
1 

 

 

 

 

 

 

 

 

  Program Name: MBA International Business  

Student Name: Parthiv Kantibhai Tadhani 

                                      Student ID: 2422539  

   

 Topic Name - A Study on the Influence of Cultural Intelligence on  

         International Marketing Strategies of Indian IT Firms  

                            Operating in the United States  

                                    Word count : 2277 

                     Supervisor Name - Amir Homayounfard 

                            Submission Date : 07/11/2025 

 

 

  



2 

 

 

Table of Contents 

1. Introduction ....................................................................................................................... 3 

1.1 Background ................................................................................................................. 3 

1.2 Aim ............................................................................................................................. 3 

1.3 Objectives ................................................................................................................... 3 

1.4 Research Question ....................................................................................................... 3 

2. Literature Review .............................................................................................................. 4 

2.1 Cultural Intelligence and International Business Success ............................................. 4 

2.2 Cultural Intelligence and Marketing Strategy Adaptation ............................................. 5 

2.3 The Role of Cultural Intelligence in Relationship Management and Brand Image ........ 5 

3. Methodology ..................................................................................................................... 6 

4. Expected Findings ............................................................................................................. 7 

5. Limitations ........................................................................................................................ 7 

5.1 Dependence on Secondary Data Sources ..................................................................... 7 

5.2 Limited Generalisability .............................................................................................. 8 

5.3 Conceptual and Measurement Challenges .................................................................... 8 

6. Timeframe......................................................................................................................... 8 

7. Conclusion ........................................................................................................................ 8 

References .......................................................................................................................... 10 

Appendix ............................................................................................................................ 11 

 

  



3 

 

1. Introduction  

1.1 Background 

Globalisation has been highly instrumental in changing the business situations in which 

businesses may have to operate under varying cultural and administrative setups. The cross-

ethnic interpretation and the capacity to adapt to the cross-cultural forces has turned into a vital 

strategic prowess to the Indian Information Technology (IT) firms as they venture into the US. 

The notion of understanding, deciphering and appropriately reacting to cultural diversities 

Cultural intelligence (CQ) is a relatively novel occurrence that is adapted as one of the main 

success factors of international marketing (Magnusson et al., 2022). Infosys, TCS and Wipro 

are now the Indian IT giants who have a good presence in the U.S., but their successes in such 

markets are not only due to their technical perfection, but also due to their ability to align their 

marketing strategies with the American cultural outlook and consumer needs. The paper will 

look into cultural intelligence and its effect on marketing adjustment, brand positioning, and 

customer contact of Indian IT corporations in the US. The study intends to add to the emerging 

literature found in the scholarly community regarding the adoption of cultural competence in 

the framework of international marketing management case studies through a thorough 

secondary examination of case studies and industry measurement packages (Randrianasolo et 

al., 2021). 

1.2 Aim 

This research aims to understand the role of cultural intelligence in cross-cultural adaptation 

and competitive advantage on international marketing efficiency of Indian IT companies in the 

United States.  

1.3 Objectives  

1. To assess the correlation between cultural intelligence and marketing performance at Indian 

IT companies.  

2. To determine the impact of cultural intelligence on communication and handling clients. 

1.4 Research Question 

What is the effect of cultural intelligence on marketing performance of Indian IT companies in 

the U.S? 
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2. Literature Review  

2.1 Cultural Intelligence and International Business Success 

Cultural intelligence (CQ) refers to the ability of an organisation to perform in different culture 

settings. It has three dimensions namely cognitive, motivational and behavioural which play a 

role in the manner in which individuals and firms perceive, adapt and behave within 

intercultural circumstances. In the case of Indian IT companies that are venturing into the 

United States, cultural intelligence is a strategic capability which has direct impact on the 

success of such companies internationally (Hazzam and Wilkins, 2021). The skill of identifying 

cultural differences, knowing the main underlying social norms and adapting the 

communication patterns defines the gap in the perception and expectation between the Indian 

and American business set ups. Cognitive cultural intelligence entails a perception of cultural 

systems and values. IT professionals in India that are aware of the etiquette of the U.S. 

workplace, styles of leadership, and communication patterns are better placed to handle 

multicultural teams. Motivational CQ is availability of the willingness and trust in taking part 

in the cross-cultural interaction, which is specifically crucial in the industry oriented on clients 

like IT services. Behavioural CQ can enable leaders and employees to vary their verbal and 

non-verbal language according to the cultural environment of the clients (Gajre and Kejriwal, 

2023). 

