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Abstract 
 

This study helps to understand how multicultural encounters in the service industry develop 

when the front-line employee and the customer have different cultural backgrounds. Cultural 

Intelligence (CQ) is a globally recognized way of assessing and improving effectiveness in 

culturally diverse situations. The literature about the concept of CQ explains that this construct 

has an impact on the outcome of multicultural interactions. Therefore, it is interesting to know 

how each dimension of a front-line employee’s CQ influence customer satisfaction when an 

intercultural service encounter occurs. To be able to measure this relationship, a questionnaire 

was designed, and respondents were kindly asked to estimate the perceived level of CQ 

possessed by the front-line employee who served them as well as their level of satisfaction with 

the service. A total of 121 responses were collected. Results shows that the front-line 

employee’s level of general CQ has an impact on the overall final satisfaction of customers. 

Additionally, three among the four sub-dimensions of CQ were tested in this study and they 

were found to be individually linked to an increase in customer satisfaction. The originality of 

this study resides in the fact that many studies investigated the managerial aspect of CQ, but 

only a few have linked the concept to customer satisfaction in the service industry. The 

managerial implications of this study are not to be underestimated. Being aware of how front-

line employees’ CQ can affect the level of satisfaction that customers feel towards the service 

is critical to the continued operation and success of the business. 

 

Keywords 
 

Cultural intelligence, customer satisfaction, intercultural services encounters.  

 

  



 3 

Table of contents 

INTRODUCTION 6 

THEORETICAL FRAMEWORK 11 

THE CONCEPT OF CQ 11 
THE ANTECEDENTS OF CQ 11 
DEFINITION AND CONCEPTUALIZATION OF CQ 12 
RESEARCH AROUND CQ IN INTERNATIONAL MANAGEMENT 19 
CUSTOMER SATISFACTION 20 
THE GENERAL CONCEPT OF CUSTOMER SATISFACTION 20 
CUSTOMER SATISFACTION IN THE SERVICE SECTOR 22 
THE IMPACT OF CQ ON CUSTOMER SATISFACTION 22 
THE IMPACT OF GENERAL CQ ON CUSTOMER SATISFACTION 22 
THE IMPACT OF EACH DIMENSION OF CQ ON CUSTOMER SATISFACTION 26 
THE ROLE OF PCD ON CUSTOMER SATISFACTION 27 

RESEARCH METHODOLOGY 29 

CONTEXT OF THE STUDY 29 
DATA COLLECTION 29 
THE ESTABLISHMENT OF THE ITEMS AND THE CHOICE OF THE SCALES 29 
THE SURVEY PRE-TEST 32 
THE DESIRED SAMPLE AND THE PROCESS OF DATA COLLECTION 32 
DATA ANALYSES 33 

RESULTS 34 

PREPARATION OF THE ANALYSIS 34 
DESCRIPTION OF THE SAMPLE 35 
APPROPRIATENESS OF THE FACTOR ANALYSIS 36 
THE FACTOR ANALYSIS 36 
RELIABILITY ANALYSIS 38 
LINEAR REGRESSION 39 

DISCUSSION 45 

RESUME OF FINDINGS 45 
MANAGERIAL IMPLICATION 47 
LIMITS OF THE STUDY AND FURTHER DEVELOPMENTS 47 
THE REPRESENTATIVENESS OF THE SAMPLE 48 
THE NUMBER OF PARTICIPANTS 48 
THE SCALE USED TO MEASURE CQ 49 



 4 

CONCLUSION 51 

REFERENCES 52 

APPENDICES 58 

OUTPUT SPSS 58 
DESCRIPTIVE STATISTICS 58 
APPROPRIATENESS OF THE FACTOR ANALYSIS 60 
FACTOR ANALYSIS BY DIMENSION 60 
RELIABILITY ANALYSIS 62 
LINEAR REGRESSIONS 63 
QUESTIONNAIRES 67 
ENGLISH VERSION 67 
FRENCH VERSION 70 
ITALIAN VERSION 73 
 

  



 5 

List of figures and tables 

FIGURE 1: THE FACETS OF CQ 14 
FIGURE 2: THE NOMOLOGICAL NETWORK 15 
FIGURE 3: SUB-DIMENSIONS OF CQ 16 
FIGURE 4: THE ELEVEN-DIMENSION SCALE OF CQ 18 
FIGURE 5: FACTORS INFLUENCING CUSTOMER SATISFACTION 21 
FIGURE 6: MODEL OF CUSTOMER SATISFACTION AND LOYALTY 21 
FIGURE 7: VISUAL REPRESENTATION FOR THE RESEARCH MODEL FOR THIS STUDY 28 
 
TABLE 1: SUMMARY OF DEMOGRAPHIC DATA ABOUT THE SAMPLE 35 
TABLE 2: FACTOR ANALYSIS AND RELIABILITY ANALYSIS 38 
TABLE 3: SUMMARY OF HYPOTHESES VALIDATION 44 
  



 6 

INTRODUCTION 

 

The concept of culture is extremely important as it determines many aspects of people’s lives 

(Sharma & Wu, 2018). Throughout time, many definitions of culture have been provided. A 

well-established definition was given by Linton (1945) who described the culture of a society 

as “the way of life of its members: the collection of ideas and habits which they learn, share, 

and transmit from generation to generation” (p. 21). This contribution highlights the idea that 

culture refers to the beliefs, values, and norms shared by a group of people that distinguish them 

from the rest of the world and guarantee the well-functioning of society. Additionally, the 

definition emphasizes the fact that culture is transmitted from generation to generation. This 

can be possible due to socialization, education, and communication between individuals. A 

more recent contribution concerning the concept of culture was made by Hofstede et al. (2010) 

who argued that culture is “the collective programming of the human mind that distinguishes 

members of one group or category of people from another” (p. 6). The consensus that emerges 

from these definitions of culture is that the latter shapes in unique ways how people perceive 

the world, interact with others, and process experiences (Sharma & Wu, 2018).  

In the last few years, the topic of cultural differences has become central because, due to 

globalization, people move around a lot more than they used to, which leads to a multiplication 

of interactions between culturally diverse individuals. If years ago, people were used to interact 

only with individuals of the same culture, and thus cultural characteristics were the same, today 

this is not the case anymore (Lorenz et al., 2017). This multiplication of interactions between 

culturally diverse people also occurred in the service sector. In fact, more and more encounters 

between front-line employees and customers from different cultures exist (Sharma & Wu, 

2018). Bitner et al. (1990) defined these interactions between clients and front-line employee’s 

coming from different cultural backgrounds “Intercultural Services Encounters” (ICSEs). 

Over the years, many studies have highlighted the influence that the cultural background of a 

person has during ICSEs on several facets of the customer’s service experience. According to 

Sharma and Wu (2018), culture shapes people’s expectations, perceptions, evaluations, and 

behavioural intentions during service experiences. The authors also reported that many studies 

tried to explain the impact of culture on different service dimensions, relying on Hofstede’s 

(1980, 1991, 2001) findings. With his framework, Hofstede (1980) allows the differentiation of 

cultures based on their fundamental characteristics. The underlying idea is that people from a 

specific culture will tend to replicate typical attitudes learned during their early life experiences. 
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Hofstede proposed a classification of each culture according to the intensity of the presence that 

each culture had in four specific dimensions: individualism/collectivism, masculinity/ 

femininity, power distance high/low and uncertainty avoidance high/low. The 

individualism/collectivism dimension represent the degree to which societies are integrated into 

groups and the level to which individuals feel part of the group. Individualistic cultures tend to 

put individual objectives and interests before those of society. The masculinity/femininity 

dimension considers the degree to which roles are established in each society and, therefore, 

whether equity between people is respected or not. Societies that are preponderantly masculine 

tend to have rigid roles and a higher level of competitiveness. The power distance dimension 

represents the extent to which inequality between individuals is tolerated in a society. High 

levels of power distance indicate that an important hierarchical distance exists and that people 

at the top of the pyramid have much more power over the others. Finally, the uncertainty 

avoidance dimension consists of how society perceives and deals with uncertainty, meaning 

whether it is accepted and managed with peace or if it is a source of stress. Societies that have 

high levels of uncertainty avoidance tend to escape from what’s not predictable by 

programming the future. These dimensions strongly form and influence the way people live and 

interact with others and are therefore central in the marketing field. For example, according to 

Liu et al. (2001) and Liu and McClure (2001), customers with a more individualistic cultural 

background (e.g., USA) tend to complain more when a service failure happens. On the contrary, 

customers from collectivistic cultures (e.g., China, Singapore, and Korea) are more likely to 

remain silent when faced with similar situations. Poon et al. (2004) argued that this difference 

may depend on the fact that some cultures attribute responsibility only to one side, while others 

tend to distribute it. Additionally, according to Riddle (1992), people from individualistic 

cultures are more autonomous, competitive, and focused on their path and goals. Furthermore, 

they expect from others what they would expect from themselves, and this causes them to 

expect a functional and efficient service. According to Donthu and Yoo (1998), Furrer et al. 

(2000), and Laroche et al. (2005), in individualistic cultures customers generally have higher 

levels of expectation from a service compared to collectivistic cultures. More specifically, as 

explained by Donthu and Yoo (1998), people from individualistic cultures expect the service 

provider to be more empathetic and attentive towards them. They want their needs to be fulfilled 

and are less tolerant than people from collectivistic cultures. Additionally, as explained by 

Herbig and Genestre (1996), people from different cultures perceive and evaluate a service 

based on the expectations they had before entering the experience, which are indeed shaped by 

their culture and what they are used to in their home country. The differences in the process of 
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evaluating a service also depend on which attribute of the service weighs the most for the clients 

(e.g., some attach great importance to price and others to quality), and typically this depends 

on the values of the culture he or she belongs to (Sharma & Wu, 2018).  

These culture-specific differences are important during interactions between people from 

different cultural backgrounds. The fact that every culture brings with it unspoken customs and 

rules means that when people from different backgrounds find themselves interacting, small or 

large misunderstandings can cause conflicts (Paparoidamis, 2019). According to Leong and 

Ward (2000) and Ward (2008), “intercultural interactions may lead to ethno-cultural identity 

conflict”. Stening (1979) argued that having an interaction between two culturally diverse 

people may cause “misattributions, communication gaps, stereotyping, ethnocentrism, 

prejudice, and discrimination”. Additionally, Johnson et al., (2002) added that “intolerance, 

confrontation, and even violence against ethnic minorities may occur” (Sharma & Wu, 2018, 

p. 3). Associated with ICSEs, there is also the central issue of the emotional burden a situation 

may carry. In fact, employees in contact with customers from different cultures often have a 

higher emotional load that can cause stress and anxiety (Kogovsek & Kogovsek, 2014).  

The result is that ICSEs are extremely delicate and require a higher level of attention compared 

to interactions between people of the same culture, as the natural reactions of individuals need 

to be controlled and thought about more. Managing these situations can be difficult and resource 

draining. Despite all the difficulties, service providers need to try to establish a good 

relationship with customers because the increasing competition in today’s economy obliges 

them to do so. Often, service providers only have one opportunity to make a good impression 

and to initiate what hopefully will become a strong and long-lasting relationship with their 

clients. In the service sector, the pressure to create a strong bond is often on the front-line 

employees, as they are directly in contact with clients. Front-line employees are the 

representation of the firm, and if their communication style is efficient, they can constitute an 

element of competitive advantage (Lorenz et al., 2017).  

