and businesses should adapt to the unique environmental factors in each country where
they operate in. Companies with high levels of cultural intelligence can successfully launch
new products in foreign markets and establish strong relationships with export partners (Griffith
et al., 2000; Yeniyurt & Townsend, 2003).

According to Morgan et al. (2018), the term "international marketing capabilities" is defined as

a company's capacity to effectively use its resources to understand and meet the demands of



foreign customers more efficiently than its competitors. This ability is necessary for businesses
to achieve their objectives and succeed in the global marketplace (Morgan et al.; 2018). Kemper
et al. (2011) suggest that pricing and communication capabilities are developed through
external resources, such as customer information, and culturally intelligent firms are better
positioned to adapt their marketing mix to suit foreign stakeholders' cultural differences and
expectations (Magnusson et al., 2013). In addition, Magnusson et al. (2013) found that higher
CQ is positively associated with marketing mix adaptation and improved export performance,
suggesting that firms should invest in CQ development to improve their ability to adapt their

marketing mix and achieve success in culturally diverse markets (Magnusson et al., 2013).

Hazzam and Wilkins (2022) conducted a study using surveys from a sample of regional offices
of MNEs in the Emirate of Dubai. They validated the existing measure of the firm's CQ
framework, as outlined by Ang and Inkpen (2008), and provided further insights into the
marketing capabilities, strategies, and CQ of these firms. The authors emphasized the
significance of CQ as a critical factor that affects the development of international marketing
capabilities and firm performance (Hazzam & Wilkins, 2022). Companies must invest in
developing their CQ to adapt their marketing mix and succeed in diverse markets, including

pricing, product characteristics, advertising, and distribution channels (Song et al., 2018).

When it comes to marketing exchange, a company's CQ can enhance its cross-cultural social
interactions with international stakeholders, as well as the value of its relationships with internal
partners, by increasing its cultural awareness. MNEs with high CQ are better equipped to
coordinate with partners, develop complex products and processes, and establish successful
partnerships in foreign markets. As a result, MNEs with high CQ can gain a competitive
advantage and increase their market share and revenue in the global marketplace (Moon, 2010;
Skarmeas et al., 2016; Parente et al., 2011). Therefore, to succeed in international expansion,
companies must be willing to adjust their marketing strategies to suit market conditions and

cultural differences.

The following hypothesis was proposed:
H2. Companies with higher CQ are more likely to achieve success in foreign markets ad in

marketing strategy



2.5 Adaptation vs Standardization in the FMCG sector

CQ is a critical factor in the decision-making process regarding whether to standardize or adapt
marketing mix strategies when entering new international markets (Kraus et al., 2016). Firms
with high CQ are better equipped to make informed decisions about whether to modify or keep
their marketing mix strategies consistent with the local culture. This capability enables them to
establish successful relationships with customers in diverse cultural contexts, resulting in

increased market share and revenue (Day, 2011; Moon, 2010).

Poulis (2011) provides valuable insights into the FMCG sector of the tourism industry,
highlighting the importance of cultural sensitivity and adaptability in the global marketplace.
The study used an exploratory, qualitative research design and analysed 14 case studies of
FMCG firms operating in the Greek tourism industry. The research found that political
boundaries are no longer an effective framework for achieving national homogeneity. This
reduced the incentives associated with cultural diversity within the country, making cultural

characteristics a significant factor in strategy-making (Poulis & Poulis, 2011).

According to Griffith (2010), standardization is preferred in business-to-business contexts, for
cost reductions and economies of scale, and due to the similarity in economic development
stages and institutional environments between countries.

However, Lages et al. (2008) and Jain (1989) argued for adaptation to satisfy the unique
characteristics of each market, particularly in light of cultural diversity. The intensity of
competition has a positive correlation with promotion adaptation, and its presence across
foreign markets and the pricing field also correlates with adaptation (Cavusgil & Zou, 1994).
As an example, the reason behind Wal-Mart's failure in Korea in 1998 was attributed to its
inability to adapt and lack of awareness regarding the intensely competitive Korean retail
market (Joe & Kim, 2007). Specifically, Wal-Mart failed to learn and recognize cultural
nuances and cross-cultural integration. In such cases, CQ becomes an essential factor in
enhancing a company's adaptability in diverse cultural environments, thereby increasing the
possibility of gaining a competitive advantage in cross-cultural settings (Jerez-Gomez et al.,
2005).

Similarly, MNEs tend to standardize more, while competition from exclusively local firms
leads to higher adaptation. The degree of standardization is related more to within-firm
variables than industry type, while the degree of adaptation is connected more to country

variables, such as customs, consumer characteristics, culture, legal system, and channel
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structure (Michell et al., 1998). The nationality of the parent company also plays an influential
role in standardization, with American firms tending to standardize more than their European
counterparts, particularly in areas such as product design, branding, packaging, and advertising
message (Ozsomer et al., 1991).

However, Vrontis (2003) pointed out that when it comes to international marketing decisions,
standardization and adaptation are not mutually exclusive options. Instead, real-life situations
usually involve a combination of standardized and adapted elements. In fact, both standardized
and adapted elements can often be found within each marketing mix element, with adaptation
being more relevant to sales promotion, public relations, and personal selling, and less prevalent
in direct marketing and advertising. Therefore, Poulis (2011) confirms how a balanced
approach of standardization and adaptation is the key to success in the international market and
how is crucial for FMCG companies to understand and adapt both strategies to these cultural

factors to effectively expand internationally.

The following hypothesis was proposed:
H3: CQ positively affects the decision-making process regarding whether to standardize or

adapt marketing mix strategies in the FMCG sector when entering new international markets

CHAPTER 3: METHODOLOGY

In this chapter, the methodology was described in terms of a qualitative research design. Semi-
structured interviews were conducted with marketing professionals working mainly in MNCs
in the FMCG sector, including companies focus on beauty and cosmetics, food and beverages,
healthcare, household, and consumer products. The chapter provides an overview of the

research design, sampling technique, data collection and data analysis procedure for this study.

Through the qualitative research design, semi-structured interviews, and thematic analysis,
these interviews aimed to explore the role of CQ in the international marketing strategies used

in the FMCG sector.

3.1 Research Design

For this study, qualitative research methods were used through in-depth and semi-structured
interviews. The use of in-depth interviews allows for the exploration of the research question
and the experiences of participants in their own words. Meanwhile, semi-structured interviews
were chosen because they are flexible and allow participants to give more detailed responses to

open-ended questions, as noted by Nunan et al. (2020). Based on the literature review, a specific
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set of topics and sub-areas was prepared and discussed in the semi-structured interviews. This
direct procedure allowed for an extensive understanding of the participants' experiences and
enabled the main research question to be addressed (Nunan et al., 2020).

Qualitative research was chosen for this study because of its high degree of flexibility, the
possibility to clarify misunderstandings, the ability to maintain interest and obtain a qualitative
understanding of responses and motivations, as well as the freedom enjoyed by respondents
(Khan & MacEachen, 2022). Additionally, this method was preferred over a standardized
survey as it provides more insight and knowledge, and encourages conversation, discussion,
and personal contact (Khan & MacEachen, 2022; Nunan et al., 2020; Burns et al., 2017).

The questions asked during the interviews were planned and open-ended, avoiding
dichotomous choice questions (Nunan et al., 2020; refer to Appendix A). This approach allowed
respondents to answer in-depth and personally, leading to a deeper understanding of the
research question (DiCicco-Bloom & Crabtree, 2006). The predetermined open-ended
questions present in Appendix A focused on key thematic topics identified in the literature.
These include: (1) background information about the respondents (e.g. job role, years of
experience within the FMCG sector) and their firms (e.g. industry, customer type, market type,
degree of internationalization); (2) familiarity with the term of CQ; (3) impact of CQ on
decision-making and marketing mix strategies; (4) impact of CQ in international marketing
strategy, adaptation and standardization and (5) limitations and recommendations in applying

CQ in international marketing strategy.

3.2 Sample and data collection

The sample for this study consisted of marketing professionals working in MNCs in the FMCG
sector (7/8 respondents). In this study, multiple sampling techniques were used, including
purposive, snowball, and convenience sampling.

Purposive sampling, also known as judgmental sampling, was used as a non-probability
sampling technique to select participants with the required knowledge, expertise, and
experience to provide relevant and insightful data related to the research question. Instead of
selecting participants randomly, this technique allowed to intentionally choose participants who
are likely to provide high-quality data (Burns et al., 2017). Due to time and resource constraints,
respondents were selected also using a combination of convenience and snowball sampling
methods. This involved directly reaching out to potential participants and seeking referrals from

existing participants (Burns et al., 2017).
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The first step of key informant selection and data validation involved browsing LinkedIn for
marketing managers, directors, or other lower-level marketing positions currently working in
FMCG companies. To increase the response rate, a LinkedIn post was created, inviting
marketing professionals to contact and share the post in their network. Additionally, potential
contacts were contacted individually, and referrals were also used. The response rate for the
research study was 13.04%, which means that out of the 92 people contacted, only 12 responded
to the research invitation. However, despite the limited number of responses, the study
successfully conducted 8 interviews, resulting in a conversion rate of 66.67%.

Before the interviews, potential respondents were informed about the study's purpose, their
rights as participants, and asked for their consent to be mentioned in the study, otherwise
anonymity and confidentiality of the respondents were guaranteed (Burns et al., 2017).
Moreover, it was made clear that the information gathered would only be used for academic
purposes. It is important to note that while the company names may appear, the responses
collected are not representative of the companies, but rather reflect the personal thoughts of the
respondents.

Due to the geographical location and convenience, online interviews were scheduled and
conducted through video conferencing platforms like Zoom. Each interview lasted
approximately 30 to 45 minutes and was audio recorded with the consent of the participants.
The interview recordings were transcribed using Discord, a programme that provides an
automatic transcription process by uploading the audio. Thematic analysis was then conducted

on the transcribed data.