Improved cooperation across the world, lowered misunderstanding and augmented 

organisational learning are some of the effects of these dimensions. Outsourcing, client 

servicing, and project delivery is made across borders in the IT sector and in this instance 

cultural intelligence is an acquired asset that adds competitive firms globally. Other Indian IT 

companies like Infosys, TCS and Wipro have been successful in the United States because they 

have incorporated cultural adaptability in their leadership and workforce development 

programs (Gajre and Kejriwal, 2023). The capacity to comprehend the taste of the American 

consumers and professional requirements helps them to achieve trust and reliability. In 

addition, companies that have higher CQ tend to have better relationship management, 

innovation flexibility and problem-solving capacities that ensure business growth in the long-

term. Therefore, cultural intelligence can be discussed as a managerial skill and strategic 

distinctiveness of Indian IT companies aiming at promoting their positions in the American 

market (Hazzam and Wilkins, 2021). 
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2.2 Cultural Intelligence and Marketing Strategy Adaptation 

International marketing does not entail the standardisation of its products but strategic fit to 

enable it to align with the values, style of communication and expectation of the target culture. 

The cultural intelligence will allow the firms to plan marketing strategies that are accepted by 

the locals based on their beliefs, communication and decision making processes (Gajre and 

Kejriwal, 2023). In the case of Indian IT companies in America marketing adaptation requires 

them to modify the brand story, visual images and service offerings to the American business 

culture. Firms that are culturally intelligent adjust the content of their promotion and ways of 

engaging with clients to attract U.S. clients, who are usually sensitive to innovation, efficiency, 

and transparency (Hazzam and Wilkins, 2021). 

Indian IT companies often feature their teamwork methods and worldwide delivery models of 

services in American marketing promotions as a way of keeping to the U.S. focus on teamwork 

and performance liability. The strategy will show culture compatibility and help increase the 

perceived realness of the brand. Cultural intelligence is also another factor that facilitates the 

adaptation of digital marketing through tone of content, interaction trends, and visual appeal 

(Hazzam and Wilkins, 2021). The Indian IT firms also include more direct, concise and factual 

messages to the U.S. audiences, which are communication norms in the local context. The 

nature of customer support services created is also representative of the proactive and solution-

oriented orientation which are liked by American clients. These planned changes through 

cultural insights lead to better brand building, less cultural shock and client satisfaction. As a 

result, CQ strengthens marketing performance, and also leads to attainment of long term 

competitive advantage in the international markets (Gajre and Kejriwal, 2023). 

2.3 The Role of Cultural Intelligence in Relationship Management and Brand Image 

One of the fundamental elements of successful international operation is effective relationship 

management, and cultural intelligence is the core part of the functioning of these relations. 

When applied to the case of Indian IT companies, CQ provides the company employees with 

the opportunity to decode implicit cultural anticipations, empathize, and practice helpful 

communication channels with the customers in the U.S. Indian professionals are likely to 

develop mutual trust, credibility, and respect when they are knowledgeable and deferential of 

the cultural norms of the society with which they engage (Gajre and Kejriwal, 2023). Another 

area where high cultural intelligence plays a significant role is in a multicultural environment 

in resolving conflict and negotiation. Indian IT organizations that have culturally competent 

leaders will find it easy to overcome cultural challenges, which will make business 
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relationships cooperative and sustainable. The skill is specifically applicable in client service 

sectors as long-term relationships and success of the project hinge on relationship stability 

(Hazzam and Wilkins, 2021). 

Moreover, cultural intelligence determines brand image and reputation. Companies that have 

been recognized as culturally adaptive are considered as globally capable, dynamic, and 

professional. This type of perception reinforces consumer loyalty, as well as, improves 

international acknowledgment. The examples of Indian IT-companies such as TCS and Wipro 

have proven it by adherence to cultural diversity training and inclusive leadership that have 

strengthened their image as a stable foreign partner (Hazzam and Wilkins, 2021). Cultural 

intelligence is hence an internal skill and outer indicator of the market. On the one hand, it 

cultivates a multicultural workforce, which can work in a multicultural team, and on the other 

hand, it promotes the image of a firm as an understanding and customer-focused organisation. 

The success of the integration of CQ into the relationships management and branding processes 

will enable the Indian technology companies to remain competitive and increase their influence 

on the global market which is constantly changing and dynamically evolving in the U.S. 

technology sphere (Gajre and Kejriwal, 2023). 

3. Methodology  

The research will assume qualitative research methodology as a secondary study to understand 

the effect of cultural intelligence on the international marketing approaches of the Indian IT 

companies that are doing business in the United States. The research paper will be based purely 

on the available literature, case studies, company reports and academic journals to obtain and 

analyze the information (Stefan, 2021). This method is suitable as it provides with an 

opportunity to thoroughly analyze already existing data and theoretical knowledge without 

engaging primary subjects of the study, thereby guaranteeing ethical simplicity and 

methodology due to its feasibility. The information needed in this paper will be obtained by 

relying on several reliable secondary sources, both in the forms of peer reviewed documents in 

academic journals. Also, the case studies of Indian largest IT companies will be examined in 

order to get to know how cultural intelligence can be applied in marketing in reality (Wood, 

2023).  