To be able to handle ICSEs at their best, front-line employees rely on a specific type of 

intelligence referred as CQ. In fact, CQ is a subdimension of the major construct of intelligence. 

The need for this new type of specification arose due to the increasing globalization and 

mobility of people. CQ is a new type of intelligence that explains how some individuals function 

and adapt better than others in culturally diverse contexts (Earley & Ang, 2003). Initially, the 

concept was mainly investigated in the field of management regarding expatriates’ ability to 

adapt to new cultures, but later it was also introduced in the field of international service 
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marketing. However, research about CQ in the field of international service marketing is still 

very limited (Magnusson et al., 2013).  

 

The first conceptualization of CQ was given by Earley and Ang (2003), who described CQ as 

a multidimensional construct composed of three dimensions: cognitive, motivational, and 

behavioural. This conceptualisation served as the foundation for future developments and 

research on the topic of CQ. In the marketing field, CQ holds great importance because it can 

explain how different front-line employees can offer different levels of satisfaction to their 

customers during a similar service experience (Van Dyne et al., 2012).  

Customer satisfaction has been defined by Oliver (1997) as the feeling of pleasure and 

fulfilment that a product as well as a service, or part of it, can provokes in customers after they 

have used that product or service. According to Zeithaml and Bitner (2012), the feeling of 

pleasure and fulfilment might depend on several factors. These factors also include situational 

and personal aspects that make it more complicated for service providers to meet the needs and 

offer a satisfying service of culturally diverse people using a one-size-fits-all approach. Despite 

this difficulty, Kotler (2006) highlights the importance for service providers to be able to satisfy 

their customers, especially in a competitive and increasingly global market.  

In the service sector, being able to satisfy customers with different cultural backgrounds 

requires front-line employees to possess higher levels of CQ (Mohsin, 2006). Given the fact 

that CQ is a multidimensional construct, it becomes interesting to know which dimension of 

the construct has the most impact on customer satisfaction.  

As of today, there are very few studies that have been interested in trying to explain the 

relationship between each dimension of CQ and the final customer satisfaction. This study is 

conceived and intended to investigate the relationship between each dimension of CQ and 

customer satisfaction. Hence, the research question for this study: What is the relative impact 

of the different dimensions of CQ on customer satisfaction in services? 

 

The empirical part of the research was based on data that was collected through a questionnaire. 

The questionnaire was designed to measure the front-line employee’s level of CQ and the 

impact that the latter had on customer satisfaction during an ICSE. The items proposed in the 

questionnaire were mainly extracted from the study of Lam et al. (2021). Therefore, clients had 

to estimate the perceived level of CQ of the font-line employee who served them and later 

evaluate their level of satisfaction with the service.  
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The interest of this study is based on investigating the impact of CQ on customer satisfaction 

and allowing one to understand how CQ can be leveraged by service providers with the aim of 

increasing the satisfaction that their customers derive from the service. The conclusions of this 

study could be useful for companies in the service industry. Knowing how CQ of front-line 

employees impacts customer satisfaction could be of great interest to managers, as it allows 

them to evaluate whether it is necessary or not to increase their training.  

 

This work begins by reviewing the relevant literature, first by introducing the concept of CQ 

and further developments that have been added over time. Secondly, it expresses the importance 

of satisfying customers for service providers. Lastly, this work attempts to explain the 

importance of the link between CQ and customer satisfaction. Based on the literature, four 

hypotheses are proposed as the pillars of this research and motivate the subsequent data 

collection and analyses.  
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THEORETICAL FRAMEWORK 

 

This chapter is divided into three parts. In the first part, the concept of CQ is explained, and the 

main theories concerning the topic are presented. This first section begins with the 

contextualization of the concept of CQ and continues with an explanation of the various studies 

that have led to the development of the latter. In the second part of the literature review, 

customer satisfaction and the importance of this concept in today’s economy are explained. 

Finally, in the third part, the focus is on the relationship between CQ and customer satisfaction. 

This section begins by defining the relationship and investigating the theories and empirical 

research that concern the impact of CQ on customer satisfaction in the service sector. It later 

continues by investigating the impact that each dimension of the construct has on customer 

satisfaction. Finally, the four hypotheses on which this research is based are formulated, and 

together they give rise to the research model. 

 

The concept of CQ 
 

Described below is a review of the existing literature concerning the concept of CQ as well as 

later additions which have been presented.  

 

The antecedents of CQ 
 

To investigate how the concept of CQ came to be, the general idea of intelligence must be 

briefly introduced and understood. The concept of intelligence is fascinating and confusing at 

the same time, and a consensus on the topic is still missing despite several decades of study on 

this topic. Intelligence usually represents the idea that someone possesses the faculties to enable 

them to adapt and function in any given situation, learn from experiences, and exercise different 

skills (Ealey & Ang, 2003). An important contribution on this topic was made by Sternberg and 

Detterman (1986), which consisted of the idea that intelligence resides in different loci of the 

brain. In this sense, different parts of the brain are responsible for different processes that, when 

added together, make up what is trivially referred to as “intelligence”. The first locus of 

intelligence was identified to be the biology dimension, which consisted of structural brain 

aspects such as the neuronal processes that give rise to brain activities. The second locus of 

intelligence was determined to be the cognitive dimension, which consisted of normal 
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cognition, known as what one knows, as well as metacognition, which is understanding one’s 

own and others’ cognitions. The third locus of intelligence was identified as the motivational 

dimension, which consisted of the strength and direction of cognitions. Finally, the last locus 

of intelligence was determined to be the behavioural aspects of intelligence, including the 

mental processes which are behind a person’s actions.  

In addition to knowing that intelligence resides at different loci of the brain, it is also important 

to make it known that different types of intelligence can exist. Throughout time, intelligences 

such as emotional intelligence, social intelligence, or practical intelligence have been theorised. 

According to Thorndike and Stein (1937), social intelligence is the ability to understand both 

our own and others’ attitudes and to create a strategy to cope with social situations. Practical 

intelligence has been described by Wagner and Sternberg (1985) as the capacity of solving 

concrete problems that are not purely academic that some people might possess. Finally, Mayer 

and Salovey (1993) defined emotional intelligence as the ability to cope with all types of 

emotions independently, whether these are one’s own or those of others (Ang et al., 2007). 

According to Earley and Ang (2003), even though these types of intelligence explained people’s 

behaviours in different contexts, what was missing was a type of intelligence that explained 

how some individuals function more easily than others in culturally diverse contexts. 

 

Definition and conceptualization of CQ 
 

Earley and Ang (2003) were primarily motivated by an interest in understanding how some 

people experience fewer difficulties than others when interacting with individuals from 

different cultures. In their work, the authors formally introduced the concept of CQ as “a 

person’s capability for successful adaptation to new cultural settings, that is, for unfamiliar 

settings attributable to cultural context.” (p. 9). Their conceptualization of CQ was initially the 

result of three dimensions: cognitive, motivational, and behavioural dimension. The first 

dimension of CQ was defined as the cognitive dimension of intelligence and included both 

cognitive and metacognitive elements of intelligence. Cognitive elements of intelligence are 

general knowledge regarding cultural rules, customs, and practices acquired through personal 

and educational life experiences. For example, people with high levels of cognitive intelligence 

are familiar with the languages spoken by other people and are therefore able to be more flexible 

during interactions. This dimension of CQ is important because all societies have systems that 

affect their way of life in unique ways. A person’s knowledge of other systems makes it easier 
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to comprehend in depth the patterns that others apply during interactions and relate more 

effectively to them. Metacognitive elements of intelligence are the knowledge a person has 

about mental processes that allows them to acquire, process, and store new information. People 

with high levels of metacognitive intelligence tend to have complex mental processes that 

enable them to be more observant towards other people’s behaviour and try to replicate it during 

the interaction. Metacognitive intelligence is considered a critical component of CQ because it 

engages active thinking about the cross-cultural situation, causes patterns of thought and action 

to shift from habits, and makes people more capable of adapting to differences to achieve the 

desired outcome (Ang & Van Dyne, 2008). The second dimension of CQ is motivational 

intelligence. Even if, in the past, motivation did not have a preponderant weight in the process 

of intercultural relations, the authors argued that in order to successfully adapt to new situations, 

a person needs to have both intelligent and motivated conduct. Motivational intelligence allows 

people to direct their energies towards a specific purpose, which in this case is getting to know 

new cultures and learning new skills from the interaction. In fact, motivation causes people to 

have the desire and drive to continue to push and learn new knowledge about the habits and 

customs of other cultures. This dimension of CQ is therefore crucial, as through motivation, 

people can grow their cognitive intelligence. For example, people with high levels of 

motivational intelligence would be more inclined to speak a foreign language, and this will 

inevitably lead to an improvement in their knowledge (Ang & Van Dyne, 2008). The last 

dimension of CQ is behavioural intelligence. The authors described behavioural intelligence as 

the necessary abilities to explain, predict, influence, and control the future behaviours of other 

people and your own. People usually have an inventory of behaviours that are considered 

appropriate to apply in specific situations, which are determined by practices, rituals, and habits 

belonging to their cultural background. During cross-cultural interactions, people are often 

required to modify overt behaviour, meaning the behaviour that the counterpart can perceive, 

to accommodate the other and avoid misunderstandings. This dimension of intelligence is 

crucial because it allows people to adapt and function efficiently in new cultural contexts. 

Individuals who possess good levels of behavioural CQ are flexible in terms of behaviour as 

they can adjust their attitude depending on with whom they interact (Ang & Van Dyne, 2008). 

The study of Earley and Ang (2003) led to the conclusion that people with higher levels of CQ 

are more likely to function in culturally different contexts than their own. These conclusions 

had massive implications in terms of how companies decided to organize and prepare cultural 

encounters from that moment on. Furthermore, the authors suggested three strategies to handle 

cultural differences during intercultural interactions. The strategies suggested by the authors 
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consisted of finding ways to elevate people’s interest in other cultures, paying attention to the 

non-verbal behaviour of the counterparts, being flexible, and trying to adapt the communication 

based on with whom we are interacting. 

 

Figure 1: The facets of CQ 

 

 

 

 

 

 

 

 

Source: Ott and Michailova, 2018 

 

Based on the assessment made by Earley and Ang (2003), many other variations and additions 

to their original model were made by different researchers that allowed CQ to achieve a greater 

degree of clarification.  

 

A year later, Thomas and Inkson (2004) proposed to separate the cognitive dimension of CQ 

into two distinct and independent dimensions: the cognitive dimension and the metacognitive 

dimension of CQ. In their model, the cognitive dimension represented the knowledge a person 

possesses about other cultures, and the metacognitive dimension represented the mental 

processes that occur in everyone's brain during intercultural interactions and help them adapt 

their behaviour depending on the situation. In proposing this separation into two different 

dimensions, the authors highlight the fact that to have intelligent behaviour, it is not only 

necessary to have knowledge about other cultures, but it is also very important to be able to 

apply this knowledge to the situation and assume suitable behaviours. 