Saturation, in qualitative research, refers to the point at which no new or relevant information
emerges from additional interviews or data collection (Hennink & Kaiser, 2022). While some
scholars suggest that saturation can typically be reached with around 12 interviews (Braun &
Clarke, 2021), empirical studies show that saturation can be reached within a smaller range of
9-17 interviews or 4-8 focus group discussions (Hennink & Kaiser, 2022). It is important to
note that the actual number of interviews or focus group discussions required to reach saturation
can change depending on the specific research context and other factors such as research
objectives, research questions, data complexity, and the homogeneity or heterogeneity of the
sample (Hennink & Kaiser, 2022). In the present study, a total of 8 interviews were conducted
with marketing managers and similar roles, who have significant years of experience in the
FMCG sector. Even though this number is slightly below the recommended range, it is crucial

to note that the reaching of saturation is not solely dependent on the number of interviews.
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Saturation is also influenced by the quality of the interviews, the diversity of the respondents,
and the depth of the data collected (Hennink & Kaiser, 2022). In order to ensure a
comprehensive understanding of the research topic, efforts were made to ask in-depth questions
and look for diverse perspectives.

As presented in Table 1 below, the study sample includes people from the FMCG industry with
different business sizes (BS) in terms of employees and revenue, final product, country
presence, job role, and years of experience in the sector. Table 1 provides sample descriptive
information, while maintaining the confidentiality of specific company names. Respondents
work for companies operating in sectors such as beauty and cosmetics, food and beverages,
healthcare, household, and consumer products. Most of the companies represented in the
sample are large-sized businesses (7/8) with a significant global presence. One respondent

works as a freelancer in the sector and does not belong to any specific company.

BS — Years of
FMCG Company | Respondent BS — Approx Approx Nr.of | Respondent's Expenence
Nr. Nr. of Country | Role In The in the
Industry Name Name Revenue
Employees Presence Company FMCG
(2022)
sector
. . Product
p | Beauty &y, o | Carolina Sa 87,000 $40 B 150 Manager Italy | 3 years
Cosmetics Pereira
& Portugal
Junior
Revenue
2 Cereals - - 30,000 $1.64B 180 Growth 5 years
Manager
Germany
Chief
Food and . Yannis Marketing
3 beverages Nestle Dramis 275,000 >$99B 188 Officer 25 years
Vietnam
4 Food and Samira 11;/; Zgl(aeri?egr 3 vear
Healthcare ) Koch ) . ) years
Germany
. . Marketing
s | Tissue | yopgpa | Elizabeth 2,000 $8.25 B 20 Executive | 20 years
paper Chiappa Ital
aly
Personal
care and Luis Sales Director
6 hygiene P&G Cardoso 100,000 >$80B 180 Portugal 22 years
products
Hoisneélold General
7 - - 34,000 $18 B 200 Manager 5 years
consumer
Portugal
products
Joio Pedro Senior Brand
8 Beverages - 82,000 $43 B 200 Manager 10 years
Clemente
Portugal

Table 1: Overview of respondents
Source: Company’s website and Statista.com

Disclaimer: even though the company name appears, responses are not as a company spokesperson, but
private thoughts gained through their professional experience in the FMCG sector
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3.3 Data Analysis Procedure

Thematic analysis was used to analyze the data collected through interviews, which involves
identifying patterns, themes, and categories in the data based on the research question and
relevant themes and concepts from the literature review (Nunan et al., 2020). Figure 4 belove
shows in detail the data analysis procedure. After conducting the interviews, the data
preparation stage involved the interview transcription, and then an initial reading of the
transcribed data was carried out to gain a general understanding of the data. This helped to
identify any initial patterns or trends that were present.

The coding process then began, highlighting and categorizing keywords, and codes were
assigned to identify relevant themes and categories for the research (refer to Appendix C). The
initial understanding was facilitated by the use of Atlas.ti, which is a software powered by
OpenAl that improves scientific accuracy. Key sentence segments were identified, and codes
were assigned based on their relevance to the research question and themes from the literature
review. This allowed for the identification of key themes and categories in the data. Besides
using the Atlas.ti software, each keyword was personally examined for each sentence and
slightly adjusted according to the context of the sentence.

An Excel file was then created to categorize and tabulate data, including all the keywords and
insights from the eight interviews. Finally, the findings were summarized and coded using
relevant categorization-based labels, grouping similar types of data (Refer to Appendix D).

By using a hybrid approach of deductive and inductive methods, a set of priori codes was
initially established, followed by the addition of new codes based on the data (King, 2004).
Non-statistical analysis was applied to interpret the themes and categories and get conclusions
that answered the research question and tested the hypotheses, ultimately leading to the
development of the keywords finding framework (refer to Figure 5, Chapter 4).

To ensure unbiased answers, the respondents did not have access to the questionnaire in
advance (Rugg & Petre, 2006). The most relevant quotes were used to support the analysis and

results (King, 2004).
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Key informant selection

LinkedIn browsing LinkedIn post publication to invite
for marketing professionals marketing professionals to
working in FMCG companies participate in the study

Contacted potential
m Interviewees individually

v A 4

Ask to join the study informing participants about:
e the study's purpose
e their rights as participants
e anonymity and confidentiality

v

‘ Data Collection: Online interview and recording trough Zoom ‘

|

| Data Preparation: interview’s transcription trough Descript |

'

‘ Initial reading of the transcribed data to gain a general sense of the data |

Coding

AJ

‘ Initial understanding and identification of key themes and categories trough Atlas.ti

|

‘ Code identification, manual revision, and Excel tabulation ‘

!

‘ Grouping similar types of data using categorization-based labels ‘

,

‘ Codes reduction to eliminate redundancy ‘

Non-statistical analysis

‘ Collapse codes into themes ‘

Figure 4. Methodology Procedure
Source: Own illustration

CHAPTER 4: RESULTS AND DISCUSSION

This study aims to answer the main research question on “the role of cultural intelligence in the
international marketing strategy of FMCG firms”, with a focus on the perspectives of
marketing professionals. The research focuses on the experience of 8§ marketing professionals
and explores how CQ influences marketing mix strategies and consequently decision-making
processes in culturally diverse countries. The findings are based on a thematic analysis of
responses to 14 semi-structured interview questions, and only relevant quotes were included.

Figure 5 below highlights the main keywords of the findings, structured according to relevant
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literature and the hypothesis presented. The research findings can provide an opportunity to
support, challenge and contribute to the existing literature (Tuckett, 2005). The different areas

of insight are discussed in the following sections.

Individual CQ as Soft Skill: Firm CQ:
e  Cross-Cultural Business e  Adaptation & Flexibility
Environnement e Company’s Goal
s  Performance & Success »| ¢ Employee’sDevelopment
e Professional Development e Inclusive Work Environment
e  Cultural Awareness e  Multinational Management Teams
* Empathy & Mindset

Impact of CQ on the Business strategy

Decision Making
e  Stakeholder
e  Cross-Cultural Communication
e  Business Management
v
International Marketing Strategies
*  ConsumerRelevance
e  Understanding Consumer Behaviour, Target
e  Culture Adaptation
e Product Portfolio
e  MarketResearch
o Trade Market
Adaptation & Standardization
o Market Research
* Minimal Adaptation Strategy
* Product Category
o Competition
* Business Strategy
v
Recommendations
Limitations e  Detailed Plan
e Time & Resources e  Physical Presence & Field
e Company’s Agility —> Research
e  Conflicting Interests e  Market Research
. Personal Limitations L] Efficient Sales Team
e Adaptation
e Innovation
s  Local Business Partnership
e  Diversity Appreciation

Figure 5: Keywords Findings
Source: Own illustration based on the main interviewees' findings structured according to relevant
literature and the presented hypothesis.

4.1 Cultural Intelligence perspective in cross-cultural business
environments

The concept of CQ, as defined by Earley and Ang (2003), is “the capacity of individuals to
engage successfully with individuals from varied cultural backgrounds while maintaining their

own cultural context”. CQ includes four dimensions: cognitive, physical,

17



emotional/motivational, and behavioral, which are crucial for adapting to cultural differences

and cross-cultural communication.

In the interviews conducted, out of the eight respondents, half were familiar with the concept
of CQ either from personal knowledge or academic courses such as international management.
Respondent 1 provided a complete definition, describing CQ as the knowledge of culture within
the operational scope of a company, which improves performance, better application of work,
and improved results by taking culture into account. Respondent 1 also emphasized the
importance of taking culture into account while developing marketing strategies, as well as its
impact on individual performance and professional development. As Respondent 7 stated, "I¢'s
very important that we as managers understand the nuances of the culture to be able to achieve
successfully the results in the countries we operate." Similarly, Respondent 8 emphasized CQ
as a part of his job mission, daily life, and business in his previous role as international business
developer. The answers align with the cognitive dimension of CQ, which involves knowledge
of other cultures and the ability to interpret cultural differences, as well as with the
emotional/motivational dimension, as respondents expressed a commitment to cultural
awareness and understanding (Earley & Ang, 2003).

On the other hand, some respondents expressed unfamiliarity with the term CQ, raising
concerns about potential ambiguity, while others had never encountered the topic before.
However, despite limited familiarity with the term, all respondents agreed on the importance of
CQ for success in cross-cultural business environments.

The overall low level of familiarity with the concept of CQ among the respondents suggests the
need for more education and awareness about this critical skill set in the business world. As
expressed by Respondent 4, the surprising lack of understanding among many respondents

highlights the need for further research and education on the topic.

4.2 The role of Firm Cultural Intelligence

As defined in Section 2.2, Firm Cultural Intelligence (CQ) is defined as "a form of
organizational intelligence or firm-level capability in functioning effectively in culturally

diverse situations” (Ang & Inkpen, 2008).