The study will be conducted using thematic analysis framework that will involve the 

identification, interpretation and categorisation of recurrent patterns associated to cultural 

intelligence and marketing strategy modification. The major themes are projected to be cross-

cultural communication, localisation of marketing, brand positioning, as well as management 



7 

 

of relationships with clients (Stefan, 2021). Thematic analysis helps the researcher to elicit 

meaningful findings using theory constructs of cultural intelligence (cognitive, motivational 

and behavioural dimension) in relation to marketing strategy elements, which include 

promotion, communication, and brand identity. In order to ensure rigour and reliability, data 

triangulation will be used, in which the insights offered by different sources will be compared 

to confirm the findings. The research study shall be conducted as a presentation in the form of 

graphics like graphs, pie charts and thematic maps to show the relationship between the cultural 

intelligence and the international marketing performance (Wood, 2023).  

4. Expected Findings 

The proposed hypothesis is that cultural intelligence has profound positive utility in improving 

international marketing strategy among Indian IT organizations in the United States. It is 

expected that a company with a greater degree of cultural adaptability will be associated with 

a better client satisfaction, better brand positioning, and a more effective cross-cultural 

communication. It is anticipated that the secondary data will reveal that Indian IT companies 

that are strong in terms of their cultural awareness are able to use the marketing campaigns 

effectively so as to appeal more to the American business values, which includes innovation, 

efficacy, and professionalism (Magnusson et al., 2022). The thematic analysis can indicate that 

CQ can lead to the acquisition of culturally responsive leadership, the improvement of the result 

of negotiations, and the boost of competitive advantage. In addition to this, the relationship 

between the components of cultural intelligence (cognitive, motivational and behavioural) and 

the marketing achievements in terms of client retention, market share and brand perception will 

be presented in a graph and pie chart format. The comparisons of case studies will probably 

point to the fact that the companies, implementing cultural training in the management training, 

show greater marketing consistency and flexibility in their international activities 

(Randrianasolo et al., 2021). 

5. Limitations 

5.1 Dependence on Secondary Data Sources 

The research is mainly based on secondary data which inhibits its capacity to relate first hand 

information or contemporary organisational practices. Academic journals and industry reports 

offer a lot of information, but they might be not up to date with the latest changes in marketing 

tactics or process of making decisions inside the corporation. Besides, secondary information 

can be interpreted biases by the original writers or corporate viewpoints, which have influence 
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on neutrality. Such reliance limits the level of contextual awareness and the possibility of 

finding out more about any particular managerial experience or cultural experience first-hand 

(Jose and Navdeep, 2024). 

5.2 Limited Generalisability 

This study is limited to the Indian IT companies in the United States which might restrict the 

placement of the results in other industries or nations. Knowledge on cultural intelligence and 

marketing adaptation is contextual, that is to say the information learned in the IT industry may 

not fit well in companies in manufacturing, healthcare, and retail. Moreover, the U.S. market 

has its cultural and institutional peculiarities which could not be found in the other Western or 

Asian markets. Consequently, one must take care when generalizing its findings to non-

American or non-IT context (Jose and Navdeep, 2024). 

5.3 Conceptual and Measurement Challenges 

Cultural intelligence is a high dimensional construct that entails cognitive, motivational, and 

behavioural dimensions, which are not always easily measured in studies. Such lack of primary 

data restricts the possibility of such dimensions being empirically validated. Besides, the 

available literature can operationalize cultural intelligence in a different manner which creates 

discrepancies in conceptualizations. The differences in the research methods and use of data in 

the interpretation among secondary sources can be a problem in comparing the outcomes of 

the research. The results are therefore interesting, but they are mostly subjective and hinge on 

the quality of the available scholarly materials (Jose and Navdeep, 2024). 

6. Timeframe 

 

Figure 1: Gantt chart 

7. Conclusion 

The dissertation proposal presents a secondary research project on the topic of investigating 

the role of cultural intelligence in international marketing practices of Indian IT companies in 

the United States. The study will help in improving the knowledge of cultural adaptability in 

relation to brand positioning, effectiveness of communication and relationship with clients. 
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Through the study, the researcher will use secondary data in the form of scholarly sources and 

case studies to demonstrate that cultural awareness enhances the result of cross-cultural 

marketing. The proposed method of thematic analysis and visual representation will yield 

viable insights to academicians and practitioners. In spite of the drawback posed by the lack of 

primary data, the study should deliver a robust conceptual framework and a realistic direction 

to Indian IT companies when facing the international environment with the help of cultural 

intelligence.  
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