 

Ang and Van Dyne (2008) described the four dimensions of CQ as a series of steps necessary 

to achieve CQ as a construct. The authors proposed the introduction of a “Nomological 

Network” that helps to understand the importance of CQ in the study of intercultural 



 15 

effectiveness. The Nomological Network assumes that four main relationships exist and 

influence an individual’s outcome in intercultural situations. Firstly, distal factors such as the 

Big Five personality traits, core self-evaluation, ethnocentrism, the need for closure, self-

monitoring, demographics, and biological information indirectly influence the four dimensions 

of CQ. Secondly, the four dimensions of CQ affect a series of intermediate or intervening 

variables such as cross-cultural communication apprehension, anxiety, uncertainty, and 

participation in cultural activities. Thirdly, a bilateral relationship exists between the four 

factors of CQ and other types of intelligence such as social intelligence, emotional intelligence, 

or practical intelligence. The last relationship theorised by the authors was related to the 

importance of context, as it could influence the connection between the dimensions of CQ and 

the outcome. This means that in situations where the environment is well structured and the 

tasks are defined, CQ plays less of a role because there is less necessity to adapt to the 

environment. Conversely, in unstructured environments where people are somewhat left to their 

own resources, having strong adaptive skills makes for better results. Also, perceived cultural 

distance could influence the need for CQ. In situations where the distance between the front-

line employee and the clients is perceived as large, CQ result to be more important because a 

major need for adaptation is required. 

 

Figure 2: The Nomological Network  
 

Source: Ang & Van Dyne, 2008, p.11 
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Later, Van Dyne et al. (2010) added new subdimensions to better explain the role that each 

dimension had in the overall construct of CQ. The cognitive dimension depicted the general 

insight a person has about other cultures and the differences between them. This dimension 

includes business, interpersonal, and socio-linguistic knowledge. Business knowledge consists 

of information about legal and economic systems. Interpersonal knowledge consists of what a 

person knows about values, social interaction norms, and religious beliefs in other cultures. 

And finally, socio-linguistic knowledge consists of information about other languages' rules 

and ways to express non-verbal behaviours. The metacognitive dimension consisted of the skills 

that people possess that enables them to find meaning behind the situations they experience. 

This dimension allows people to have opinions on their own mental processes, through which 

it is possible to process information as well as the mental processes of others. This dimension 

is the result of awareness, planning, and checking. Awareness represents what a person is 

conscious of knowing. Planning enables people to put strategies in place. Finally, checking is 

what allows people to follow the progress of relationships and adjust them as necessary. The 

motivational dimension represented the interest and ability to function in new cultural contexts. 

This dimension includes intrinsic and extrinsic interests as well as self-efficacy. Intrinsic 

interest is the fact that individuals derive enjoyment from different experiences. Extrinsic 

interest represents the fact that individuals benefit from experiencing culturally diverse 

experiences. Finally, self-efficacy encompasses the aspects of having confidence and being 

effective in culturally diverse settings. The last dimension was the behavioural dimension, 

which represented a person’s capability to adjust verbal and nonverbal behaviour to be effective 

in culturally diverse settings. Being able to modify verbal and non-verbal behaviour represents 

an increased level of action intelligence. People can either modify non-verbal behaviour by 

paying attention to gestures and facial expressions or verbal behaviour by modifying things 

such as accent and tone. 

 

Figure 3: Sub-dimensions of CQ 

 

 

 

 

 

 

Source: Van Dyne et al., 2010, p. 134 
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With the intent to extend prior work, Van Dyne et al. (2012) proposed new subdimensions of 

CQ. The authors ended up with a model composed by four dimensions and eleven sub-

dimensions. The objective was to better specify the nature of each dimension of the final 

construct. Regarding the metacognitive dimension, three new subdimensions were proposed: 

planning, awareness, and checking. The planning dimension represents the aspect of “thinking 

deeply about a culture and anticipating what needs to be done in advance of the interaction” (p. 

299). The awareness dimension “describes the degree to which people have real-time 

consciousness of how culture influences (i) their own mental processes and behaviours; (ii) the 

mental processes and behaviours of others in intercultural interactions; and (iii) the intercultural 

situation” (p. 299). The checking dimension “involves thinking about and questioning deep-

seated assumptions and adjusting mental models based on new inputs” (p. 299). Concerning the 

cognitive dimension, the authors added only two new subdimensions: culture-general and 

context-specific knowledge. The general knowledge of culture has been defined by the authors 

as the “knowledge of the universal elements that constitute a cultural environment” (p. 301). 

Context specific knowledge “is defined as declarative knowledge about manifestations of 

cultural universals in a specific domain and procedural knowledge of how to be effective in that 

domain” (p. 302). According to Triandis (1994), a domain is “a specific cultural context, such 

as a particular country or part of the world” (p. 301). Regarding the motivational dimension, 

the authors added three new subdimensions: intrinsic interest, extrinsic interest, and self-

efficacy. The intrinsic interest “includes the intrinsic satisfaction gained from novel 

intercultural interactions and the basic enjoyment of working with people from different 

cultural backgrounds. It also includes a fundamental interest in working in diverse groups where 

people come from different cultural backgrounds” (p. 303–304). The extrinsic interest “includes 

a sense of increased employability based on having intercultural experiences and an enhanced 

reputation based on international work experiences. It also includes other tangible benefits that 

can result from international work assignments, such as promotions and access to higher levels 

of responsibility” (p. 304). Thirdly, the self-efficacy to adapt subdimension “focuses on feeling 

capable of dealing with the stresses of adjusting to new cultures. It also includes a sense of 

confidence to interact with locals who have different cultural backgrounds and confidence to 

work in culturally diverse groups and settings” (p. 304). Finally, for the behavioural dimension, 

the authors proposed three new subdimensions: verbal behaviour, non-verbal behaviour, and 

speech acts. In line with the definition proposed by Beamer and Varner (2001), the authors 

argued that the subdimension of verbal behaviour “includes changing the amount of warmth, 

enthusiasm, and formality conveyed by style of expression. Verbal behaviour also includes 
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flexibility in using pause and silence because cultures differ in the extent to which they take 

turns and use or avoid silence” (p. 305). In the same way, in agreement with Westphal et al., 

(2010), the authors stated that non-verbal behaviour “includes modifying facial expressions and 

gestures” (p. 305). Finally, in line with the thinking of Bowe and Martin (2007), the authors 

argued that the speech act dimension consisted of “flexibility in manner of communicating 

specific types of messages such that requests, invitations, apologies, gratitude, disagreement, 

and saying “no” are expressed appropriately based on local standards” (p. 305).  

 

Figure 4: The eleven-dimension scale of CQ 

 

 

 

 

 

 

 

 

 

Source: Van Dyne et al., 2012, p. 301 

 

More recently, Rockstuhl and Van Dyne (2018) proposed a bi-factor model as a meeting point 

in a debate in-between two opposing viewpoints: those who argued that CQ should be 

represented by a one-factor model and those who argued that a four-factor model should be 

used instead. Despite the simplicity, relatability, and precision that a one-factor model can have, 

it also has flaws compared to more complex models. In fact, a four-factor model can more easily 

identify which factors are most responsible for the efficiency of the result. However, the four-

dimensional model could be disadvantageous because it “confounds factor-specific 

contributions with the effect of shared variance among the CQ factors” (p. 126). Therefore, the 

authors, decided to conceptualize CQ with the use of a bi-factorial model. This way, it became 

possible to integrate the idea of a general factor (responsible for the shared variance among all 

the CQ items) and many specific factors (responsible for factor-specific variance in CQ items) 

into the same model. This study is of great importance as having a factor in the model that can 
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explain the variance between all the items that measure CQ allows us to understand, above all, 

what the relationships between the different dimensions are. For example, a person who has a 

higher level of motivational CQ will be more inclined to take an interest in other cultures, which 

will lead to more knowledge, which will result in a higher cognitive CQ. This represents one of 

the possible links that exist between the different CQ dimensions. 

 

Research around CQ in international management  
 

Initially, the concept of CQ was mainly investigated in the field of management in relation to 

expatriates’ capability to adapt to new cultures. 

 

Leung et al. (2014) argued that CQ predicts the psychological and performance outcomes of 

front-line employees. The authors specify that “although all four factors are significantly and 

positively correlated with psychological and performance outcomes, motivational CQ is more 

strongly correlated with psychological outcomes, and metacognitive and behavioural CQ is 

more strongly correlated with performance outcomes” (p. 495). Therefore, the authors 

concluded that “global firms and local firms in ethnically diverse nations cannot afford to ignore 

the intercultural competence of their grassroots employees, and we expect research and theory 

on selection and development of intercultural competence to extend to all organizational levels” 

(p. 510). 

 

Groves et al. (2015) investigated the impact that CQ has on expatriate performance in 

negotiations. The authors highlight how “international negotiation failures are often linked to 

deficiencies in negotiator cross-cultural capabilities, including limited understanding of the 

cultures engaged in the transaction, an inability to communicate with persons from different 

cultural backgrounds, and limited behavioural flexibility to adapt to culturally unfamiliar 

contexts” (p. 210). The study concluded that expatriates with high levels of CQ have more 

interest in negotiation behaviours which allows them to increase their performance. 

 

Rockstuhl and Van Dyne (2018) argued that CQ has an impact on different performance 

outcomes. These performance outcomes are task performance, such as citizenship performance 

and leadership performance. Additionally, the authors concluded that behavioural CQ has an 

impact on citizenship performance whereas motivational CQ on leadership performance. 



 20 

Customer satisfaction 
 

Customer satisfaction is an important topic in the marketing field, and therefore many 

definitions have emerged over the years. 

 

The general concept of customer satisfaction  
 

Oliver (1997) argued that customer satisfaction can be defined as the feeling of pleasure and 

fulfilment that a product or a service (or part of it) can provide to customers after they have 

used that product or service. A similar but more recent definition is given by Kotler (2006), 

who defines customer satisfaction as a “person’s feeling of pleasure or disappointment that 

results from comparing a product’s perceived performance or outcome against his or her 

expectations” (p. 144). Given the fact that customer satisfaction is a feeling, it can vary 

depending on different factors (Hom, 2000).  

 

According to Zeithaml and Bitner (2012), customer satisfaction can be influenced by product 

quality, service quality, and price, as well as situational and personal factors. If the first three 

factors can be easily managed by the company, the last two cannot. In fact, situational and 

personal factors strongly depend on specific characteristics of the product or the service and 

can change from one moment to the next, thus making it very difficult for the company to 

manage them. According to the authors, each one of these four factors has an impact on 

customer satisfaction. The first determinant of customer satisfaction is product quality. The 

second determinant is service quality. Service quality can result either from the perfect 

adherence to the client’s needs or from the absence of flaws in the product or service offered. 

The third factor that has an impact on customer satisfaction is the price of the service. The price 

must be within a certain range of acceptance by the client because otherwise, it will cause a 

decrease in satisfaction. Situational factors are related to the context in which the service is 

provided. These factors can result from situations occurring in the moment when the client is 

obtaining the product or the service and impact the level of satisfaction. For example, the 

number of people present around the client at the time of the interaction as well as the front-

line employee can affect the client’s satisfaction because they might feel pressured. Finally, 

personal factors are characteristics of the individual can affect the perception of the product or 

service and therefore impact satisfaction. For example, the expectations of the client can have 
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an influence on his or her satisfaction with the service because if the expectations of the client 

are not met, he or she will experience a feeling of disappointment that will consequently 

translate into a degrease of satisfaction (Genoveva, 2015). 

 

Figure 5: Factors influencing customer satisfaction  

 

 

 

 

 

 

 

Source: Genoveva, 2015, p. 499 

 

Customer satisfaction is crucial for service providers because it generates several consequences 

that are extremely beneficial to the smooth running of business. According to Baker and 

Crompton (2000), higher quality leads to higher satisfaction levels, resulting in customer 

loyalty. In an extremely competitive world, customer loyalty becomes crucial in order to 

survive and thrive (Kotler, 2006). Companies need to satisfy customers because a satisfied 

client will not only be more likely to repeat the purchase and therefore become loyal but also 

engage in a positive word of mouth with other people (Genoveva, 2015). 