According to all respondents, both individual and Firm CQ are crucial for developing effective
international marketing strategies. Firm CQ i1s particularly highlighted for its crucial role in
enhancing a company's adaptability in culturally diverse environments, as companies need to

be flexible to compete in the market and adapt to local specificities (Kang et al., 2007; Ang &
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Inkpen, 2008). As stated by Respondent 3, "The firm is the collection of the individuals, and
individual experiences play a crucial role in shaping the organization's ability to adapt to
diverse cultural environments.”" Achieving Firm CQ requires a balance between maintaining
core values and adjusting to local needs (Respondent 8). Consequently, companies must support
employees in the development of CQ skills to remain adaptable in a globalized and multicultural
business landscape, as observed during the interviews. It is interesting to note that CQ is
perceived as a goal for companies aiming to expand and operate in different countries. As noted
by Respondent 1: “It is very important for the company to view that as a goal’;
“Internationalization and multiculturalism are aspects that are very present nowadays and will
continue to be and will become even more important”. Therefore, companies should provide
tools to investigate and understand consumer needs, as well as encourage employees to be

conscious and aware of CQ.

The importance of CQ to overcome challenges in culturally diverse markets is another crucial
theme that emerged from the interviews. Gatekeepers were mentioned as a necessity to
champion cultural understanding and cross-cultural communication (Respondent 2). These
gatekeepers should have knowledge of both the company’s culture and the country’s culture,
ensuring a smooth transition in the market. Understanding cultural nuances, consumer
behaviors, and market preferences emerges as a key aspect for successful cross-cultural
communication. These findings are aligned with the definition of behavior dimension according
to Ang and Van Dyne (2008). Respondents emphasized the need for CQ in navigating
differences in business practices, communication styles, and behavioral gestures. For example,
Respondent 2 highlighted the huge differences in business practices between China and Europe:
“When I went on a trip to China, the way they do business is completely different than we do
in Europe. Because for instance, in China, before you start any negotiation, first you go out for
drinks, and you might even get drunk ...., but for example in Italy, it is normal to talk about
business during lunch or coffee time, which is different from China”. Respondent 3 emphasized
the importance of being aware of small behavioral differences that can have significant
implications in different cultures: “In Bulgaria, a simple nod of the head can be a powerful
signal of agreement, whereas, in other cultures, the same gesture may be interpreted as a sign
of disagreement or confusion”. Therefore, having high Firm CQ and understanding these
nuances is crucial for successful cross-cultural communication and business operations.
Without CQ, a company may struggle tremendously when approaching business in a foreign

country (Respondent 1).
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When entering new markets and engaging with different cultures, companies must have cultural
awareness. The interviews highlighted the importance of understanding how people live, their

preferences and cultural norms is critical for effective market entry strategies.

It becomes apparent that creating an inclusive work environment that values diversity has a
positive impact on CQ. By developing an inclusive environment that encourages employees to
share their cultures and backgrounds, companies can promote understanding and create a
positive perception among employees (Respondent 2). This can then result in greater employee
satisfaction and retention, which will ultimately impact the company's bottom line positively
(Respondent 3). Respondents highlighted the importance of understanding and empathizing
with cultural differences within cross-cultural teams, as it can lead to richer outcomes and
perspectives. Respondent 7 viewed Firm CQ as a shared responsibility between employees and
the company: "It is important to build up cultural intelligence, but I think it is also a
responsibility of the company". Indeed, cultural differences can create tension and barriers in
cross-cultural teams. However, with a mindset focused on understanding and empathy, these
differences can be transformed into opportunities for growth and innovation (Respondent 8).
As stated by Respondent 8, "The key point is to try to better understand...what is behind the
idea, and then try to work on that...if you are not able to empathize, it's going to be much harder
along the way." While companies should encourage exposure to different cultures, individuals
have a greater responsibility in actively seeking and embracing diverse cultural experiences. In
other words, it ultimately depends on the individual's emotional/motivational CQ dimension
(Earley & Ang, 2003), as well as on the drive capabilities described by Livermore (2010) to
have an open mind, willingness to learn, and humility: "If the company can pursue whatever
want to...but if you don't have the mindset and the willingness to learn and the humility...the
company can do nothing" (Respondent 8).

Multinational management teams were seen as beneficial for adapting to local needs, as they
bring different perspectives and creativity (Respondent 7). Respondents consistently
emphasized the importance of diversity within organizations as it enables achieving a good
balance between local and global perspectives. International meetings were highlighted as an
opportunity to "set a common ground in terms of company culture while also respecting and
being mindful of the individual characteristics of the country's culture", as noted by Respondent
7. Dialogue, cross-cultural communication, diversity, and professional development were
emphasized as crucial aspects by the respondents. In line with the literature (Earley & Peterson,

2004), Respondent 7 also highlighted the importance of gaining international experience and
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observing others to improve CQ. According to Respondent 7: "I¢t's just being aware of the other
person, observing, trying to communicate, asking questions to be sure what is expected and
what you expect." However, Respondent 2 noted that even those who have had cross-cultural
experiences, such as living in different countries, may still require onboarding and training to
understand the nuances of a new market. Furthermore, understanding legal restrictions and
regulations in different countries is crucial, particularly when it comes to advertising, as

confirmed also in the literature review (Jain, 1989).

Overall, the interviews offer valuable insights into the significance of firm’s CQ for global
success. As emphasized by Respondent 2, "Those two, three weeks of one boarding to a new
reality is critical in my opinion", companies that invest in CQ training and prioritize
understanding the nuances of different markets are more likely to succeed in a globalized
business environment.

Professional development, learning, cultural awareness, empathy, and the embracing of
diversity emerged as key themes. These themes suggest that firms need to prioritize CQ and
take steps to develop it both at an individual and company-wide level to succeed in the global

market.

4.3 Impact of Cultural Intelligence on FMCG firms in marketing strategy
and decision-making

The interviews conducted in this study highlighted the significant impact of CQ on FMCG firms
in their marketing strategy and decision-making processes. FMCG companies operate in
culturally diverse markets and understanding consumer needs and preferences across different

cultures and regions is crucial for their success (Watson et al., 2018; Kostova, 1997).

“Cultural intelligence is highly important in the FMCG industry, considering the nature
of the business and the complexities of operating in culturally diverse markets”
(Respondent 3)

Maintaining brand purpose while remaining relevant in different markets poses a challenge for
global brands, as discussed in the previous section. The key challenge is to ensure consistency
and local relevance without compromising the brand DNA (Respondent 8). Adapting marketing
strategies to suit the specific needs and preferences of local consumers is crucial (Song et al.,
2018). As respondents 7 and 8 stated, CQ is a mindset and an approach towards international
business, including international marketing and overall strategy: “Cultural intelligence is

basically spread everywhere, in every step of the strategy.” However, there can be barriers to
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developing CQ, such as the pressure to meet objectives and a lack of awareness or recognition

of its value.

“It’s important to remember that P&G is a company that is really focused on
consumers’ needs to understand each country or specific consumer needs. P&G as a
leading company, has the responsibility to be a force for good in as a company as well
as a citizen... We need to translate this to our actions, brand strategies and
communication.” (Respondent 6)

The majority of respondents emphasized that understanding consumer behavior and cultural
differences is crucial in developing effective marketing strategies (6/8 respondents): “7The
strategy should be adapted according to the cultural context and the needs of consumers, as

they are naturally influenced by culture (Respondent 1)”

CQ can significantly impact a firm's ability to resonate with target consumers in different
countries. It involves evaluating CQ to ensure that products and marketing messages are tailored
to local cultures. Respondent 1 provided an example of how a makeup brand adapted its product
portfolio for the Italian market, where beauty was more significant, while hygiene products
were more valued in Portugal. Therefore, interviews emphasized how cultural differences and

cultural sensitivity can impact product portfolio decisions in global companies.

Most of the companies interviewed were multinational, which means they have a common set
of standardized values across the organization (Respondent 2). However, at the local level, there
is usually flexibility and autonomy in deciding which products, marketing mix, and distribution
models are suitable for local shoppers and consumer needs (Respondent 5). Respondent 3 gave
examples of how the ingredients, taste preferences, and functional benefits of products differ

between countries, and how CQ helps companies adapt to these differences.

“The modern trade market caters to local tastes and functional needs, such as darker
coffee in Vietnam or coffee with more iron in a certain African country to combat iron
deficiency” (Respondent 3)

The trade market has been mentioned to guide marketing strategy in the FMCG sector
(Respondent 3). The modern trade market refers to large retail chains and supermarkets, while
smaller and independent shops are considered to be part of the traditional trade (Sitaraman,
2018). Respondents suggested that businesses need to apply specific marketing strategies that
consider the unique characteristics of each market. For example, in Vietnam, where the
traditional trade market prevails, a different marketing strategy is required (Respondent 3).

Similarly, also Respondent 2 provided an example of the cultural significance of taste
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preferences, highlighting the importance of adapting products to suit the local market and, in
this example, to local flavors. Designing brand equity for multiple countries requires careful

considerations of cultural differences and consumer behaviors.

“For instance, cinnamon is culturally a very strong taste in some markets. For some
cereal that you wannna launch, it’s something that you need to be aware that in some
other markets, it’s not really a normal flavour there” (Respondent 2).

Cultural differences impact decision-making strategies (Ang & Inkpen, 2008) and stakeholder
engagement in the FMCG sector, as highlighted by Respondent 2. Understanding cultural
factors and empathizing with local partners were pointed out by Respondent 8 for establishing
strong relationships and partnerships, as defined by Livermore (2010) as action CQ capability.
Adaptation and flexibility are key to navigating cultural differences and managing internal
expectations accordingly (Respondent 8), in line with the definition of strategy as CQ capability
(Livermore 2010). In other words, it is important to approach each market with a different
strategy and manage internal expectations in line with cultural norms (Magnusson et al., 2013).

“Adaptation for me is the key. Flexibility is the keyword" (Respondent 8)

Another topic mentioned during the interviews concerns cross-cultural communication and the
cultural dimensions of Hofstede (Respondent 2). For example, communication styles differ
between the UK and German markets, which require different approaches to presenting
information and delivering messages. Cultural nuances such as brand naming, packaging, and
advertising regulations must also be considered. Certain brand names may have negative
connotations in some countries, and certain regulations may affect the way products are
packaged and advertised (Respondent 2). Therefore, respondents suggested that companies
must have a good understanding of the cultural differences in each market they operate to ensure

their products and marketing strategies are successful.

