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Abstract

Cultural intelligence represents a set of competencies and skills that enable a person
to adapt in situations that are multicultural in nature. It consists of four basic factors,
namely the metacognitive, cognitive, motivational and behavioural factors. The main
goal of this paper is to examine the influence of the motivational factor of cultural
intelligence on the decision of consumers from the Republic of Serbia to accept foreign
brands. Empirical research was carried out using the survey method, the total number
of respondents in the sample is 122, their answers were analysed using statistical software
SPSS, and the statistical analyses used were reliability analysis, correlation analysis, simple
regression analysis, the ANOVA test, and the T-test for two independent samples. The
results of the research show that the motivational factor of cultural intelligence achieves a
positive influence on the decision of consumers to accept foreign brands, that the degree of
cultural intelligence is equally pronounced among people belonging to Generations X, Y and
Z, as well as that the degree of cultural intelligence is more pronounced among people with
a university level education compared to people with a high school education. The existing
research gap in scientific literature is filled by the results of this research, while the
managerial implications of the study are reflected in the provision of information to
marketers about the importance of the cultural intelligence of consumers. In other words, it
is emphasised that this group of consumers has cosmopolitan views, that they are part of a
global consumer culture, that they are innovative, and that they buy foreign brands,
which should be taken into account when formulating a marketing strategy.
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YTHUIHAJ MOTUBALIUOHOI' PAKTOPA KYJITYPAJIHE
UHTEJUI'EHHUJE HA IIPUXBATAIBE
CTPAHUX BPEHJIOBA Y PEITYBJINLIU CPBUJU

Arncrpakr

Kynrypanna uHTEnIMreHnuja mpeacraB/ba CKyI KOMIIETEHIMja M BELITHHA KOje
ocobu omoryhaBajy a ce IpUIarog y CUTyauyjama Koje ¢y MyJITUKYATYpalHe IpU-
pojie U cacToju ce o1 YeTHpH 6a3nudHa hakTopa, a TO Cy MEeTaKOTHUTHBHY, KOTHUTHBHH,
MOTHBAIMOHY 1 OnxeBuopanHu GakTop. OCHOBHH IHJb OBOT pajia je Aa UCIINTA YTHIA]
MOTHBAIMOHOT (akTopa KyITypajHe MHTEIHMICHIMje Ha OJUTyKy HoTpomada u3 Pe-
ny6iuke CpOuje na npuxsate cTpane OpeHmaoBe. CIPOBEICHO je eMIHPHCKO HCTpa-
JKMBabe METOZIOM aHKeTe, yKyIaH Opoj HCIHUTAaHUKa y Y30pKY je 122, BHXOBH OATO-
BOPH Cy aHAIM3UPaHH MyTeM cTatucTuakor coprepa CIICC, a ox cTaTHCTHYKUX aHA-
JIM3a IPUMEE-CHE Cy aHAIIM3a M0Y3/1aHOCTH, KOPENIalloHa aHAIN3a, IIPOCTa PErpecuoHa
aHaiu3a, AHoBa TecT ¥ T TecT 3a JBa HE3aBUCHA y30pKa. Pe3ynaratu ucrpaxupama cy
MOKAa3aJIM 1a MOTHBALMOHH (DaKTOP KyJNTypajHe HHTEIUTCHIIN]j€ OCTBapYje MO3UTUBAH
YTHUI[3j Ha OJUTKY IIOTpOIIaya Jja MpuXBaTe CTpaHe OpeHIOBe, Ja je CTeNeH KyITypaHe
MHTEJIUTCHIIM]j € TOJjeTHAKO U3PaKEH KoJ 0coda Koje Mpumnaaajy reueparmjama X, Y u
Z, Kao W Jia je CTEMCH KyJITypallHe HHTEIUIeHIINje U3paXEeHUjH Kol ocoba ca daky-
TETCKHM 00pa3oBameM y OJHOCY Ha 0co0e ca CpeAmOIIKOJICKAM oOpa3oBameM. Ha
OCHOBY Pe3yJITaTa UCTPAXHBamba CE MOMYyHhaBa HCTPAKUBAYKHU I'ell KOjU MOCTOjU y Ha-
Y4HO] JIUTEpaTypH, JOK Ce MEHAlIepCcKe NMIDIHKAIHje CTyAdje oTenajy y ooezoehusa-
By HHOpMaLKja MapKeTapuMa O 3Hauajy KyJlTypajHe MHTEIHIeHIHje MOTpolIaya.
JlpyruM pednma, HCTHYE ce Ja OBa TpyIia HOTpollaya UMa KOCMOIIOJIUTCKA CXBaTamba,
Ja je neo riaobaiHe MoTpomayke KyJIType, Te Ja Cy MOTpOIIayd WHOBATHBHU M Ja
KyIlyjy cTpaHe OpeHJIoBe, IITO Tpeda NMATH y BUAY NMPUIMKOM GopMyHcamba MapKe-
THHT CTpaTeruje.