 

Figure 6: Model of customer satisfaction and loyalty 
 

 

 

 

 

 

 

Source: Genoveva, 2015, p. 500 
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Customer satisfaction in the service sector   
 

A specific feature of services is that they involve close contact between the front-line employee 

and the customer (Sharma & Wu, 2018). In fact, according to Lorenz et al. (2017), service 

providers are the “interface between customers and the organization”, and as such, they 

represent “a key source of competitive advantage for service organizations” (p. 488). Kotler 

and Armstrong (2012) argued that the most common way to satisfy customers is by trying to 

deeply understand them as well as their needs and preferences. More specifically, service 

providers need to understand customers’ “(1) needs, wants, and demands; (2) market offerings 

(products, services, and experiences); (3) value and satisfaction; (4) exchanges and 

relationships; and (5) markets” (p. 6).  

 

Nowadays, however, this objective is compounded by the ulterior difficulty of having to satisfy 

extremely different requirements coming from extremely different clients, such that a one-size-

fits-all sales model no longer works. 

 

The impact of CQ on customer satisfaction  
 

Although initially the concept of CQ was often associated with management issues, over time 

it has become a topic of interest also in the marketing sector (Magnusson et al., 2013). In fact, 

recently, the construct has been associated with satisfaction (Neelu & Pallavi, 2015). 

 

The impact of general CQ on customer satisfaction  
 

Years ago, front-line employees in the service industry only had to worry about satisfying 

culturally similar customers but today, this can no longer be true. In fact, because of 

globalization, international tourism and migration have increased, which leads to a 

multiplication of interactions between culturally diverse individuals. With that, a new challenge 

arises because satisfying culturally diverse individuals is more difficult. During ICSEs, a 

person's culture comes into play and determines the way people think and behave. Therefore, 

when in service encounters, a front-line employee is found to interact with a client of a different 

culture, increased attention must be paid to the explicit and implicit rules of the other person’s 

culture. Inevitability, this can be the source of difficult situations (Sharma & Wu, 2018). 



 23 

Regarding the fact that different cultural background in front-line employees and customers 

may disadvantage the interaction, Strauss and Mang (1999) identified two distinct but related 

variables that can possibly become a source of problems in interactions between culturally 

diverse individuals. The first problem has to do with the fact that the service offered by the 

employee does not meet the expectations of the customer. In this case, the performance of front-

line employee lacks in terms of cultural adaptation. The second problem is related to the fact 

that the customer does not maintain the behaviour expected, so the front-line employee has 

more difficulties to deliver satisfactory service. In this case, the customer’s lack of performance 

in adaptation makes the work harder for the front-line employee. In both cases, the situation 

can be resolved if the front-line employee demonstrates a good level of CQ that enables him or 

her to adapt and function well in such situations. In fact, CQ is the ability to function and adapt 

to others’ cultural context, and as such is considered a basic requirement for front-line 

employees to be able to perform their tasks to the best of their ability even when the situation 

involves people from different cultures (Earley & Ang, 2003). 

 

Van Dyne et al., (2010) argued that CQ allows service providers to not just comprehend the 

needs and demands of culturally different customers, but also modify their conduct according 

to the tone of the interaction. According to the authors, when we are confronted with a new 

cultural situation, strategies coming from our cultural background might not be very useful. In 

fact, when we interact with an individual with a different cultural background than our own, it 

is possible that we perceive the other person’s attitude as unusual. In this type of situation, 

people with high levels of CQ can think deeply and adapt their attitude in relation to the 

encounter. On the other hand, people with lower levels of CQ tend to stick to their habits and 

adopt the usual attitude that they would apply to any other interaction, regardless of the culture 

of their counterpart. On the same line of thinking, Paparoidamis et al. (2019) argued that 

“service employees with high CQ carefully use cultural knowledge and express culturally 

appropriate reactions and behaviours in the social exchange with customers from different 

cultures”, and this leads to higher levels of perceived service quality and loyalty. 

 

When it comes to the impact that CQ has on customer satisfaction, Mattila (1999) explains that 

front-line employees with higher levels of intercultural competence are more likely to satisfy 

culturally different clients. That is simply because these abilities enable them to modify their 

attitude towards the interaction and build a service adapted to the culture of the customer. This 
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increased attention on the part of the front-line employee makes the encounter more enjoyable 

for the client, who will therefore retain a higher level of satisfaction. 

 

A similar conclusion was obtained by Mohsin (2006), who conducted a similar study. The 

author concluded that when a service encounter between a front-line employee and a customer 

with different cultural backgrounds happens, front-line employees who are more sensitive and 

attentive to the customer’s culture are more likely to deliver a satisfactory experience. This 

means that higher levels of CQ in front-line employees can represent a competitive advantage 

because client satisfaction can have positive repercussions, such as repeat purchase intention 

and positive word of mouth for the service provider. 

 

Despite the great importance that this topic holds, empirical studies on the impact that CQ has 

on satisfaction are still limited. 

 

Neelu and Pallavi (2015) investigate the impact of CQ on the client’s satisfaction in three 

different luxury five-star hotels in India. The study collected the responses of 696 front-line 

employees and 552 customers through two different questionnaires. The first one was intended 

to be filled out by customers, and what was asked was the level of satisfaction they had with 

the service and the front-line employee’s behaviour. The second questionnaire was intended for 

front-line employees, and they were asked to evaluate their level of CQ as well as their training 

and productivity. Once the data was collected, the analysis required to cross information to 

obtain results. The limit of this method consisted of the fact that front-line employees were 

asked to self-assess their level of intelligence, and this could constitute a basis for responses. 

However, what they were able to prove was the significant influence of CQ on customer 

satisfaction. This means that culturally intelligent front-line employees can deal with diversity 

and adapt to new situations to provide a more satisfactory service. 

 

Another study on the subject was conducted by Presbitero (2017). The study was aimed at 

pointing out the impact of motivational CQ on customer satisfaction in call-center services. The 

data was collected in two steps: initially, call-center workers’ language abilities were tested. 

Six months later, data on the performance of front-line employees was requested, and 

motivational CQ was calculated based on previous tests. What emerged from the results was a 

clear indication that language abilities are positively linked to a front-line employee’s 

performance. 
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Another important study was conducted by Lam and Cheung (2018). The authors investigate 

the implications that CQ and the four sub-dimensions of the construct have on the ability of 

front-line employees to adapt to culturally diverse situations in the hospitality sector. The study 

was based on a survey composed of a 14-item scale measuring CQ. Front-line employees of ten 

different hotels in Hong Kong were considered for a total of 719 responses. The results allowed 

us to prove that front-line employees who possessed good levels of CQ in all the sub-

dimensions theorized were more able to interact with customers from different cultures. 

 

Hassan et al. (2020) conducted a similar study in the real estate sector in Malaysia. The 

objective of their research was to study how different dimensions of CQ affect the satisfaction 

level of customers. The results of the research proved that the dimensions of motivational and 

behavioural intelligence have a significant impact on customer satisfaction, as opposed to 

metacognitive and cognitive intelligence, which have a lower impact on the final satisfaction 

that customers derive from the service. 

 

Another important study was conducted by Lam et al. (2021), investigating the impact that CQ 

and EI have on customers final satisfaction. The data collection research was slightly different 

from most of the previous studies because, in this case, the evaluation of all the dimensions of 

the model was made by clients in Hong Kong. In fact, the authors directly asked Asian and non- 

Asian customers to evaluate the perceived CQ and EI of front-line employees and subsequently 

evaluate their satisfaction with the service provided. In this way, it was possible to eliminate 

the biases that occur when the front-line employee must respond to questions about their own 

CQ. The research concluded that both CQ and EI have a strong impact on customer satisfaction 

and that the impact of CQ is more important than the impact of EI. An interesting conclusion 

that this study permitted to be highlighted was the fact that, overall, Asian hotel guests tend to 

give lower scores compared to non-Asian customers when evaluating a service. According to 

the authors, this happens because the data collection takes place in Hong Kong, and therefore, 

the cultural closeness between the front-line employee and the Asian clients makes 

dissatisfaction more likely if the client’s expectations are not met. 

 

These studies proves that high levels of CQ in front-line employees lead to higher levels of 

customer satisfaction as customers feel more cared for and their needs are met more precisely. 

This gave rise to the first hypothesis (H1) of this research: In the service sector, CQ of front-

line employees is positively related to customer satisfaction. 
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The impact of each dimension of CQ on customer satisfaction  
 

Not only was the impact of the general construct of CQ on customer satisfaction investigated, 

but also the specific impact that each dimension of CQ has on customer satisfaction during 

ICSEs. 

 

Front-line employees with higher levels of cognitive CQ normally possess more knowledge 

about other cultures, which can facilitate interaction (Ang et al., 2003). Thomas and Inkson 

(2004) stated that people with higher levels of cognitive CQ will be more likely to build good 

relationships with clients because of their knowledge, which allows them to be more attentive 

around certain sensitive topics. Brislin et al. (2006) added that front-line employees with higher 

levels of cognitive CQ are more likely to understand similarities and differences between 

cultures, and this often results in a more satisfactory service for the client. Therefore, the second 

hypothesis (H2) of this study can be formulated to test the link between the cognitive dimension 

of CQ and customer satisfaction: In the service sector, cognitive CQ of front-line employees is 

positively related to customer satisfaction. 

 

The metacognitive dimension of CQ represents a person’s ability to collect relevant information 

and conceive behavioural strategies, which makes it possible to fulfill customer needs more 

easily (Paparoidamis, 2019). An important study conducted by Ang et al. (2003) argued that 

metacognitive CQ makes it easier for front-line employees to plan and interpret situations with 

the purpose of being efficient in responding to clients’ expectations. Regarding the impact of 

the metacognitive dimension of CQ on customer satisfaction, Lorenz et al. (2017) found that 

high levels of metacognitive CQ can lead to greater adaptability, which consequently leads to 

greater customer satisfaction. 

 

Motivational intelligence makes front-line employees more inclined to interact with culturally 

diverse people and learn about other cultures’ preferences and habits (Ang et al., 2003). Among 

other researchers, Bandura (2002) argued that the motivational dimension of CQ has a positive 

impact on customer satisfaction. In this regard, front-line employees with a higher level of 

motivational CQ are more likely to be confident enough to deliver a satisfactory service to 

customers in intercultural contexts. Consequently, the third hypothesis of this study (H3) can 

be formulated to test the link between the motivational dimension of CQ and customer 
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satisfaction: In the service sector, motivational CQ of front-line employees is positively related 

to customer satisfaction. 

 

Finally, behavioural CQ allows people to modify their conduct to respond to clients’ demands 

without hurting anyone's sensibilities (Ang et al., 2003). As far as the impact that behavioural 

intelligence can have on customer satisfaction, studies have highlighted the positive 

relationship between the two constructs. Front-line employees who are flexible and can adapt 

to new situations are those who are able to deliver the most satisfactory service experience to 

customers (Neelu & Arora, 2015). Therefore, the fourth hypothesis (H4) allows to understand 

the link between the behavioural dimension of CQ and customer satisfaction: In the service 

sector, behavioural CQ of front-line employees is positively related to customer satisfaction. 