The importance of CQ varies across product categories as well. While cheap products dominate
in the FMCG sector (Forsberg & Lofvenberg, 2011), there are some premium products such
as coffee capsules, where communication and price are standardized (Respondent 3).
Similarly, water bottles have universal needs. On the other hand, confectionery products can
differ significantly in taste and aesthetics, highlighting the importance of understanding local
preferences and cultural nuances (Respondent 3). Respondent 2 provided an example to
illustrate this point: “I'll give you an example, in the US you have some really strong sugary

products, right? And you can't force those products, in most European markets due to cultural
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differences. You obviously need to consider that when establishing the strategy for your

market.”

In conclusion, the interviews revealed that CQ plays a key role in the marketing strategies and
decision-making processes of FMCG firms. Understanding consumer behavior, adapting
product portfolios, and considering cultural differences in communication, branding, and
regulations are crucial elements of successful global marketing efforts. By recognizing and
adopting CQ into their strategies, FMCG firms can effectively navigate diverse markets,

resonate with target consumers, and build strong brand equity worldwide.

4.4 The Role of Cultural Intelligence in adaptation and standardization
strategy

When entering a new international market, CQ plays a crucial role in understanding consumer
behavior for FMCG firms to determine whether to standardize or adapt marketing mix strategies
(Kraus et al., 2016). The interviews highlighted that this decision depends on various factors

that need a careful consideration.

First, before choosing between standardization and adaptation, it is essential for FMCG firms
to conduct extensive market research, trend analysis and consumer behaviors analysis, since
consumers are constantly changing. As Respondent 7 stated, "Companies have to enter the
specificities of the market, of the people, of the culture to adapt." By understanding what is
relevant to the target audience and their behavior, companies can create a successful marketing
campaign (Respondent 3). Collaboration between research and marketing departments is
recommended to combine insights and develop effective strategies (Respondent 1). Research
should be considered critical in all aspects of the business (Respondent 2).

The decision to standardize or adapt is not mutually exclusive, as discussed in the literature
review (Vrontis, 2003), which also applies to the FMCG sector (Poulis, 2011), especially for
MNCs: “Every multinational struggle on balancing between standardizing and also being
local “(Respondent 7). Respondent 1 mentioned: “You need to mix to balance your costs and
the positive outcomes that might come from those added costs of adaptation”.

While standardization is crucial for operational, efficiency and environmental benefits (Griffith,
2010), it is not a guarantee for success (Respondent 7). Companies should not focus only on
standardization without considering cultural differences and customer behavior in different
countries, as emphasized by Respondent 7. Adapting to local cultures, consumer behavior, and

preferences is equally important. For example, Respondent 5 noted: "Our attempt to introduce
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a product to the French market failed because consumers did not understand it. So, it is crucial
to understand the local market before launching a product”.

In the FMCG sector, there are usually both constant products and assortments that require
minimal adaptation, such as label translation, to fit the cultural preferences of the target
audience. Respondent 1 explained that “The majority of the product are gonna have the same
common ground and then small adaptations.” While global aspects are used for scale
advantages, local communication, in-store materials, stakeholders, and employees are tailored
to the specific market (Respondent 7). Minimal adaptations allow companies to build trust,

loyalty, and engage with customers on a deeper level (Respondent 4).

“You have a certain type of assortment that is constant. There are certain types of
products that don't change independently of the location. The only thing that will change
is the label that will be translated, or it'll be minimally adapted ... but the product itself
is gonna stay the same” (Respondent 1)

Localization of production can be an effective strategy to reduce costs, strategically locating
factories for different adaptations. However, satisfying every single country is not feasible due
to logistical challenges, so compromises must be made at the continental level (Respondent 5).
Global brands may face challenges with local tastes, preferences, and naming products to avoid
cultural misunderstandings (Respondent 2).

The size of the brand and category in which the company operates also determine the extent of
local adaptation that is needed. Differentiation can be achieved by using product ingredients
that suit local tastes, and by adapting marketing and communication strategies. Media habits
and preferences also differ between countries and should be considered in marketing strategies
(Respondent 3): “In certain countries, TV is still remaining a significant communication media
and advertising, while other forms of telecommunication may not have as much reach or
impact”. Pricing strategies should be adjusted based on local market price sensitivity, with
appropriate discounts or volume promotions like "buy one, get one free". Below-the-line

communication methods, such as using sampling, were also mentioned as part of the strategy.

In conclusion, by leveraging CQ and continuously monitoring market trends and consumer
behavior, FMCG firms can develop effective marketing campaigns that drive sales and build
brand loyalty. Balancing standardization with cultural adaptation is crucial for success. The
FMCG sector is highly competitive and adapting marketing mix strategies to meet the needs of
different target audiences is essential (Cavusgil & Zou, 1994).

"If you don't adapt those details to consumers, another brand is gonna win" (Respondent 1)
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4.5 Limitations and recommendations of incorporating cultural intelligence
into international marketing strategies for FMCG firms

This section discusses limitations and recommendations for incorporating CQ into international

marketing strategies for FMCG firms, based on the insight gathered from interviews.

4.5.1 Limitations of CQ

One main limitation identified in this study is the investment of time and resources required for
conducting detailed marketing research. As noted by Respondent 1, CQ requires expertise,
learning, and fieldwork to understand consumer behavior accurately: “It is hard. I mean, it is
something that takes a lot of knowledge, takes a lot of learning, a lot of paying attention, and a
lot of fieldwork in the sense that you must be aware of the consumer to understand exactly how
they behave.” Therefore, firms need to allocate resources and invest in gaining a deeper

understanding of the local culture, consumer behavior, and interaction.

Another limitation highlighted by Respondent 6 is the potential impact on the company speed
and agility. Incorporating CQ could slow down a firm's ability to bring products or services to
the market promptly, putting it at a disadvantage compared to competitors who are more
responsive to cultural differences and changes in consumer behavior.

Managing conflicting interests within the company and balancing different stakeholder
priorities in terms of business strategy can also be a challenge. As Respondent 6 noted,
"Convincing internal stakeholders to change the way we communicate, the way we are as a
brand, was really difficult. It was a very important moment about taking risks and taking the
right things to adapt to the new world, the new reality, the new way..."”

Additionally, personal limitations were identified in understanding and adapting to different
cultures. Respondent 2 pointed out hierarchical limitations, where assumptions are made that
approaches successful in one country will automatically work in another. It is crucial to conduct

proper research and be patient when driving changes to overcome these limitations.

4.5.2 Recommendations for CQ

Based on the interviews, several key recommendations for FMCG firms were proposed to
incorporate CQ into their international marketing strategies, addressing the limitations

mentioned.

26



B Detailed Plan and physical presence
First of all, FMCG firms should develop a detailed plan that prioritizes the consumer when
expanding internationally. This includes partnering with reputable research companies, visiting
the target market, and having a multidisciplinary team. Having a physical presence in the
countries of operation allows for deeper insights into the local culture, consumer behavior and
consumer interaction. As noted by Respondent 1: “If you are in the place, you are able to gain
much more and absorb much more information.” Developing cross-cultural skills requires
direct local contact. As Respondent 8 mentioned: “It’s having contact, for me it’s the key”;
"unless you have a direct contact with these cultures...it's really hard to develop it, because it's

not natural."

B Market Research and Trend Analysis
Almost all the respondents (6/8) recommended that firms continuously track and adapt to
changes in culture and consumer behavior. Conducting proper market research, including both
quantitative and qualitative methods, trend analysis, as well as investing in marketing
intelligence and social media monitoring, is recommended by most respondents. By focusing
on the most significant trends, companies can remain relevant and competitive in the long run.
Testing products with consumers before launch is also emphasized to identify criticalities and

areas for improvement (Respondent 5).

B Building Strong Sales Teams and Collaborative Departments
Developing CQ and effective international marketing strategies requires building strong sales
teams and agencies with insights into the local market (Respondent 3). Having dedicated
departments for consumer marketing insights and ensuring collaboration between departments
is crucial, as highlighted by respondents 1 and 7. It is also beneficial to have individuals in each
office who understand the local culture and can provide relevant advice. As Respondent 7 and
1 suggest, it is crucial to have a 360-degree perspective on cultural differences and their

implications for various departments of the company.

“Creating the type of departments of consumer marketing insights are crucial because there
are people dedicated only to absorbing our information and to give it to other departments
that are gonna be able to take it and work it in order to strategize.” (Respondent 1)

B Adapting to Cultural Differences
FMCG firms should prioritize the development of CQ at both the individual and organizational
levels. It is recommended to integrate CQ into all business strategies including communication,

packaging, pricing, and everything else that may be influenced by cultural differences. “As the
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world becomes more globalized, it is important for companies to be inclusive and culturally
sensitive in order to effectively compete in the global marketplace” (Respondent 7). Open-

mindedness and a willingness to learn from cross-cultural situations are also essential.

“Cultural differences are interesting and that understanding how cultural barriers are
being broken is fascinating. Cultural Intelligence is in every environment you're working
in” (Respondent 2)

B Balancing Fast and Slow Innovation
Cultural changes take time to adapt, and companies need to find a balance between fast and
slow innovation. It is crucial to understand that cultural changes occur gradually and have
patience in implementing innovations. Respondent 2 provided an example from the cigarette

market, where it took time for vaping to gain market size.

"I think, the problem with the culture is that changes are not sudden cultural. Took
centuries, or decades at least. And it is a very slow change. Giving you an example, you
can see the cigarette market, where people now are starting to vape and stuff. You know,
the tobacco companies started 10 years ago trying to push it, but it took a while for the
culture to start adapting to it." (Respondent 2)

In conclusion, by investing in CQ and implementing the recommendations discussed in this
chapter, FMCG firms can develop effective international marketing strategies and overcome
the limitations presented. Companies that consider cultural differences and embrace diversity

are more likely to succeed in their international initiatives.