KibyuHe peun: IOHalIabe MOTPOIIAYa, HHTEPKYITYPAITHA MAPKETHHT, KyJITypajHa
MHTENT €HIIN]a, MOTHBALMOHU (DAaKTOP, CTpaHU OPEHIIOBH.

INTRODUCTION

The contemporary era implies the ability to work and function in
different intercultural environments. A high degree of development of cul-
tural intelligence enables an individual to adapt in situations that are mul-
ticultural in nature (Pratono & Arli, 2020). Culture affects all aspects of an
individual’s behaviour. People growing up in different countries, with their
respective cultural norms, develop different ways of behaving and think-
ing. Values, beliefs and rules of behaviour differ from one part of the world
to another, which can be problematic in situations in which members of
different cultures communicate and exchange knowledge (Beerli-Palacio
& Martin Santana, 2018). The concept of cultural intelligence, with its
characteristics, realises multicultural implications in various business, ac-
ademic, social, tourism and marketing aspects (Berraies, 2020). The focus
in the literature review will be on the field of marketing — that is, the main
goal of the work is to determine whether motivational cultural intelligence
has an impact on the consumers’ intention to buy foreign brands.
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The global economy imposes the need for marketers to come from
different cultural backgrounds, and to have a positive impact on the com-
pany’s financial performance with their complementary knowledge and
multicultural skills, which are seen as intellectual capital (Kromidha et al.,
2022). Employees within multinational companies come from different
cultural backgrounds, and their different proposals and ideas, as well as a
high degree of cultural intelligence, imply an improvement in work perfor-
mance, the company’s better positioning in the market and, ultimately, a
higher profit rate (Koksal et al., 2023). Niu et al. (2022) state that compa-
nies with a larger number of employees from different cultural areas
achieve better business performance, that business tasks are performed
very efficiently, that employees show a higher degree of responsibility, re-
liability and empathy towards customers, and that the aforementioned has
a positive effect on the image of the company on the market. Vlaj¢i¢ et al.
(2019) state that, due to the process of globalisation, a large number of
companies internationalise their operations, and that branches operate on
the principles defined by the parent company. However, each foreign mar-
ket is characterised by different cultural characteristics, and it is necessary
for there to be feedback from branches to the parent company, which can
then improve its business based on that information. In this way, the com-
pany’s marketers gain international experience, develop their degree of
cultural intelligence, and improve the company’s operations by transferring
knowledge. Cultural intelligence realises its implications within the aca-
demic aspect, because many students use the opportunity to complete their
studies abroad during exchange programmes, and get to know other cul-
tures, and achieve interaction and cooperation with people from different
cultural areas (Phau, et al., 2014). Krsti¢ and Maslikovi¢ (2019) point out
that cultural institutions, such as museums, theatres, cultural centres, gal-
leries, and libraries, have a significant impact on people’s cultural intelli-
gence. Investing in cultural institutions is very important, because citizens
should first get to know their cultural heritage, and then travel to other
countries, learn foreign languages, and get to know other cultures, thus de-
veloping their cultural intelligence.