 

The role of PCD on customer satisfaction 
 

The cultural distance between the customer and the front-line employee must be carefully taken 

into consideration in ICSEs because it can have an influence on the perceived service quality 

and the level of satisfaction among customers (Ang et al. 2017).  

 

According to Sharma et al. (2009), perceived cultural distance is the “extent to which people 

from one culture perceive those from other cultures to be different in terms of their ethnicity, 

nationality, language, values, and customs” (p. 229). The authors also explained that when PCD 

is low, meaning that the cultures of the two people interacting are similar, communication is 

generally facilitated, and it is easier to understand the expectations of the other person. When 

PCD is higher, the exact opposite happens (Sharma & Wu, 2018).  

 

Research often considers PCD a source of conflict during ICSEs because it generally affects in 

a negative way the final evaluation of service quality and satisfaction from a customer’s 

perspective. This means that the higher the PCD between people interacting, the more difficult 

it will be to deliver a satisfactory service (Ang et al. 2017). 
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Figure 7: Visual representation for the research model 
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RESEARCH METHODOLOGY 

 

The following chapter presents the methodology used to test the relationship between the 

different components of CQ and customer satisfaction. Firstly, the context of the study and the 

various choices related to it are clarified. Secondly, an explanation of how the data was 

collected is given. Starting with the design of the items, a description of the scale used to assess 

the opinion of the respondents and the pre-testing process is provided before an explanation of 

how the questionnaire was distributed. Finally, an illustration about the statistical tests 

necessary to analyse data and draw interesting conclusions is delivered. 

 

Context of the study  
 

The aim of this study is to investigate the relationship between the various dimensions of CQ 

and the satisfaction of customers in ICSEs. Firstly, the interest lies in establishing that CQ has 

a positive effect on customer satisfaction during an international service encounter. Secondly, 

it is interesting to be able to understand what role each dimension plays in the final satisfaction 

of consumers with the service. 

 

To investigate this relationship, the service sector was chosen. The element that motivates this 

choice was the proximity between customers and front-line employees that characterizes many 

of the activities. The proximity between front-line employees and customers in the service 

sector puts enormous pressure on the company because the moment of the interaction 

constitutes the main opportunity for them to make a good impression and succeed. 

 

It is therefore very interesting to understand, via data collection and analyses, if the theoretical 

relationship between CQ and customer satisfaction is truly there. 

 

Data collection  
 

The establishment of the items and the choice of the scales  
 

The purpose of this work was to determine the nature of the relationship between the CQ and 

customer satisfaction. The approach used in this study was based on the work of Lam et al. 
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(2021). The method presented by the authors allowed us to assess the level of CQ by directly 

asking customers what their perception is about the level of CQ of the front-line employee who 

served them and their level of satisfaction with the service. In fact, according to Kohsaka et al. 

(2015), Rod et al. (2016), and Specht et al. (2007), it is appropriate to assess customer 

satisfaction based on their perception of the service (Lam et al., 2021). 

 

The study conducted was a quantitative study. On the first page of the questionnaire, 

respondents were asked to recall a situation in which they interacted with a front-line service 

employee from a different culture than their own. The situation could have been related to their 

last trip abroad and the interactions they had with service staff in a hotel, restaurant, shop, or 

any other service they used. The encounter might also have occurred in their daily lives in their 

home country, during a service interaction with a front-line employee from another culture. 

Both of these situations were suitable for reference in the questionnaire responses. 

 

The questionnaire was divided into three main parts. In the first part, respondents were asked 

to evaluate, through their perception, the level of CQ of the front-line employees with whom 

they interacted during the ICSEs. In the second part, respondents were asked to evaluate the 

perceived cultural distance between them and the front-line employee as well as their level of 

satisfaction with the service offered by the front-line employee. In the last part, several 

demographical questions were proposed with the aim of collecting some basic information 

about the sample. 

 

At the beginning of the questionnaire, a specific question was asked to be able to exclude 

respondents who had never interacted with a front-line employee from another culture. In fact, 

these customers did not present the necessary conditions to fill out the questionnaire, as they 

would have no actual situation to refer to. The question was formulated as follows: “Have you 

ever interacted with a front-line employee from a culture different than your own?” If a 

respondent negatively answered this question, for them, the questionnaire immediately ended, 

and the respondent was directly sent to the final acknowledgments page. The objective of this 

question was to differentiate between useful and non-useful data in perspective of the analyses. 

 

For the first part of the questions, many items used to conduct this study resulted from the 

literature review. Ang et al. (2007) were the first to propose a scale for self-assessment of their 

own level of CQ for front-line employees. The problem with this scale was that it was the front-



 31 

line employees themselves who assessed CQ, and therefore biases could exist. For this reason, 

Lam et al. (2021) introduced a scale that allowed clients to directly assess their perception of 

the CQ of the front-line employees with whom they had interacted. Their scale was therefore a 

modification of the original scale. However, as also done and explained by Lam et al. (2021), 

the metacognitive dimension had to be excluded from the questionnaire because it concerned 

the front-line employee’s mental processes, and the client could not have any information 

regarding this dimension. Therefore, the survey consisted of questions concerning the three 

remaining dimensions of CQ, including the cognitive, motivational, and behavioural 

dimensions. The total number of items for this section was nine. Of the total of nine items, eight 

were taken from the study of Lam et al. (2021), and only one was added. It concerns the 

motivational dimension of CQ and is: “The service employee appeared stressed during the 

interaction”. It seemed appropriate to add this item because several studies, such as the one 

from Lorenz et al. (2017), point to the fact that stress in ICSEs can represent a break in 

motivation to engage in these types of situations. The questions regarding the level of CQ of 

the front-line employee were proposed in a randomized order to prevent any type of bias in 

responses. 

 

The second section of the questionnaire aimed to investigate PCD and the level of satisfaction 

that the customers had with the service. Regarding PCD, the following question was 

formulated: “I think the cultural background of the service employee is very similar to mine”. 

The purpose of this question was to estimate the intensity of the interaction. In fact, if a client 

perceives the distance between their culture and the culture of the front-line employee as 

important, the front-line employee should adapt more to deliver a satisfactory service, and 

therefore a higher level of CQ is required. Regarding satisfaction, three questions leading to the 

assessment of this variable were proposed. The first question proposed was adapted from the 

study conducted by Brady et al. (2012). The original question was “I am happy that I got service 

from this employee (service firm)” and became “I am pleased to have been served by this 

employee”. The other two items were built to be able to evaluate the satisfaction and the 

fulfilling of customers' expectations towards the service. 

 

Finally, in the third section of the questionnaire, we asked our respondents to fill out some 

personal information about their gender, age, country of residence, and the country where they 

have lived the longest. These questions were necessary to get information about our sample. In 
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this case, only the first question was a multiple-choice question whereas the other three were 

open questions where the respondent had to write in the answer. 

 

A symmetrical seven-point Likert scale was used to evaluate customers' perceptions of CQ as 

well as perceived cultural distance and satisfaction. For each section of the questionnaire, the 

scale was explained as follows: “For each question below, we ask you to choose the answer 

that best reflects your impression from among those provided. Please note that for each 

question, the scale ranges from 1 (“strongly disagree”) to 7 (“strongly agree”)”. All the items 

taken from previous studies were already rated on a 7-point Likert scale, and for this reason, no 

changes were necessary. Instead, for the demographic questions, a mix of proposed answers 

and boxes to type in short words or numbers were proposed. 

 

The survey pre-test 
 

A pre-test was carried out before contacting the actual sample. The pre-test consisted of a 

specific controlled test of the questionnaire and was intended to find out potential errors in 

wording or writing but also to know how long it took to complete the entire questionnaire. In 

this case, since the questionnaire was translated into three different languages (i.e., English, 

French, and Italian), a pre-test for each language of the questionnaire was conducted. For each 

language, an English, French, and Italian native speaker were respectively asked to perform this 

test by assessing the overall comprehensibility of the questionnaire and the time required to 

complete it. The three people selected to perform this test agreed that the questionnaire took 

approximately five minutes to complete. Furthermore, following some grammatical and 

punctuation corrections, all three agreed that comprehension of the questions was easy. The full 

versions of the questionnaires translated into the three languages can be found in the appendix 

of this document. 

 

The desired sample and the process of data collection 
 

The nature of the study did not require any special pre-conditions other than having already 

interacted with a person from a different cultural background during an ICSEs. Roughly, the 

objective for this study was to get 50% of men and 50% of women responding to the 

questionnaire to have an equal distribution based on the gender of the respondents. Regarding 
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the age of the respondents, the intention was to obtain the same amount of data from the three 

main age groups (0–25, 25–50, and 50+) that have been chosen. Clearly, in terms of the sample 

size, the ideal number of respondents was the biggest number achievable, but a minimum of 

100 respondents was considered necessary. Given the fact that the questionnaire was open to 

everyone, it was impossible to precisely control the demographic characteristics of respondents. 

 

For this research, data was collected using a “convenience sampling” method. With this 

sampling method, respondents are selected based on how easily they can be reached by the 

person carrying out the research. It is a non-probability sampling method, and this means that 

the people in the population do not all have an equal probability of participating in this study 

(Omair, 2014). 

 

The process of data collection started once the surveys were ready and pre-tested. A link was 

generated for each language and sent out via common communication channels such as 

WhatsApp and Instagram. The general response was positive. Many people declared that the 

survey was easy and fast to fill out. However, a few people expressed some difficulties related 

to the questionnaire. These difficulties have been taken into consideration and analysed in the 

section dedicated to the limits of this study. 

 

Data analyses  
 

All the analyses were conducted with the help of a statistical tool, SPSS statistics. 

 

To study the collected data, three main statistical analyses were used in this study. The first 

analysis was the factor analysis. Factor analysis is a well-known statistical method that enables 

one to determine the minimal number of factors necessary to enclose various items. Later, a 

reliability analysis was conducted for each dimension that resulted from the factor analysis to 

assure the internal reliability of the factors. Finally, the last analysis that was carried out was a 

regression analysis that allowed the testing of the hypotheses formulated at the end of the 

literature review. In fact, with this analysis, each hypothesis was to be taken into consideration 

and accepted or rejected. This will allow to draw conclusions from the entire study. 
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RESULTS 

 

The next chapter of the study is dedicated to the analysis of the data collected via the 

questionnaire. In approximately two weeks (from March 13 to March 27, 2023), a total of 121 

responses were obtained from the questionnaire. In addition to these 121 people, 71 people 

opened the link but did not complete the questionnaire. Therefore, only the 121 complete 

answers were considered and analysed.  

  

In the first part of this chapter, the profiles of the respondents were analysed. The 

appropriateness of the factor analysis was then checked before the actual factor analysis was 

carried out. Next, the internal reliability of each factor was assessed. And finally, linear 

regression was chosen to confirm or reject the hypotheses of this study. 

 

Preparation of the analysis  
 

Before starting to analyse the data collected via the questionnaire, it was necessary to adjust 

some responses to make the process smoother.  

  

The first necessary adjustment was to harmonise the answers to the questions “In which country 

do you live?” and “In which country did you live the longest?” as three questionnaires in 

different languages were proposed. In fact, people usually responded to this question in their 

native language, but this obviously caused a problem in the process of analysing the data. This 

problem could be avoided by proposing for example the use of a radio list where only the choice 

between “Swiss” and “Other” were possible as these were the only information necessary to 

the analysis.  