CHAPTER 5: CONCLUSIONS AND LIMITATIONS
5.1 Main Findings & Conclusions

The study aimed to explore the role of cultural intelligence (CQ) in the marketing strategies of
firms operating in the FMCG sector. Through eight interviews conducted with marketing
professionals, several key insights were revealed that address the research question and
hypotheses established in the literature review. While previous studies have recognized the
significance of CQ in general management, limited literature focuses on the FMCG sector,
particularly from a marketing perspective. Therefore, a qualitative study was conducted to
increase knowledge in this field and better understand the perceptions of marketing

professionals regarding the topic and provide practical examples.
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1. HO: Marketing professionals, as individuals with higher levels of Cultural I ntelligence
(CQ), are more likely to effectively incorporate cultural conmsiderations into their

international marketing strategies.

The respondents associated CQ with cognitive, emotional/motivational, and behavioral
dimensions, while the physical aspect was not explicitly mentioned, even though it plays a
crucial role in marketing adaptation. Overall, respondents demonstrated awareness of the
impact of CQ on the overall business strategy, performance, and professional development. In
particular, respondents with more years of experience in international marketing in the FMCG
confirmed the crucial role of CQ in developing marketing strategies, supporting HO. The
alignment between the literature review and the interview findings confirms the relevance and
significance of CQ in international marketing strategies and provide insight into methods for

improving CQ.

2. HI: The concept of Firm Cultural Intelligence is necessary for effective decision-
making in the FMCG industry.

The interview results provide partial support for hypothesis H1, which states that Firm CQ is
necessary for effective decision-making. According to the findings, respondents acknowledge
the importance of both individual and firm-level CQ for effective decision-making in the
FMCG industry. The results highlight that firms with higher levels of CQ are better equipped
to make informed decisions, particularly regarding standardization and adaptation strategies,
when entering new international markets (Moon, 2010). The importance of CQ is reciprocal, as
companies must educate their employees about different cultures and how to collaborate with
individuals from diverse backgrounds. It is important to note that CQ is not a one-size-fits-all
concept, as different cultures require different approaches. What works in one culture might not
work in another. Therefore, developing CQ should be an ongoing process that involves

continuous learning and adaptability to new situations continually.

Additionally, the findings highlight the need for companies to be flexible, adaptable, and
capable of navigating cultural differences, which aligns with previous studies by Kang et al.
(2007) and Ang and Inkpen (2008). The importance of understanding cultural nuances,
consumer behaviors, and market preferences is emphasized in both the literature review (Moon,
2010; Kogut & Singh, 1988; Sousa & Bradley, 2006; Soutar et al., 2007; Triandis, 1989;
Yeniyurt & Townsend, 2003) and the interview results.
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In conclusion, the interviews reveal that CQ plays a crucial role in stakeholder engagement,
cross-cultural social interactions, and establishing successful partnerships in foreign markets.
Therefore, regarding the concept of Firm CQ, respondents emphasized its significant impact on
decision-making strategies, making them more effective as an integral part of the marketing

strategy employed by companies.

3. H2: Companies with higher CQ are more likely to achieve success in foreign markets

and in marketing strategy.

Based on the findings, conclusions can be drawn to support hypothesis H2, indicating that
companies with higher levels of CQ are more likely to be successful in foreign markets and
marketing strategies. According to both literature and interviews, FMCG firms with high CQ
are better equipped to navigate cultural differences, organize complex products and processes,
and gain a competitive advantage (Moon, 2010; Skarmeas et al., 2016; Parente et al., 2011).
However, the literature review does not directly address the challenge for global brands, where
CQ can compromise the brand's DNA, highlighting the need for careful strategic planning and

implementation to achieve the right balance between adaptation and brand consistency.

The importance of understanding consumer behavior, adapting product portfolios, and
considering cultural differences in communication, branding, and regulations was emphasized
during the interviews, providing examples of how CQ can help companies in their marketing
strategies to adapt to the specific cultural context and meet the needs of local consumers.
Overall, the results suggest that companies with higher CQ are more likely to succeed in their
marketing strategies and foreign markets. FMCG firms may effectively navigate diverse
markets, connect with target consumers, and create strong global brand equity, by recognizing

and adopting CQ into their strategies.

4. H3: Cultural intelligence positively affects the decision-making process regarding
whether to standardize or adapt marketing mix strategies in the FMCG sector when

entering new international markets.

The findings strongly support H3, as the literature review and interview results further
demonstrate the need for CQ in adaptation and standardization strategies when entering new
international markets (Kraus et al., 2016).

Companies with high CQ are able to understand the local culture and consumer behavior,

leading to better decisions about whether to modify or maintain their marketing mix strategies
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(Day, 2011; Moon, 2010). This decision is not mutually exclusive and often involves a
combination of standardized and adapted elements (Vrontis, 2003). While the literature review
emphasizes the importance of CQ in the decision between standardization and adaptation, it
does not explicitly address the practical implications for decision-making in FMCG companies.
However, interview results suggested important considerations. Thorough market research,
understanding the local market, and taking cultural differences into account are crucial steps

for FMCG companies when deciding whether to standardize or adapt marketing mix strategies.

Localization of production, minimal product adaptations for constant products, and tailoring
communication strategies to specific markets are common practices in the FMCG sector.
Additionally, pricing strategies, media habits, and below-the-line communication methods

should be adjusted based on local market characteristics.

Overall, the findings validate the hypotheses, emphasizing the critical role of CQ in effective
communication, decision-making, marketing strategy, and the standardization/adaptation
dilemma within the FMCG industry. The literature reviews and the interview findings
complement each other, providing a comprehensive understanding of the importance of CQ in
marketing strategies and decision-making processes of FMCG firms operating in culturally
diverse markets. Both sources consistently emphasize the importance of CQ for achieving
success in global marketing efforts. Understanding consumer behavior, adapting marketing mix
strategies, and considering cultural differences are identified as key factors. Furthermore, the
interviews make valuable contributions by exploring limitations and providing

recommendations for implementing CQ into marketing strategies.

5.2 Managerial and Academic Contributions

This research makes significant contributions to the existing knowledge in the field of

international marketing and the FMCG sector.

Firstly, the FMCG industry is a critical sector that drives economic growth and development
globally. As the demand for FMCG products continues to increase worldwide (NielsenlQ,
2023), the findings of this research offer valuable insights for FMCG firms to improve their
competitiveness in foreign markets and develop effective international marketing strategies.

By developing CQ, FMCG firms can better understand and adapt to the cultural preferences of
foreign consumers, allowing them to navigate the challenges of international expansion and

achieve sustainable growth.
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Secondly, this research contributes to the existing knowledge by exploring the implications of
CQ on marketing strategies and decision-making processes. By offering distinct perspectives
on the subject, it provides practical guidance for FMCG firms to improve their international

marketing strategy.

Thirdly, there is a limited amount of literature that specifically focuses on the FMCG sector.
Most studies tend to examine CQ within a broader organizational context or across different
industries. This research addresses this gap by specifically exploring the application of CQ in
the FMCG sector. As aresult, it provides industry-specific insights and implications that FMCG

companies can greatly benefit during their international expansions.

Overall, this research offers valuable insights both academically into the field and establishes a
foundation for further exploration in the FMCG industry. As a matter of fact, it provides
practical recommendations and insights for FMCG firms seeking to expand their businesses
internationally, particularly in culturally diverse markets, or seeking to improve their
international strategy. By tailoring their marketing campaigns and product development
strategies to align with the cultural preferences of foreign consumers, FMCG firms can improve
their chances of success in international markets. Ultimately, the research contributes to the
advancement of theory and practice in the field of international marketing while having

significant implications for the success of FMCG firms operating globally.

5.3 Limitations and further research

This section discusses the limitations of the study and of the research process, which should be
taken into consideration when interpreting the findings. Moreover, it highlights several areas

that require further investigation.
5.3.1 Bias of Interviews

The research was based on in-depth interviews, which are subjective and can introduce biases
(Nunan et al., 2020). The responses and perspectives provided by respondents may be
influenced by their personal biases or limited knowledge, potentially introducing inaccuracies
or incomplete information (Nunan et al., 2020). Therefore, it is crucial to recognize that some
level of bias may still be present in the data.

Moreover, the role of the interviewer is critical in validating the data collected during interviews

(Khan & MacEachen, 2022). Despite efforts to be impartial and objective, the interview process
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itself may have influenced the respondents' answers or led to ambiguous or misleading results.
As this study was my first experience with qualitative research, there may have been biases in
the interviews’ conduction, their interpretation, as well as in the interaction with the
respondents. Additionally, biases may be introduced because interviews were conducted online,
such as limitations in non-verbal communication and lack of physical contact (Khan &
MacEachen, 2022). Therefore, further research should be aware of any potential biases and
work to minimize them, in order to increase the validity of the data obtained (Khan &

MacEachen, 2022).

5.3.2 Time Requirement & Non-representative Sample

The process of conducting eight personal interviews proved to be time-consuming, from finding
potential respondents to scheduling and conducting the interviews. As a result, the number of
interviews conducted was limited to eight, which does not align with the recommended range
of 9-17 interviews for achieving data saturation (Hennink & Kaiser, 2022) or around 12
interviews according to Braun and Clarke (2021). This limitation has inevitably influenced the
depth of analysis and the generalizability of the findings. Future studies should consider
increasing the sample size to enhance the reliability and validity of the research outcomes and
obtain a more comprehensive understanding of the topic. As a matter of fact, given the
qualitative nature of this research, a limited number of samples were collected, consisting of
only marketing professionals. While efforts were made to select diverse respondents, it is
important to note that the findings may not be representative of the entire FMCG industry or
international markets. Furthermore, it is crucial to note that the use of purposive sampling in
this research introduces a level of subjectivity, which can lead to errors (Burns et al., 2017). To
overcome these limitations, future research should aim for a larger and more diverse sample
size. This should include professionals from various FMCG company department areas and/or
from different market industries. It is important to note that in this study, all the respondents
were from Europe, with one of them currently working in Vietnam, but originally from Greece.
By expanding the sample to include professionals from different regions, the research can gain
more insights into the topic and increase its representativeness. Finally, adopting focus groups
and a quantitative research approach could establish stronger correlations and identify statistical

significance.
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5.3.4 Related topics

Since respondents mentioned correlated topics of interest, further research could explore the
connection between CQ and Hofstede dimensions, as well as examine the impact of CQ on
emotional challenges in the context of FMCG firms. Investigating these additional variables
would contribute to a deeper understanding of the complex dynamics involved in international

marketing strategies and decision-making processes.