Cultural intelligence has significant implications in the field of tour-
ism, because people with a high level of cultural intelligence often travel
abroad, get to know the cultural heritage of other countries, and visit their
most important museums and cultural monuments (Hu et al., 2021). From
the perspective of marketing, consumers who have a developed cultural
intelligence, global consumer culture, and cosmopolitan understandings
and thoughts follow technological innovations and have a desire to buy
new products when they appear on the market, including foreign brands,
and those brands that have recognition and availability on the global market
(Frias-Jamilena et al., 2018).
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After the introductory part, the concept of cultural intelligence, and
the basic factors of cultural intelligence, metacognitive, cognitive, behav-
ioural and motivational factors are listed and defined within the literature
review. Within that same part of the paper, the research hypotheses are
formulated, and a research model is presented as well. Then, the research
methodology and the structure of the sample are presented. Within the
framework of the empirical research, the focus is placed on examining the
influence of the motivational factor of cultural intelligence on the ac-
ceptance of foreign brands in the Republic of Serbia. In other words, by
applying appropriate statistical analysis, this study aims to determine
whether the motivational factor of cultural intelligence achieves a positive
influence on consumers’ decision to buy foreign brands, whether there are
differences in the level of expression of motivational cultural intelligence
among people belonging to Generations X, Y and Z, as well as whether
motivational cultural intelligence is more pronounced among people who
have a higher level of education (university) compared to people who have
a lower level of education (high school).

LITERATURE REVIEW

Cultural intelligence is defined as a set of competencies, abilities
and skills that help an individual adapt to a situation that is multicultural in
nature, as it includes interactions and communication between people from
different cultural areas (Lam et al., 2022). According to Earley and Ang
(2003), the concept of cultural intelligence consists of four basic factors:
metacognitive, cognitive, behavioural, and motivational. Metacognitive
processes imply a certain level of cultural knowledge that a person pos-
sesses, as well as their desire to continuously improve his cultural
knowledge (Tuan, 2016). Cognitive cultural intelligence reflects one’s
knowledge about the norms and practices of other cultures, as well as one’s
knowledge of the economic, legal and other social systems of other coun-
tries (Lorenz, et al., 2018). The behavioural factor of cultural intelligence
includes a set of verbal (accent) and non-verbal abilities (body language)
that help a person adapt during interactions with people from different cul-
tural areas (Rahman et al., 2021). Motivational cultural intelligence implies
a person’s desire and enthusiasm to visit foreign tourist destinations, learn
foreign languages, and communicate with people from other countries and,
thus, develop their cosmopolitan understanding (Yang, 2023).

Within the research portion of this paper, our focus is on examining
the influence of the motivational factor of cultural intelligence on the deci-
sion of consumers to accept foreign brands. Earlier papers have analysed
the implications of motivational cultural intelligence in various aspects.
Chen et al. (2012) state that motivational cultural intelligence is a very im-
portant factor within multinational companies, as it contributes to improv-
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ing business cooperation with stakeholders, and to increasing sales and
profits. In the aforementioned study, it is emphasised that it is very im-
portant that employees of multinational companies in the field of real estate
have a high degree of motivational cultural intelligence, as well as that the
management of the company organises training and courses which empha-
sise teamwork among employees who come from different cultural back-
grounds, and who improve cultural intelligence at the level of the entire
multinational company with their intercultural knowledge and skills. Rici-
cot and Ferry (2016) point out that students who have a high degree of
motivational cultural intelligence want to get to know other cultures, learn
foreign languages, and make friends with people from other cultures, and
that the aforementioned is a valuable asset for students, because it enables
them to acquire international competences and abilities that enable them to
have a successful international business career. Coves-Martinez et al.
(2022) point out that people with developed motivational cultural intelli-
gence have a desire to visit exotic foreign tourist destinations, and to get to
know the cultural heritage of other countries. Zdravkovi¢ and Pekovic¢
(2021a) determined that the behavioural factor of cultural intelligence
achieves a positive influence on the decision of consumers to buy foreign
and global brands, as well as products that represent technological innova-
tions. On the other hand, in the aforementioned study, the influence of the
metacognitive factor of cultural intelligence on the acceptance of foreign
brands was not statistically significant. Frias-Jamilena et al. (2018) point
out that people with a high degree of motivational cultural intelligence have
preferences for brands that are globally recognisable, and state that moti-
vational cultural intelligence has a positive impact on the perceived value
of the offer of foreign tourist destinations, which is measured through func-
tional value (quality of service, accommodation, transportation), affective
values (social component, interaction with other tourists from the group),
and hedonic values (getting out of the ‘comfort’ zone, experiencing authen-
tic experiences).