  

The second adjustment necessary was to reverse the scale of the responses related to the third 

item of the motivational CQ: “The service employee appeared stressed during the interaction”. 

In fact, this question was formulated in an opposite way compared to other questions. The 

question stated that the front-line employee was stressed during the interaction, and 

consequently, a high score from the part of the respondents would indicate a low level of 

motivational CQ. To make this question comparable to all the other questions, it was necessary 

to invert all values with the help of SPSS.  
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Description of the sample  
  
The objective of obtaining a sample of 50% women and 50% men can be considered only 

partially achieved, as in this case, the percentage of women who answered the questionnaire 

was 55,4 % and the percentage of men was 42,1%. Regarding the presence of three balanced 

age groups, it was more difficult to obtain data from people in the third age group. In fact, the 

0–25 (43,0%) and the 25–50 (40,5%) categories were more balanced in terms of the percentage 

of respondents, but the third category had a much smaller percentage of respondents (16,5%) 

belonging to it. Obviously, Switzerland was the country where most of our respondents live 

(87,6%). The rest of the sample was composed by people who live in United Kingdom (7,4%), 

Italy (3,3%) and Canada (0,8%). The percentage was slightly different when it came to the 

country where people lived the longest. In this case Switzerland was also the number one 

country where the respondents have lived (78,5) followed by Italy (9,1%), United Kingdom 

(7,4%), United States of America (2,5%), Canada (0,8%) and Algeria (0,8%). Finally, it is 

interesting to note that the questionnaire was mainly filled out in Italian (74,4%). The second 

language was French (19%) followed by English (6,6%). 

 

Table 1: Summary of demographic data about the sample 

Categories Number of respondents  Percentage 

Language of the questionnaire Italian 90 74,4% 

French 23 19,0% 

English 8 6,6% 

Gender Male 51 42,1% 

Female 67 55,4% 

Other  1 0,8% 

Prefer not to answer 2 1,7% 

Age 0–25 52 43,0% 

25–50 49 40,5% 

50< 20 16,5% 

Country of residence Switzerland 106 87,6% 

Other 15 12,4% 

Country where lived the longest  Switzerland 95 78,5% 

Other 26 21,5% 
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Appropriateness of the factor analysis  
 

Before conducting a factor analysis, it was necessary to test if collected data was suitable for 

this purpose. To establish this, the Kaiser-Meyer-Olkin index (KMO) and the Bartlett test for 

sphericity are used.  

 

The KMO index indicates if the sample is adequate to conduct a factor analysis. In order it to 

be, the result must be higher than 0,5. Kaiser (1974) suggested that statistic results for this test 

that are higher than 0,9 are marvellous, lower than 0,9 but higher than 0,8 are meritorious, lower 

than 0,8 but higher than 0,7 are middling, lower than 0,7 but higher than 0,6 are mediocre, lower 

than 0,6 but higher than 0,5 are miserable, and all that are lower than 0,5 are unacceptable. In 

this study, the KMO index on all the items measured on a Likert scale from 1 to 7, conducted 

with a Varimax rotation, resulted in 0,875. This meant that the sample was considered suitable 

for a factor analysis.  

  

The Bartlett test for sphericity assess the null hypothesis that there is no correlation in the data 

set. To carry out a factor analysis, what would be expected is to see the null hypothesis rejected 

in favour of the opposite hypothesis that confirms the existence of correlation between 

variables. This can only happen if the p-value is smaller than 0,05 (p-value < 0,05). In the 

context of this study, the p-value was lower than 0,001 (p-value < 0,001). Therefore, the null 

hypothesis was rejected in favour of the opposite hypothesis, meaning that correlation between 

variables existed, and consequentially, a factor analysis was suitable to be executed.  

  

Once the relevance of the factor analysis was established, it could be carried out. 

 

The factor analysis  
 

In the context of this study, a factor analysis by dimension seemed more suitable. In fact, since 

the study was conceived around the scale of measurements proposed by Lam et al. (2021), the 

main objective was to determine whether the items in each dimension significantly measured 

the dimensions. Therefore, factor analysis for each dimension of CQ and for satisfaction was 

conducted separately but in parallel. The results are summarized in Table 2, and the analysis 

output is presented in the appendices. 
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The cognitive CQ dimension: The factor analysis on cognitive CQ only presented one factor 

composed of three items (cog1, cog2, and cog3). This means that the items all measured the 

same construct, which was good because it was coherent with literature. Nevertheless, the first 

item (cog1) resulted in a low factor loading (0,608), and therefore it has been subsequentially 

eliminated, and only the two other items (cog2 and cog3) were considered for the continuation 

of the study. The new factor analysis with only the two remaining items still showed that one 

factor existed, and under this factor, the items obtained very good factor loadings. Additionally, 

the two items together explained the 86,708% total variance of this factor in the data collected. 

Therefore, it was possible to conclude that the first factor in the model was composed of the 

two items measuring cognitive intelligence (cog2 and cog3).  

  

The motivational CQ dimension: The factor analysis on motivational CQ only presented one 

factor composed of three items (mot1, mot2, and mot3). This means that the three items all 

measured the same thing. However, the third item (mot3) resulted in a low factor loading 

(0,571) and therefore was not considered for the continuation of the study. The new factor 

analysis, considering only the two remaining items (mot1 and mot2), showed that the two items 

can be regrouped under the same factor because the factor loadings are high. Additionally, the 

two items together explained 74,184% of the total variance of this factor for the collected data. 

It was possible to conclude that the second factor of this study was measured by the two items 

measuring motivational intelligence (mot1 and mot2). 

  

The behavioural CQ dimension: In this case, all the items (beh1, beh2, and beh3) were loading 

under one dimension, resulting in strong factor loadings. This means that there is no need to 

eliminate any of the proposed items, in contrast to what happened with the previous two factors. 

All three items widely measured the factor they were supposed to measure. Additionally, 

together, the three items explained 80,588% of the total variance of this dimension for the data 

collected.  

  

Satisfaction: Satisfaction was measured by three items (sat1, sat2, and sat3), and the factor 

analysis on these dimensions showed that all three items loaded under only one dimension. 

Additionally, all the items used to measure satisfaction had a high value of factor loading, so it 

was appropriate to maintain all three items in the study. It was important to note that together, 

the three items of satisfaction explained 91,394% of the total variance of this factor among the 

collected data. 
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Reliability analysis  
 

Once the validity had been confirmed through the factor analysis, it was crucial that the items 

measured each dimension accurately. To be able to assure this, a reliability test was needed. 

Generally, the objective of a reliability test is to see if the questions are clustered around the 

same factor, and this must be done for each dimension.  

 

In this case the value of the Cronbach alpha test for each dimension were used to test the 

reliability of each dimension. The results are summarized in Table 2, and the output of the 

analysis is presented in the appendices. The Cronbach alpha test usually shows a value within 

the range of 0 to 1. The higher the value, the better the internal reliability is proven to be. A 

minimal level of acceptance is usually 0,7 for factors measured by three items.  

  

The Cronbach alpha resulted from the reliability analysis on the cognitive and the behavioural 

dimensions of CQ as well as the satisfaction dimension all resulted higher that 0,7 and therefore 

there was no doubt that the reliability was proven. On the contrary, the dimension of 

motivational CQ presented a lower score but nevertheless it has to be considered that the 

dimension is only composed by two items and due to this reason, it’s possible to consider these 

results as acceptable and confirm the internal reliability of the dimension.  

 

Table 2: Factor analysis and reliability analysis 

Question Cognitive Motivational Behavioural Satisfaction ! 

cog2 0,931    0,846 

cog3 0,931    

mot1  0,861   0,652 

mot2  0,861   

beh1   0,877  0,879 

beh2   0,921  

beh3   0,895  

sat1    0,943 0,952 

sat2    0,977 

sat3    0,948 
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At this point, the validity and reliability of the items were proven, and therefore it was possible 

to aggregate the different items into variables. Aggregating the items into variables means 

creating a new variable for each factor resulting from the analysis previously performed. When 

creating a variable, the process consists of adding together all the items and dividing the result 

by the number of items considered. For example, the items cog2 and cog3 were added together 

and divided by 2 to create the variable “Cognitive CQ”. The same thing was done for the 

“Motivational CQ” variable composed by items mot1 and mot2, the “Behavioural CQ” 

composed by the items beh1, beh2, and beh3, and finally for the “Satisfaction” variable 

composed by the items sat1, sat2, and sat3. Additionally, the variable measuring the general 

construct of CQ was created following the same rule but, in this case, aggregating the 

dimensions of cognitive, motivational, and behavioural CQ. This allowed the linear regression 

to be performed and the hypotheses of the research model to be tested. 

  

Linear regression  
 

When testing the effects that variables have on each other to see if the hypothesis formulated is 

accepted or rejected, a linear regression is usually the best statistical method to do so. This 

analysis enables to test if the data regressed naturally around a straight line, which would mean 

that there is a relationship between the specific variables taken into consideration. For this 

study, this means that the objective was to understand if higher levels of CQ of any kind were 

positively related to customer satisfaction during ICSEs. 

  

A linear regression in SPSS aims to test the relationship between one or several independent 

variables and one dependent variable. In the context of this study, the independent variables 

were the general construct of CQ as well as the three subdimensions of the latter, namely: 

cognitive, motivational, and behavioural CQ. On the other hand, only one dependent variable 

was tested, and it was the satisfaction variable. An independent variable is the manipulated 

variable, and a dependent variable is the observed variable. In this study, the manipulated 

variables were the variables measuring the general level of CQ as well as the three variables 

measuring each sub-dimension of CQ. The observed variable was customer satisfaction.  

  

In the following liner regressions, PCD was used as a control variable with the aim of 

eliminating the effects that a higher or lower PCD between the front-line employee and the 

customer could have on the overall level of satisfaction. In fact, this study aims to investigate 
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the impact of CQ on customer satisfaction, so the influence of PCD must be controlled. The 

objective was to avoid confusing a lower level of PCD with a higher level of front-line 

employee CQ, and vice versa. In fact, if the effect of the PCD is not controlled, a good level of 

satisfaction with the service experience expressed by the customer could have been both the 

result of a high level of CQ on the front-line employee's part and the consequence of a less 

demanding situation in terms of adaptation due to a hypothetical proximity of cultures. By 

controlling the variable in question, the effect of PCD is eliminated, which makes it possible to 

assess only the impact that CQ has on customer satisfaction. 

 

When conducting a linear regression analysis, a threshold must be chosen in advance for the 

accepted probability of error. Usually the values chosen are 10%, 5% and 1%. The higher the 

threshold chosen, the less precisely the model hypotheses are tested. Most researchers choose 

a threshold of 5%, and in this study, the same choice was made. This implies that if the p-value 

for a regression was higher than 5%, the hypothesis had to be rejected (Rousson, 2013). 

  

In the research model, four different hypotheses were formulated. Therefore, there was a need 

to carry out four different linear regressions, testing each hypothesis separately. The first 

relationship that was tested was between the general construct of intelligence and satisfaction. 

Later, all other relationships between each sub-dimension of CQ and customer satisfaction were 

tested as well. In the following paragraphs, the results of each regression are briefly discussed, 

but the direct outputs provided by SPSS are presented in the appendices section. 