Overall, while the eight in-depth interviews conducted in this study have provided valuable
insights, it is essential to recognize the limitations described. By addressing these limitations

through future research, a more comprehensive understanding of the topic can be achieved.
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APPENDICES

Appendix A: Interview Questions

Introduction

Can you briefly introduce yourself and your experience in
international marketing for FMCG firms?

Cultural
Intelligence

Are you familiar with the term "Cultural Intelligence" and its
definition?

Impact of CQ on
Decision-making
and Marketing
Mix Strategies
(Role of Cultural
Intelligence)

In what ways can a firm's cultural intelligence affect decision-
making processes and marketing mix strategies?

How important is cultural intelligence in enhancing a
company's adaptability in diverse cultural environments?

How does the concept of firm cultural intelligence differ from
individual cultural intelligence?

How important is cultural intelligence in the international
marketing strategy of FMCG firms operating in culturally
diverse markets?

Can you share your personal experiences in developing and
utilizing cultural intelligence in international marketing
strategies?

How can cultural intelligence help FMCG firms overcome
challenges when operating in culturally diverse markets?

International
Marketing
Strategy

How can companies adapt their marketing mix strategies to suit
cultural differences in international markets, and what role does
cultural intelligence play in this process?

10

What are some successful examples of success and failures
product developed/ marketing campaign/ marketing mix
adaptation to meet foreign customer’s cultural differences?

11

How do you think Cultural Intelligence affects the decision-
making process regarding whether to standardize or adapt
marketing mix strategies in the FMCG sector when entering
new international markets?

Limitations &

12

Based on your experience, what are some limitations or
challenges of incorporating cultural intelligence into
international marketing strategies for FMCG firms?

Recommendations

13

Based on your expertise, what recommendations do you have
for FMCG firms looking to improve their cultural intelligence
and international marketing strategies?

Conclusion

14

Is there anything else you would like to add?
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Appendix B: Example of transcript coding

How are you familiar with the term cultural and intelligence? Or it's new for you?

Yes. I mean, uh, from my interpretation and from the
contact I've had so far is basically how you take, uh, the knowledge regarding culture,
um, within your et's say range of operations in the way you can also

or the way you can, uh, better apply, um, to
from taking culture into account.

and

Yeah, exactly. And there is, um, yeah, like a difference between the individual
cultural intelligence, And the firm cultural intelligence that can be seen in operations
and especially, uh, if the company is working in more countries, needs to evaluate,
the cultural intelligence.

In what ways can a firm's cultural intelligence affect decision-making processes
and marketing mix strategies while you were working for XX ?

Uh, I believe so, definitely because, and especially having had experience in two

consumers and taking into account, the way that culture also changes the needs and
the ones of the consumer. It's important to take that into account in terms of strategy in
the sense of, of course, XX independently of the country, they have the same
products of certain a certain amount.

They do, the other type changes, which is also something, uh, that is applied in the
strategy. Strategy, meaning you have like a baseline of that, let's say, is sold in every
single country. And then also taking the culture and taking also the, the needs and
the wants of the consumers. Depending on the different country, there's a certain
amount of products that are only sold, I don't know, Asia or Certain processes that
are only sold in the United States, things like this, but not only in terms of assortment
but also in terms of how you communicate those, those needs to, to consumers in
the sense of maybe there is a product that has several benefits. But for certain, uh,
consumers of certain countries, certain benefits are more relevant than others.

And that type of let's say adaptation is made to potentiate, of course sales, which is
the main objective. So definitely it was applied and it is applied to date.

Can you share your personal experiences in developing and utilizing cultural
intelligence in international marketing strategies?

Um, I would say, for example, when I was working in Italy one thing that is very
different from Portugal is that in our country beauty in itself is seen as you probably
know, but it's seen as something more important than people in Portugal, in the sense
that certain categories in Portugal, for example, more related with hygiene, are more
relevant comparing to Italy in which beauty in itself, pure beauty is more relevant.

And taking that into account, I work for the brand XXX , you probably know. It is a
brand that is very big in Italy becoming makeup as a category is something in that
compared with other countries, is very, very strong in Italy. And consequently, one
strategy that, I remember when I was working at XXX we did, was to study the
market, and the consumer, and we saw that it was probably a possibility to develop a
specific product just for the country. This is something that usually doesn't
happen. Usually the headquarters in XXX, they, create not only the idea but also the
products themselves. And then that information and those products are sent to several
countries. Um, since the makeup ca category was so relevant in Italy, we found, at
the time, it could be valuable to another product to the portfolio, just even just if it
was just for Italy. So that is an example of how, um, the strategy can be adapted
according to what is necessary, according to the culture and the needs of the
consumers that naturally are affected by that.

different, countries. It's possible to see that taking into account the profile of
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Ok. How does the concept of firm cultural intelligence differ from individual
cultural intelligence? (Comparison)

I think it is something that has to be related to both in the sense that each employee as
an individual and as an employee has to have. As to_

But also it is very important for the company, to view that as a goal, to
develop that kind of skills. And each time more is more important because we live in
a world in which people move around in a way that some decades ago wasn't like this.
Internationalization and multiculturalism are aspects that are very, very present
nowadays and will continue, to be and will become even more important. So I believe
it has to be a drive that is from individuals, but also from companies that of course
have the power and have the ability to actually define the strategies as an overall.

In my experience, it's something that is integrated in the, let's say, the training that
we have to do. But I also think it's also up to each individual in the sense that if I take
the initiative to go talk to other employees that, uh, are from different countries or
have different experiences, that's something that is my initiative. Nobody made me
do it. It made me do it, let's say. But it's extremely important, to be curious. I. And
that's something that belongs to each person. Nobody can make you do that make, so if
you have that type of curiosity naturally, I think that not only you are able to try to find
employees that you can.

I learn a lot from them but also have the initiative to understand better the consumers
by trying to go in the field, trying to understand how they react differently in
supermarkets or seeing for real how things happen. And um, yeah, that's basically
what I think.

and how you can understand that you adapt your marketing mix strategy
compared to, uh, development of standardized products.?

Um, the first thing that is very important to understand is the profile of consumers in
general. And it's very important to understand what is relevant to them. And this, uh,
this is not only related with benefits of the programs themselves but also how is their
behavior regarding pricing? How is their behavior regarding, um, the places they
prefer to shop? If, for example, in Portugal, certain categories people prefer tend to
prefer to go to supermarkets, but maybe if you go to Italy or if you go to Spain, they
prefer to go to a drugstore because it's something that has a different kind of
experience, and that's something that maybe different consumers value that. We need
to take this into account. And when you have the whole, research done in terms of
pricing points that people feel comfortable with in terms of benefits, in terms of
places they prefer to shop, in terms of timings they prefer to shop. When you
understand all of that, Is a lot easier and it's a lot, um, more structured to change your
marketing mix according to that. And also it's a lot more efficient and a lot more
effective strategy and it'll translate better to the sales part, to the closing the sales. So
I would say these are the main points. Need to be taken into consideration. And at
the same time, it's super important to ensure that you are not just doing that study
once and you leave it done people. And consumers are changing constantly. Um, and
it's very important to follow the trends. It's very important to see, um, how things
evolve and then also to adapt your marketing strategy according to that.

Usually, you have a department that is really focused on this type of data. You have,
usually consumer insights departments, and they are doing that work continuously.
Um, you also have other companies that you work with that are tracking market data,
are trying to understand patterns and how all things change, and that information
usually is analyzed at least twice a year really in a deep way. Um, but at the same
time, it's something that is constantly being monitored in the sense that of course,
since we're talking about fast-moving consumer goods, we're talking about, uh,
decisions and ways of purchasing that can change from one moment to the other. So it
is a work that is daily, let's say from those departments. The objective is always to be
able to predict what is a trend in six months. Because if you are able to predict that
type of, with that timeframe, you can strategize for what is gonna happen in six
months, You know, that in six months people are going to want, because you're
seeing things moving, you're seeing needs and that type of search online working a
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lot faster, and you are predicting by your experience at six months, there's gonna be a
boom. If you can predict that what is gonna happen is that you can change your
strategy.

You can even produce different products to ensure that when that hits you're gonna be
ready, you're gonna be on the market and you're gonna be booming. And that type of
work only happens if it is continuous. So, of course, you have those people that are
dedicated, but then those people are always in contact with marketing because, in the
marketing department, you take those insights from the markets, take the needs from
the business, merge everything, create a strategy, put it out there, and this is
basically how it happens,

How do you think Cultural Intelligence affects the decision-making process
regarding whether to standardize or adapt marketing mix strategies in the FMCG
sector when entering new international markets?

Uhm, you have a certain type of assortment that is constant. There are certain types of
products that don't change independently of the location. The only thing that will
change is the label that will be translated or it'll be minimally adapted or, or things
like that, but the product itself is gonna stay the same, the packaging, etc.

I think, I'm not sure how many there are now, but at least seven factories worldwide
and what happens is that I would say around 60% of the products will be always the
same. And then you have the 40% that, depending on the location that you are, will
change a little bit in the sense that, for example, in Asia, you have certain types of
preferences that you don't have for example, in Europe. Generalist speaking, beauty is
more related to lighter colours, so that type of thing is technically geographically
located. And so it's easier, to reduce costs by locating factories also strategically
developing different adaptations.