On the basis of previous works, the formulated subject and the main
goal of the research, as well as the attempt to improve theoretical and prac-
tical knowledge about the aspects that motivational cultural intelligence
affects, the first research hypothesis is formulated as follows: H1 — the mo-
tivational factor of cultural intelligence has a positive statistically signifi-
cant influence on the acceptance of foreign brands by consumers on the
market of the Republic of Serbia.

Tesin et al. (2020) state that older people have a greater desire than
young people to get to know foreign cultures, and to visit the most famous
museums, historical buildings and cultural monuments of other countries.
Ricicot and Ferry (2016) state that young people such as high school stu-
dents and college students have a greater desire to travel abroad compared
to older people. Sagovnovié¢ and Kovagi¢ (2020) point out that travelling
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abroad and developing cultural intelligence by visiting the opera, the ballet,
and museums requires significant financial resources, so that older people
have better financial opportunities and payment capabilities than young
people who have yet to build their business career. Frias-Jamilena et al.
(2018) point out that young people have much more energy, strength and
mobility compared to older people, so they have a more pronounced cul-
tural intelligence and desire to travel abroad.

In their study, Zdravkovi¢ and Pekovi¢ (2021b) analysed whether
cultural intelligence as a push factor that implies people’s desire to travel
abroad, to meet people from other cultures, and learn foreign languages,
and cultural heritage as a pull factor that implies visiting museums, archi-
tectural buildings, and cultural monuments of other states impact the inten-
tion of tourists to visit foreign destinations. The research results showed
that there is a statistically significant positive correlation between the men-
tioned variables. In addition to the above mentioned, the respondents in the
study were classified according to their belonging to Generation X (people
born in the period between 1960 and 1980), Generation Y (people born in
the period between 1981 and 1995), and Generation Z (people born after
1995). The results showed that the impact of cultural intelligence and cul-
tural heritage on the intention of tourists to visit foreign destinations is
more pronounced among members of Generation Z compared to members
of Generation X.

In this research, the emphasis is placed on the motivational factor
of cultural intelligence, which primarily refers to the desire of young peo-
ple to learn about other cultures and their history, and the intentions of stu-
dents to complete their studies abroad, as well as the desire of older people
who have a lot of free time and financial resources, which enables them to
travel abroad and develop their cultural intelligence. Based on the afore-
mentioned, the second research hypothesis is formulated as follows: H2 —
there is a difference in the degree of expression of motivational cultural
intelligence between people belonging to Generations X, Y and Z.

In their study, Pandey and Charoensukmongkol (2019) point out that
people with a university education want to develop their cultural intelli-
gence and often travel abroad for tourism, and build a successful interna-
tional career on the business front, while people with a lower level of edu-
cation generally base their employment in their home country, and they
mostly visit domestic tourist destinations during vacation. Rambocas and
Mahabir (2021) point out that people with a higher degree of education buy
brands that are recognisable on the world market for their characteristics
and quality, as well as luxury brands that provide them with a certain status
and prestige in society. On the other hand, people with a lower level of
education generally have pronounced ethnocentric tendencies, and decide
to buy domestic products and services in order to support the stable func-
tioning of the domestic economy. In this study, the emphasis is on motiva-



The Influence of the Motivational Factor of Cultural Intelligence... 963

tional cultural intelligence, and people with a higher level of education gen-
erally have global thinking, greater versatility, as well as broader views and
interests compared to people with a lower level of education. Therefore,
based on the above mentioned, the third research hypothesis is formulated
as follows: H3 — the motivational factor of cultural intelligence is more
pronounced in people who have a higher level of education (university)
compared to people who have a lower level of education (high school).

Based on the formulated research hypotheses, the research model of
the study was constructed (Figure 1).