  

The first linear regression carried out was between the general construct of CQ and customer 

satisfaction. This regression aimed to prove that when the general level of CQ in the front-line 

employee grows, the same should happen to customer satisfaction. To do so, a linear regression 

was performed with the help of SPSS. The first result that was considered was the value of the 

coefficient of determination (R2). Which provides information about the goodness of fit of a 

model. In other words, the R2 value tells how well the line of the linear regression approximates 

the data. The value can range between 0 and 1, and higher values indicate that the model fits 

the data better. For the first linear regression that was performed, the R2 had a value of 0,490. 

This result shows that 49,0 % of the variance in the dependent variable (satisfaction) can be 

explained by the independent variable (general CQ). This number is not very high, but it is 

considered acceptable (Rousson, 2013). The second result that was considered was the p-value 

in the ANOVA table. When a linear regression is carried out, a null hypothesis must be 
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formulated in order to evaluate whether the latter can be accepted or rejected. In this case, the 

null hypothesis was formulated as follows: “In the service sector, CQ is not positively related 

to customer satisfaction”. The hope was obviously to be able to reject this hypothesis in favor 

of the opposite hypothesis: “In the service sector, CQ is positively related to customer 

satisfaction”. To determine if the null hypothesis is accepted or rejected, the p-value in the 

ANOVA table must be lower than 5% (0,05) because the lower the p-value, with the more 

confidence it is possible to reject the null hypothesis. In this specific case, the p-value was lower 

than 0,001 and therefore it was possible to safely reject the null hypothesis in favor of the 

opposite hypothesis and conclude that in the service sector, CQ is indeed positively related to 

customer satisfaction. Finally, the last results that were considered were the sign and the value 

of the ! coefficient resulting from the table of coefficients. In linear regressions, the ! 

coefficient represents the proportion by which the dependent variable grows with each unit 

increase in the independent variable. The sign of the ! coefficient indicates the direction and 

value of the intensity of the relationship between the two variables. However, before 

interpreting the ! coefficient, the significance of the latter must be proven. This can be done by 

verifying that the p-value associated with the coefficient is lower than 0,05. In this specific case, 

the p-value was lower than 0,001, therefore it was possible to evaluate the sign and value of it. 

Here, the ! had a positive sign, which indicates that when the CQ of the front-line employee 

grows, the level of customer satisfaction does the same. On the other hand, the value of the ! 

expresses the increase in the outcome variable (satisfaction) caused by the increase in the 

predictor variable (general CQ). In this case, the ! value of 0,720 showed that for each one unit 

increase in general CQ, satisfaction among customers would increase by 0,720. Hence, from 

this first linear regression, it was possible to conclude that general CQ and customer satisfaction 

are positively linked, and this means that when CQ in front-line employees increases, the level 

of satisfaction in customers follows.  

 

The second linear regression carried out was between the cognitive dimension of CQ and 

customer satisfaction. This regression aimed to prove that the growth in front-line employees’ 

cognitive CQ can positively impact the level to customer satisfaction. In this case, the first result 

that was considered was the value of the coefficient of determination (R2). For this second 

regression, the R2 had a value of 0,327, which meant that 32,7 % of the variance in the 

dependent variable (satisfaction) can be explained by the independent variable (cognitive CQ). 

This number was slightly low, but the reason behind this could reside in the fact that other 

variables explained the satisfaction better. The second result taken into consideration was the 
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p-value in the ANOVA table. The null hypothesis in this second regression was formulated as 

follows: “In the service sector, cognitive CQ is not positively related to customer satisfaction”. 

The objective was to be able to reject this hypothesis in favour of the opposite hypothesis, which 

was “In the service sector, cognitive CQ is positively related to customer satisfaction”. In this 

second regression, the p-value was lower than 0,001 which allows to reject the null hypothesis 

and conclude that in the service sector, cognitive CQ is indeed positively related to customer 

satisfaction. Finally, the third result that was considered in this second regression between 

cognitive CQ and customer satisfaction was the ! coefficient sign and value. The significance 

of the ! was confirmed because the p-value associated with had a value lower than 0,001. 

Regarding the ! coefficient sign, this linear regression showed a ! with a positive sign, which 

means that for every increase in the predictor variable, the outcome variable would also 

increase. The value of the ! was 0,578 and this showed that for each unit increase in cognitive 

CQ, satisfaction among customers will increase by 0,578. For this second linear regression, it 

was possible to conclude that cognitive CQ is positively related to customer satisfaction, which 

means that when front-line employees have higher levels of cognitive CQ, the level of 

satisfaction among customers increases. Despite this, there may be better variables that predict 

the level of satisfaction among customers than cognitive CQ. 

 

The third linear regression that was carried out was between the motivational CQ and 

satisfaction. This regression wanted to prove that the growth in front-line employees' 

motivational CQ can positively impact customer satisfaction. The first important result that was 

obtained with this regression was the value of R2. In this specific case, R2 was 0,519. This result 

is considered acceptable and means that 51,9 % of the variance in the dependent variable 

(satisfaction) can be explained by the independent variable (motivational CQ). The second 

result that was interesting to take into consideration was the p-value in the ANOVA table. The 

null hypothesis in this third regression was formulated as follows: “In the service sector, 

motivational CQ is not positively related to customer satisfaction”. The objective was to be able 

to reject this hypothesis in favour of the opposite hypothesis, which was “In the service sector, 

motivational CQ is positively related to customer satisfaction”. Thanks to the fact that the p-

value associated with this test was lower than 0,05, it was possible to reject the null hypothesis 

in favour of the opposite one, which proved that in the service sector, motivational CQ is indeed 

positively related to customer satisfaction. The third result worth mentioning is the sign and 

value of the ! coefficients. The ! coefficient can be considered significant because the p-value 

associated with it was lower than 0,05. In this case, the ! had a positive sign, which meant that 
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for every increase in the predictor variable, the outcome variable will also increase. The value 

of the ! was 0,734 and this indicates that for each unit increase in motivational CQ, customer 

satisfaction would increase by 0,734. For this third regression, it is possible to conclude that 

motivational CQ is positively related to customer satisfaction, which means that when front-

line employees have higher levels of motivational CQ, the level of satisfaction among 

customers increases. 

  

The fourth and final linear regression that was carried out was between the behavioural CQ and 

satisfaction. This regression aimed to prove that the growth in front-line employees of 

behavioural CQ can positively impact the level of customer satisfaction. The first result taken 

into consideration was an R2. In this case, the value of the R2 was 0,304. This result meant that 

30,4 % of the variance in the dependent variable (satisfaction) could be explained by the 

independent variable (behavioural CQ). This result is quite low, and the reason could be that 

other variables explain the satisfaction better than behavioural CQ. The second important result 

for this linear regression is the p-value associated with the hypothesis test. In fact, the null 

hypothesis in this fourth regression was formulated as follows: “In the service sector, 

behavioural CQ is not positively related to customer satisfaction”. The objective was to be able 

to reject this hypothesis in favour of the opposite hypothesis, which was “In the service sector, 

behavioural CQ is positively related to customer satisfaction”. In this case as well, the p-value 

associated with the test was lower than 0,05, and therefore it was possible to reject the null 

hypothesis in favour of the opposite one that stated that in the service sector, behavioural CQ 

is indeed positively related to customer satisfaction. Finally, the third and last result analysed 

for this fourth linear regression is the ! coefficient. The significance of the coefficient is 

confirmed by the fact that the p-value associated with it is lower than 0,05. For this linear 

regression the ! had a positive sign and a value of 0,552. This result means that for each unit 

increase in behavioural CQ of front-line employees, the level of satisfaction with the service 

among customers increases by 0,552. Hence, behavioural CQ is positively related to customer 

satisfaction, and this means that when front-line employees have higher levels of behavioural 

CQ, the level of satisfaction among customers increases. However, there may be better variables 

that predict the level of satisfaction among customers than the behavioural CQ. 

  

From these linear regressions, we can conclude that general CQ as well as the three sub-

dimensions of the construct have a significant relationship with customer satisfaction. However, 

the intensity in the prediction changes from one dimension to the other. In fact, the general 
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construct of CQ and the motivational sub-dimension of CQ had higher values in terms of ! 

coefficient, which meant that they better predicted the level of satisfaction. 

 

Table 3: Summary of hypotheses validation 

Hypothesis  Hypothesis description Validation  

H1 In the service sector, CQ of front-line 

employees is positively related to customer 

satisfaction. 

Yes 

H2 In the service sector, cognitive CQ of front-line 

employees is positively related to customer 

satisfaction. 

Yes 

H3 In the service sector, motivational CQ of front-

line employees is positively related to customer 

satisfaction. 

Yes 

H4 In the service sector, behavioural CQ of front-

line employees is positively related to customer 

satisfaction. 

Yes  
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DISCUSSION 
 

Resume of findings 
 

The purpose of this study was to investigate the link between CQ and customer satisfaction 

during ICSEs. In fact, the research question from which the study started was the following: 

What is the relative impact of the different dimensions of CQ on customer satisfaction in 

services?  

 

The first important result that this study has been able to demonstrate is that there is indeed a 

relationship between CQ and customer satisfaction in ICSEs. Not only was the relationship 

between the two variables significant, the ! also indicated that the intensity of this relationship 

was important. This result is of extreme interest as it proves that in this specific case, front-line 

employees who are perceived to have higher levels of CQ by their clients are usually better able 

to satisfy them even if they have different cultural backgrounds. In other words, people with 

greater knowledge of other cultures are more likely to deliver satisfactory services. The reason 

behind this conclusion was obviously drawn from literature and consist of the fact that front-

line employees with higher levels of CQ are more able to adapt and function in contexts that 

are culturally different from what they are used to, and this leads them to be better perceived 

by the client (Van Dyne et al., 2010). As said before, culture is part of every human being and 

shapes our expectations, perceptions, and evaluation of every situation we experience (Sharma 

& Wu, 2018). Therefore, in a multicultural context, a front-line employee who possesses high 

CQ means that he or she can sense the difference between the two cultures and act accordingly. 

This often results in a more satisfactory service for clients because they feel more cared for and 

respected (Paparoidamis et al., 2019). Overall, this first result is aligned to previous findings in 

the literature.  

 

However, this study did not limit itself to merely investigating the relationship between CQ and 

customer satisfaction but also focused on the relationship between three out of four sub-

dimensions of CQ and their relationship with customer satisfaction. In other words, the aim was 

to see if front-line employees with higher levels of cognitive, motivational, or behavioural CQ 

could somehow influence the level of customer satisfaction during ICSEs. All three linear 

regressions proved the existence of a significant relationship between the three sub-dimensions 
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of CQ and customer satisfaction. The intensity of the relationship obviously changed for every 

independent variable considered. However, the ! coefficients for the cognitive and behavioural 

dimensions of CQ were slightly lower than expected, which meant that the relationship exists, 

but it is not as strong. As anticipated by the literature, the cognitive and behavioural dimensions 

of CQ have an impact on customer satisfaction. In this regard, Thomas and Inkson (2004) 

supported the idea that people with higher levels of cognitive CQ will be more likely to build 

good relationships with clients because of their knowledge, which allows them to be more 

attentive around certain sensitive topics. Similarly, Brislin et al. (2006) added that front-line 

employees with higher levels of cognitive CQ are more likely to understand similarities and 

differences between cultures, and this often results in a more satisfactory service for the client. 