But, uh, to answer your question, the majority of the product. Are gonna have the
same common ground and then the small adaptations that exist are also to take
advantage of those opportunities in the market. Because if you don't adapt to certain
types of products you're not gonna tell because people are a lot more engaged in the
purchase. And consequently, they are gonna be looking for details. And if you don't
adapt those details to the consumer, another brand is gonna win. And this is basically
how you can do the mix to balance your costs and balance, the positive outcomes
that might come from those added costs of adaptation.

What are some successful examples of success or failure product developed/
marketing campaign/ marketing mix adaptation to meet foreign customer’s
cultural differences?

I cannot disclose the product, but I remember a specific situation in which the pricing
point we decided to put on that product was not optimal. In the sense that for you to
position a certain type of product, you're gonna look at the competition. You're gonna
look for what you already have in the portfolio. You're gonna understand in terms of
benefits, what, the customers will prefer, or what they will associate certain products
with. And then you do the strategy for the pricing. And I remember in that specific
situation, basically what happened was that our measure wasn’t accurate in how
much weight the customers would give to a certain benefit. And consequently, as we
measure that incorrectly, we put a pricing point that was not optimal for the
consumer.

Usually in those situations you'll readapt the strategy.

Based on your experience, what are some limitations or challenges of
incorporating cultural intelligence into international marketing strategies for
FMCG firms?

It is hard. I mean, it is something that takes a lot of knowledge, takes a lot of learning, a
lot of paying attention, and a lot of fieldwork in the sense that you have to be aware the
consumer is to understand exactly how they behave. It's not something theoretical
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only. It's something you can only fully understand when you are literally immersed in
the environment. So it's definitely something difficult, but it's something that

A huge difference is completely crucial and I believe there isn't one single company in
this world that is, that is successful, that is not taking that into account. They have to

Based on your expertise, what recommendations do you have for FMCG firms
looking to improve their cultural intelligence and international marketing
strategies? (business strategy)

Um, I would say that the most important thing is to, one thing that is very relevant is to
have a physical presence in the countries you want to internationalization the
sense of if a company wants to if I am a Portuguese company and I want to
internationalize, I don't know, to Spain, It's important to be there physically because
the type of insights you're gonna gain from being in pleasure 100% more relevant
than the ones you guess, or you talk to with people, uh, just by phone or, or video
call. If you are in the place, you are able to gain a lot more and absorb a lot more
information. You can only see by being in a place. And so that would be definitely
something I would say. And then the second thing I would say would be probably
understanding that thing I was saying previously, that it's always continuous learning.
People and cultures are constantly moving, and certain things, remain kind of the
same of course, but the progress is constant and it's important to track that progress,
track how it works, and to take that into account and take, into your strategy. So I
would say these two things.

With being in the place you mean like, um, conduct research there or having, for
example, offices, employees that work there?

I think the offices are extremely important. That was what I was saying previously.
It's important to have locations physically where, uh, you want to operate. Um, and
then at the same time, it's super important to ensure that you are having physical
contact with the consumers, with the market.

With, that all those stakeholders. To answer your question, very likely I would say
creating the type of departments of consumer marketing insights are super crucial
because there are people dedicated only to absorbing our information and giving it
to other departments that are gonna be able to take it and work it In order to strategize.

Expertise
Hard work

Business expansion
Importance of
physical presence

Market research

Continuous learning

Market research:
Trends analysis

Physical presence:
Importance of
physical location

Consumer insight:
Importance of
consumer interaction

Consumer insight:
Importance of
market research

Business
Management:
Corporate structure

Xl




Appendix C: Code Overview

Acknowledgement of Cultural Intelligence

Category

Code

Example

Respondent

Career
Development

Performance

"From my interpretation of cultural intelligence
and from the contact I've had with that so far
cultural intelligence can also potentiate your

performance or the way you can better apply to the
work you're doing and have better results from
taking culture into account"

"With cultural intelligence, you can have richer
results because the perspectives are so different
that these tensions or discussions along the process
that came back from different backgrounds in
different cultures and then really reflect naturally
on the richness of the outcome"

Success

"We as managers understand the nuances of the
culture, to be able to achieve successfully the
results, in the countries we operate"

Professional
Development

"I think that with cultural intelligence you can
work with a new perspective and develop a global
mindset that can be really useful for your career,
especially if you work for an international
company"

Cultural
Awareness

Cultural Sensitivity

"When I was in Bulgaria, a simple nod of the head
can be a powerful signal of agreement, whereas, in
other cultures, the same gesture may be interpreted
as a sign of disagreement or confusion, so it was
really important for me to understand that"

"I associate cultural intelligence with the
knowledge of culture in order to navigate the
global markets with respect, and adaptability"

Values

"For me means to meet and understand different
cultural values of people with a different culture"

Definition

Ambiguity

"I am not really familiar with the term"

"If you put both words together, we have a normal
culture and an intelligent culture. For me doesn’t
make sense"

familiarity

"I had some knowledge of it thanks to school. 1
think is related to cultural differences"

"I am attending an executive master and one of my
teachers, on international management, he
mentioned for the first time this term for me"

"I got familiar with it. Especially when I worked in
the international business. I got familiar with the
theory, I got the hands-on approach. And then I got
familiar with all the all these concepts in the
relevance of cultural intelligence development"

Firm cultural intelligence perspective

Responsibility

Reciprocity

"Um, I think it’s both, I think cultural awareness,
is critical for both, the company and individual
need have"

"The firm is the collection of the individuals, and
individual experiences play a crucial role in
shaping the organization's ability to adapt to

diverse cultural environments"

X



"The company will put all the tools needed to
investigate those studies and understand consumer
needs and specific consumer local relevance needs 6

everything if needed. But the persons in the

company need to be conscious and very focused on
that path as well"

"I think it's a two-way street, so it is a two-way
responsibility, it is important to build up cultural 7
intelligence, but I think it is also a responsibility of

the company"

"P&G as a leading company, has the responsibility
Corporate Social to be a force for good in as a company as well as a
Responsibility

citizen... We need to translate this to our actions, 6
brand strategies and communication"

Company Growth

Empathy

"A common ground in terms of the company
culture while also respecting and being mindful of 7
the individual characteristics of the country's
culture"
"The key point is to try to better understand...what

Learning

is behind the idea, and then try to work on that...if
A 8
you are not able to empathize, it's going to be
much harder along the way"

Mindset

"I think it's not so much an area from the company
sector, but is very much a mindset and in the way
you approach international business, international
marketing"

"If the company can pursue whatever want to...but

if you don't have the mindset and the willingness

to learn and the humility...the company can do

nothing"

Flexibility

"Adaptation for me is the key. The flexibility is the 3
keyword"

Company's Goal "It is very important for the company to view that

as a goal, to develop that kind of skill" !
Internationalization

Global expansion

Multiculturalism

"And each time more is more important (CQ)
because we live in a world in which people move
around in a way that's some decades ago it wasn't
like this. Internationalization and multiculturalism 1
are aspects that are very, very present nowadays
and will continue to be and will become even more
important”

Inclusion work

"Building a diverse and inclusive workplace has a
huge impact on cultural intelligence. When we
embrace different cultures and encourage everyone
. . 2
to share their backgrounds, it not only helps us
understand each other better but also brings
positive energy to our team"

Work Environment

Communication

"You have a different type of addressing people,
you know, and the way you have to be careful with 2
how you, formulate things"

"In my opinion, you'd need gatekeepers, you
know, people who will, be like champions of
cultural, you know, understanding. Does a person
need to understand the culture of the company, and 1
the culture of the country, and keep that
knowledge within? It's hard, but it is the only way
that you can ensure a smooth transition"

Onboarding

"So all of this, depending on the area you work in

within FMCG, has a big influence. 2
And that's why those two, three weeks of one
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boarding. To a new reality is critical in my
opinion"

Impact of CQ on a Firm's decision-making processes

Business Strategy

Strategy

"The strategy should be adapted according to the
cultural context and the needs of consumers, as
they are naturally influenced by culture"

"You really need to do this cultural intelligence
analysis, not only in terms of people in internal
how can I approach this, but also in the strategy '

Business
management

"Cultural intelligence is highly important in the
FMCQG industry, considering the nature of the
business and the complexities of operating in

culturally diverse markets"

"It's going to affect how the people are working,
but also the output and success of the company"

"The culture definitely impacts the way the
company is managed, the processes, the outcomes,
how the operation is run, the results"

"Cultural intelligence is basically spread
everywhere, in every step of the strategy”

"The biggest challenge, the international market, is
how you can set the truth in consistent with your
brand purpose. And become relevant in its scope

without changing the requirements"

Adaptation's goal

" Adaptation is made in order to potentiate, of
course, the sales, which is the main objective"

Impact of CQ

on international marketing strategies

Culture

Cultural differences
understanding

“I'll give you an example, in the US you have
some strong sugary products, right? And you can't
force those products, in most European markets
due to cultural differences. You obviously need to
take that into consideration when establishing the
strategy for your market"

Cultural adaptation

"Local relevance. Well, because to build local
relevance, you need to understand the local
consumer and adapt your marketing strategy"

"For instance, cinnamon is culturally a very strong
taste in some markets. For some cereal that you
wanna launch, it’s something that you need to be
aware that in some other markets, it’s not really a
normal flavour there"

"The modern trade market caters to local tastes and
functional needs, such as darker coffee in Vietnam
or coffee with more iron in a certain African
country to combat iron deficiency"

Research

Market research

"Consequently, one strategy that I remember when
I was working at XXX we did, was to study the
market, the consumer..."

"Whole research is done in terms of pricing points
that people feel comfortable with in terms of
benefits, in terms of places they prefer to shop, in
terms of timings they prefer to shop"

"When you are moving from trying to enter a
market that your company is still not in, you also
need to consider all the factors, when moving in.

You know, who are the retailers? How is the

market structured? What is the culture behind that
market, and how are people going to shop"
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"In terms of the partnership first. And then, of
course, there's the market development, the
studies, where, of course, when you want to sell a
product, you need to have a very clear picture of
the possible. What are the consumer needs? What
are the consumer barriers? "

Research Institute

"So that's why we usually do these two parts of the
analysis and then I was saying, after two weeks of
testing a research institute comes back and asks the
person who did the test and asks them a series of
questions and then reports that they send us to the
research institutes"

"We contact two or three research institutes and
hope what we want to do. What is our
requirement? They look for a project and a cost
estimate and then we decide which institute we
want to work with them."

Consumer

Understand
Consumer
Behaviour

" You need to take also the culture into account
and therefore also, the needs and the wants of the
consumers"

"The first and most important thing to get is who
the consumers are"

"You need to understand how is their behaviour
regarding pricing? How is their behaviour
regarding the places they prefer to shop?"

"I learn a lot from, but also have the initiative to
understand better the consumers by trying to go in
the field, trying to understand how they react
differently in supermarkets or seeing for real how
things happen"

Consumer relevance

"In Italy, beauty in itself is seen as something more
important than people in Portugal, in the sense that
certain categories in Portugal, for example, more
related to hygiene, are more relevant compared to
Italy in which beauty in itself, pure beauty is more
relevant”

"And it's very important to understand what is
relevant for consumers"

Product

"And pushing the consumer to buy things that they
don't understand nor relevant for them is not the
right thing to do"

"We try to understand if there are any criticalities
if there is something to change in the product or

product design even simply at the level of packaging
communication"
"The first thing you do is you test products, and
Product testing you test the product to the consumer, so from your
own product in use to your own tests "
"When I was working at XXX we did, was to
Product study the market, and the consumer, and we saw
development that it was probably a possibility to develop a

specific product just for the country”

Impact of CQ on adaptation and Standardization

Business strategy

Strategic planning

"And obviously you can't cater for every single
country, right? So you need to make a plan"

"There are some products that can be used in
almost every country in the world, even though are
not adapted. So, it's a small example to illustrate
the strategic reason behind, we at a local level will
adapt, in helping both sides of the situation"
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"Every multinational struggles on balancing e
between standardizing and also being local”

Business operation

"Thinking from an operational and efficiency
standpoint, every company wants to standardize as
much as possible. But many times, that's not
possible and that doesn't guarantee success"

"Global aspects provide scale advantages, but it is
through tailoring local communication, in-store
materials, stakeholders, and employees that we

create a market-specific impact"

Cost-analysis

" The paper is a very voluminous product, so
making transport within 800 kilometres is the
business still worth it. But when you go beyond
that distance, then it is more cost than profit"

"You need to mix to balance your costs and the
positive outcomes that might come from those
added costs of adaptation"

International
Business

Competition

"If you don't adapt those details to consumers,
another brand is gonna win"

"To consider every factor because there are some
brands who are maybe, you know, local heroes"

Localized
production

"It's easier, to reduce costs by locating factories
also strategically to develop different adaptations”

Minimal Adaptation

"You have a certain type of assortment that is
constant. There are certain types of products that
don't change independently of the location. The
only thing that will change is the label that will be
translated, or it'll be minimally adapted ... but the
product itself is gonna stay the same"

"Are gonna have the same common ground and
then the small adaptations that exist are also to
take advantage of those opportunities in the
market"

Marketing strategy

"In certain countries, TV is still remaining a
significant communication media and advertising,
while other forms of telecommunication may not

have as much reach or impact"

Research

Market Research

"The first thing that we need to omit, it's all local
and local laws and all regulations. We need to
meet all those standards, and that's the minimum
that we need to have to launch the product"

"Talking about international expansion, it’s very
important to do that homework before and have
partners and really be careful about the strategy
that as a company we choose for the international
expansion"

"Companies have to enter the specificities of the
market, of the people, of the culture to adapt."

Impact on Consumer
Behaviour

"Because if you don't adapt in certain types of
products, you're not gonna tell because people are
a lot more engaged in the purchase"

Errors of
adaptation

Consumer
Behaviour

"There might be some countries in which, you
know, for instance, on cereals that some flavours
don't really resonate with the people"

"Our attempt to introduce a product to the French
market failed because consumers did not
understand it. So, it is crucial to understand the
local market before launching a product”
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Ambiguity

"I don't think it's black or white. Because we can
be different, and we can be similar in many ways"

Misunderstandings

"Those are classic examples of in within
understanding the local environment. Even on a
language basis. If you don't do the bare minimum
that you will run into problems with that”

"There was a test launched, a very small one, but
didn't work. And that was a very simple problem
with the naming"

"So we need to check if any of the communication
pillars or tone of voice or whatever we decide to
do in the brand or in the product is an issue for the
local culture"

cQ

Implementation - Challenges

Limitations

Expertise

"It is something that takes a lot of knowledge,
takes a lot of learning, a lot of paying attention"

Hard work

"CQ require a lot of hard work"

Importance of CQ

"So, it's definitely something difficult, but it's
something that makes a huge difference"

Time management

"Building cultural intelligence requires time,
patience, and continuous learning."

Resources

"You need to dedicate a lot of resources to help
employees increase their cultural intelligence to
then adopt in the company strategy"

"The main limitations? For sure resources and their
management throughout the company"

Company's agility

"And the issue is speed, you will have less agility
and less speed to design things and put them in the
market. So, we need more time"

Hierarchy

"I think on personal limitations. it's a hierarchical
thing, you know, there's always somewhere,
Someone very high that will then say, you know,
but I did it in that country and it works. So it will
also work here"

Complexity

"There are always cons, constraints and
limitations. Things are never easy"

Conflicting interest

"Convincing internal stakeholders to change the
way we communicate, the way we are as a brand,
was really difficult. It was a very important
moment about taking risks and taking the right
things to adapt to the new world, the new reality,
the new way..."

"Sometimes there are different interests and
stakeholders within the company and people with
higher and different levels of power and influence

and it's all a dialogue and a discussion"

CQ Implementation - Recommendations

Physical Presence

"One thing that is very relevant is to have a
physical presence in the countries you want to
internationalize"

"It's important to have locations physically where
you want to operate, and then at the same time, it's
super important to ensure that you are having
physical contact with the consumers, with the
market"
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Strategic planning

"I would definitely, make a good plan to partner
with a good company that does research on the
culture, the consumer. The shopper. And I would
for sure, have a visit, a trade visit to the country
where we want to expand and partner"

Cultural adaptation

"As the world becomes more globalized, it is
important for companies to be inclusive and
culturally sensitive in order to effectively compete
in the global marketplace"

Efficient sales team

"Building strong sales teams into the local market I
think is the key to developing cultural intelligence
and having effective international marketing
strategies"

Local Business
Partnership

"With insights into cultural differences and
developing empathy towards our local partners, we
build meaningful connections and develop
collaborations"

consumer-centric

"Specifically, the multinationals, are putting
consumers at the centre. If you do that, you need to
adapt to a local and needs that local relevance
wherever that is needed to win in local markets"

Recommendations
- Organization

Innovation

"The global marketplace of today requires that you
use these cultural differences, understanding
different perspectives, and transforming them in an
innovation for the company"

Corporate structure

"Usually, you have a department that is really
focused on this type of data. You have, usually
consumer insights departments, and they are doing
that work continuously"

"Likely I would say creating the type of
departments of consumer marketing insights are
super crucial because there are people dedicated

only to absorbing our information and to give it to
other departments that are gonna be able to take it
and work it in order to strategize"

"And I would also have a very multidisciplinary
team, to have a 360 perspective on the cultural
differences and the impacts on the various
departments of the company"

"So I would say there is no department for cultural
intelligence but to make it through any project, any
campaign if you don't have it. There is no way you
can integrate really the company spirit, the brands,
and the ways of working and really well go
through and develop yourself within the company"

Recommendations
- Research

Trend analysis

"But we think the big trends and not the ones that
are coming and going to go out and go away. So,
we are looking for the big ones "

Market research

"The objective is always to be able to predict what
is a trend in six months. Because if you can predict
in that timeframe, you can strategize for what is
gonna happen in six months"

"It's important to track that progress, track how it
works, and to take that into account and take into
your strategy

"Firm should always be aware and understand
what happens through good marketing intelligence
and social media monitor"

"Research is critical in everything that you do in
every business"
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" With everything you need to do your research,
but I think is really important to see if there are
cultural differences and if it makes sense to place
your product in another country. And of course,
research.

Consumer Insight

"If you have insights, if you know what the people
want, if you know, how you deliver to them, if you
know their needs, you know, you can better tailor
your product for everyone"

"To give you a recommendation is definitely to
know the local consumer well, so definitely what
to do before launching a product"”

Continuous Learning

"Understanding that thing I was saying previously
that it's always a continuous learning"

Cultural Immersion

"Until you are in the place and leave small things
that make a big difference. And from there you can
gain deep knowledge about it"

Improve personal

CQ

Cross-Cultural
Communication

Respect

Dialogue

"Observing, trying to communicate, ask questions
to be sure, uh, what is expected and what you
expect. It's respect, it's dialogue.

Diversity
Appreciation

Experience-Based
Learning

"Knowing people from these cultures, be interest,
if you are not able to have this kind of contact, it's
really hard to develop it because it's not natural"

Avoiding Prejudice
and Stereotyping

"It may and also helps when you have your
benchmark of your culture. Okay, they are better at
this, and they are worse than if this. Okay, let's try.

No, they are different"”

Humility

Open-Mindedness

"So, people do need to have an open mind in open
mindset and humility when they are exposed to
these kinds of things and not see it is worse or
better"
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Appendix D: Code patterns

Recommendations to
improve international
marketing strategies
with CQ:
o Strategy
o Business
Expansions
o Physical Presence
o Strategic Planning
o Efficient Sales
Team
o Cultural adaptation
o Local Business
Partnership
o Consumer-Centric
o Organization
o Innovation
o Corporate
Structure
e Research
o Innovation
o Trend Analysis
o Market Research
o Continuous
Learning
o Cultural Immersion
o Consumer Insight
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