This study was able to prove the existence of a relationship between the two variables, but the 

intensity of this relationship was found to be slightly weak. The same applies to the behavioural 

dimension. In fact, the behavioural dimension of CQ, according to the literature, is linked to 

customer satisfaction, meaning that higher levels of behavioural CQ will result in higher levels 

of customer satisfaction. According to Neelu and Arora (2015), front-line employees who are 

flexible in terms of behaviour and can adapt to new situations are those who are able to deliver 

the most satisfactory service experience to customers. This data reflected the existence of a 

relationship between the variables but found that the intensity of the relationship was slightly 

weak. On the other hand, the motivational dimension of CQ was proven to have a high ! and 

this means that the intensity of the relationship is good. This important result allowed to assume 

that in this specific case, front-line employees who are perceived to have higher levels of 

motivational CQ by their clients, meaning they are more interested in interacting with people 

from other cultures, have the tendency to deliver satisfactory services. The fact that higher 

levels of CQ will translate in higher levels of satisfaction in customers, agrees with what has 

emerged from the literature. A probable reason why motivational CQ has an impact on 

satisfaction is presented by Bandura (2002). In fact, according to the author, people who are 

interested in other cultures will not only be more likely to interact with clients from a different 

cultural background, but they will also actually enjoy it more, which has a positive impact on 

customers. In the context of this research, the link between motivational CQ and satisfaction is 

proven and can be considered true. 

 

Overall, the results obtained in this study confirm that the perception of the clients about the 

level of CQ in front-line employees is linked to customer satisfaction in services. Front-line 

employees with higher levels of CQ are usually better at responding to the demands of 
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customers. Given the fact that research in this field is still limited, this study helps with the 

assessment of the link that exists between CQ and customer satisfaction.  
 

Managerial implication  
 

This study concludes that front-line employees’ CQ indeed has an impact on customer 

satisfaction and must be taken into consideration when trying to improve the service experience. 

 

Managers need to seriously consider the level of CQ of their front-line employees, because the 

interaction they have with clients is the first impression clients will have of the entire company 

(Lorenz et al., 2017). This mean that in services, front-line employees are the face of the 

organization and to satisfy customers, it is better to have good levels of CQ today. In an 

extremely competitive environment, having front-line employees that are culturally speaking 

more intelligently, constitute a source of competitive advantage for companies. Obviously, 

clients want to be treated with respect and attention, and the expectations, perceptions, and 

evaluations strongly depend on culture. Therefore, being able to adapt and meet the necessity 

of clients is an important requirement that must be observed if the company aims to be better 

than the competition.  

 

In conclusion, this study could be useful for all managers in the service industry. Knowing 

whether the CQ of front-line employees has an impact on customer satisfaction allows 

managers to assess whether it makes sense to increase the training of their front-line employees. 

By receiving specific and targeted training, front-line employees have the possibility to increase 

their level of CQ and learn about what constitutes the right attitude towards multicultural 

interactions. The goal is that trained front-line employees will apply their knowledge, abilities, 

and actions to satisfy all customers, paying specific attention to cultural backgrounds.  

 
Limits of the study and further developments  
 

The following part aims to briefly summarise the mains limitations of this study. At the same 

time, some possible solutions are suggested. The mains limits of this study are the 

representativeness of the sample, the number of participants, the clarity of the questionnaire 

and finally the scale used to measure CQ.  
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The representativeness of the sample  
 

As mentioned previously, the method used to collect data was a non-probability sampling 

method and more specifically it was a convenience sampling method. A convenience sampling 

method consist in recruiting participants based on the proximity to the researcher. In this case, 

close friends and family were contacted and it was asked if they could spread the word and 

contact other people. Even though this method results to be at the same time easy and economic, 

it presents some limitations. The first and most important limitation is the fact that the 

representativeness of the population cannot be assumed. In fact, not all people in the population 

had the same probability to be chosen to participate in this study and this constitutes a bias in 

the composition of the sample. This means that the results of this research are valid for this 

specific study, but they cannot be generalized to all population. If this study were repeated, the 

choice of a different sampling method is suggested to avoid the limitation of representativeness.  

 

Another important constraint that was linked to the representativeness of the sample was the 

relative absence of different cultures. Given the fact that this study aims to investigate the 

impact of CQ on customer satisfaction, it would have been better to have multiple cultures 

represented by the respondents. In this regard, this study lacks in terms of heterogeneity of 

cultures. No question was explicitly formulated to investigate the culture of the respondents. 

The reason behind this choice is linked to the fact that it could be difficult for someone to define 

to which cultural group they belonged to. Instead, two questions were proposed concerning the 

place of residence and the country in which one has lived the longest. The objective was to try 

to define roughly the cultural background of respondents. The responses to this question 

highlight a strong predominance of Swiss respondents. This was obviously to be expected due 

to the sampling method that was chosen. Nevertheless, further research could try to obtain a 

more diversified sample in terms of culture. It could be indeed interesting to see if different 

cultural backgrounds influence the expectation, perception, and evaluation of service 

experiences of customers.  

 

The number of participants 
 

A total of 121 responses were collected via the questionnaire. Even if the number of responses 

obtained was sufficient to proceed to the analysis, a bigger sample would most likely better 
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represent reality. In fact, the lower the number of respondents, the higher the possibility that a 

few outstanding questionnaires could constitute a variation in results. Further research could 

repeat this study with a higher number of respondents and investigate if the results are still the 

same obtained in this study.  

 

The understanding of the situation  
 

Some difficulties emerged linked to the comprehension of the situation that people had to 

imagine when answering the questionnaire. Few respondents expressed some difficulties in 

remembering a situation that suited the requirements described in the introduction of the 

questionnaire. For example, one person after having completed the questionnaire, explained 

that she kept in mind multiple situations at the same time when responding to the questionnaire 

which was not what was described in the introduction of the questionnaire. These compromised 

responses were taken into consideration in the data analyses as it was impossible to detect them. 

Even though these misunderstandings emerged, the general sense of people about the 

questionnaire was positive and this led to imagine that most of the respondents understood the 

background situation of the questionnaire.  

 

The scale used to measure CQ  
 

The questions meant to measure customer perception of front-line employees CQ, have been 

take from the study of Lam et al. (2021). The scale proposed by Lam et al. (2021) seemed to be 

particularly convenient for this study because it allowed obtaining all the data needed at once 

only by asking clients what their perception of the front-line employee’s CQ and their levels of 

satisfaction was. However, it must be noted that the Lam et al. (2021) scale is an adaptation of 

the much-discussed scale proposed previously by Ang et al. (2007). In fact, Lam et al. (2021) 

adapted the scale to enable clients to assess the perception of the front-line employee’s CQ 

instead of basing these results on the self-assessment of the front-line employees themselves. 

Over time, researchers such as Furrer et al. (2016) have questioned the CQ scale and concluded 

that “the original four-dimensional CQ lacks discriminant validity and does not possess cross-

cultural measurement invariance” (p. 311). If this conclusion is considered to be true, this would 

obviously constitute a limitation of this study as well.  
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Additionally, the study conducted by Lam et al. (2021) neglects the assessment of the 

metacognitive CQ. The problem is that the metacognitive dimension of CQ includes the mental 

processes that go through people’s minds during an ICSE. Because these are mental processes, 

it is not possible for the clients to evaluate. The only possibility to have an evaluation of the 

metacognitive dimension would be to ask front-line employees directly to assess it. 

Nevertheless, being able to evaluate three out of four subdimensions of CQ can be considered 

a good start for this study. Additionally, a person who is culturally intelligent in the three 

assessed dimensions will probably tend to have a similar level of intelligence even in the fourth 

dimension. If so, future research might be interested in proving whether the fourth dimension 

is aligned with the other dimensions of CQ so that il would be possible to draw conclusions 

without necessarily measuring it directly.  

 

Another possible restriction of this research somewhat linked to the scale used to measure CQ 

is the aspect that the questionnaire only investigated the level of CQ of the front-line employee 

which is interesting to know from a managerial point of view. However, what is not considered 

in this study is the possibility that the clients possessed a high level of CQ which complemented 

a possible low level of CQ in the front-line employee. In a hypothetical scenario consisting in 

a front-line employee with a lower level of CQ and a client with a higher level of CQ, it is 

possible that the effort to adapt to a different cultural context is mainly made by the client that 

possesses a higher CQ and that this adaptation causes the interaction to remain moderately at 

an acceptable level. This would mean that the client would judge it satisfactory even though 

more effort has been made on his or her side. Further research could focus on this hypothetical 

situation and, through the help of a control variable, could eliminate the impact that the client’s 

intelligence could have on such situations.  

 

Finally, it is important to highlight the possibility that customers could evaluate the service 

experience based on other factors than the employee’s CQ. For example, a client who is not 

happy with the price of the service obtained, could tend to evaluate the front-line employee with 

low scores due to an absence of differentiation. In this case, it becomes very difficult to control 

this type of situation given the fact that the client may not even be aware. To solve this problem, 

further research could integrate a control variable measuring the degree of satisfaction for the 

general service apart from the interaction with the specific front-line employee.   
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CONCLUSION 

 

This study aims to prove that the CQ of front-line employees has an impact on customer 

satisfaction during ICSEs. More specifically the interest lies in understanding if front-line 

employees with higher levels of CQ have more possibility to satisfy customers with different 

cultural backgrounds. According to literature, the general construct of CQ is positively related 

to customer satisfaction meaning that front-line employees with higher levels of this 

intelligence can better satisfy their customers (Mohsin, 2006). The purpose of this study was to 

investigate the existence of this relation in the service sector and understand if the 

subdimensions of CQ were also positively related to customer satisfaction.    

 

Initially, the previous theoretical work conducted in past years has been illustrated in the 

theoretical framework and served as a foundation for the construction of the four hypotheses 

that structured the study. In the second chapter, the empirical part of this study was described 

to give an explanation about the processes underlying the idea of this work. In the third chapter, 

the results obtained from the different analyses conducted were presented, and in the fourth 

chapter they were discussed. In the fourth chapter, the limitations, managerial implication, and 

further developments of research are introduced.  

 

In conclusion, this study was designed to investigate the increasingly important impact that CQ 

has on customer satisfaction in ICSEs. The importance of this topic is crucial as today we live 

in an economy where people from different cultures find themselves to interact. Therefore, 

companies in the service sector should have front-line employees who can satisfy all types of 

customers to have a competitive advantage. To better satisfy culturally diverse customers, 

higher levels of CQ need to be possessed by the front-line employees who serve them. Managers 

must recognize this need and adequately invest in front-line employees’ training to prepare for 

these types of situations.  Not only will these interactions be happening more frequently, but 

they will also gain more importance as the competition between service companies is increasing 

day by day.  
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APPENDICES 

Output SPSS  
 

Descriptive statistics  
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Appropriateness of the factor analysis 
 

 
 

Factor analysis by dimension  
 

Cognitive dimension of CQ with three items:  

 

 
 

Cognitive dimension of CQ with two items:  
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Motivational dimension of CQ with the three items:  

 

 
 

Motivational dimension of CQ with only 2 items:  

 

 
 

 
 

Behavioural dimension of CQ with three items:  
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Satisfaction dimension with three items:  

 

 
 

 
 

Reliability analysis  
 

Cronbach alpha for cognitive CQ: 
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Cronbach alpha for motivational CQ: 

 

 
 

Cronbach alpha of behavioural CQ:  

 

 
 

Cronbach alpha of satisfaction:  

 

 
 

Linear regressions  
 

Linear regression between general CQ and satisfaction: 
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Linear regression between general cognitive CQ and satisfaction:  
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Linear regression between general motivational CQ and satisfaction:  
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Linear regression between general behavioural CQ and satisfaction:  
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Questionnaires 

 

English version 
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French version 
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Italian version 
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