Demographic characteristic
education

(high school, faculty)

-~

H3

H1

Motivational Acceptance of

cultural J LL foreign brands

intelligence

H2

v

Demographic
characteristic age
(generation X, Y, Z)

Figure 1. Research model
Source: Authors

In the following section of the paper, we present the research meth-
odology and the demographic structure of the respondents from the sample.

RESEARCH METHODOLOGY

The self-assessment method is most often used to measure the cul-
tural intelligence of individuals, and it includes 20 statements (5 statements
for each of the four factors of cultural intelligence) that the person evalu-
ates. It is on the basis of these answers that the development of cultural
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intelligence is measured (Ang et al., 2007). Another method that is used is
the observer’s report, and the essential difference is that a person does not
personally evaluate the findings with this method; on the contrary, experts
are hired for this purpose. After talking with the person, the experts evalu-
ate the findings and, based on that, draw conclusions about the level of
cultural intelligence of that person (Van Dyne et al., 2008). The third
method used to measure cultural intelligence is the cultural situation as-
sessment test. This test presents respondents with certain images of cultural
situations related to work, and asks them how they would react in a certain
situation (Ang et al., 2014). The fourth method implies a complementary
combination of the aforementioned methods, but it should be noted that
such a method requires the investment of significant funds and a lot of time
(Leung et al., 2014).

Empirical research was conducted using the survey method on the
territory of the Republic of Serbia (Kragujevac, Belgrade and Novi Sad) at
the beginning of 2023. It was conducted on a simple random sample, and
the questionnaire was distributed to respondents in person, as well as
online. The total number of respondents in the sample is 122. The respond-
ents were segmented according to the demographic characteristics of gen-
der, age, level of education and status (Table 1). There are 68 women and
54 men in the sample. When it comes to the demographic characteristic of
age, the respondents were segmented according to the classification of au-
thors Yang and Lau (2015), according to which Generation X includes peo-
ple born in the period between 1960 and 1980, Generation Y includes peo-
ple born in the period between 1981 and 1995, and Generation Z includes
people born after 1995. The respondents in the sample are equally repre-
sented across the aforementioned generations. The largest number of re-
spondents in the sample have completed high school (63 respondents, or
51.6% of the sample), followed by those with a university education (48
respondents, or 39.3% of the sample). When it comes to the demographic
characteristic of status, the sample mostly consists of employed persons
(50 respondents, or 41% of the sample), as opposed to retired persons (15
respondents, or 12.2% of the sample).

The independent variable in the research model — motivational cul-
tural intelligence, and the dependent variable — acceptance of foreign
brands were measured with five statements, each of which was taken from
the relevant literature in the field of marketing and management. This is an
established approach within the field of marketing, as research in the field
is often carried out using the survey method. The respondents evaluated the
statements from the questionnaire using a Likert-type scale with grades
ranging from 1 to 7 (1- | absolutely do not agree with the stated statement;
7- | absolutely agree with the stated statement). An overview of the state-
ments used in the questionnaire is given in Table 2. The respondents’ an-
swers were processed using the statistical software SPSS. Of the statistical
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analyses, reliability analysis, correlation analysis, simple regression analy-
sis, the ANOVA test (segmentation criterion demographic characteristic
age) and the T-test for two independent samples (segmentation criterion
demographic characteristic education) were applied. The research hypoth-
eses were considered in the context of the obtained results.

Table 1. Demographic structure of respondents from the sample

Number % respondents
Female 68 55.7%
Gender Male 54 44.3%
Total 122 100.0%
Generation X 39 32.0%
Age Generat!on Y 40 32.8%
Generation Z 43 35.2%
Total 122 100.0%
Primary school 11 9.1%
Education Hig_h school 63 51.6%
University degree 48 39.3%
Total 122 100.0%
Unemployed 23 18.9%
Employed 50 41.0%
Status Student 34 27.9%
Retiree 15 12.2%
Total 122 100.0%

Source: Authors

Table 2. Overview of statements used in the questionnaire

Res_earch Statements Source
variables
1. I enjoy interacting with people from different Ang
cultures. et al. (2007)
S 2. | have confidence in situations that are multicultural Frias-
Motivational = . -
cultural in nature. _ o Jamilena
intelligence 3. | can adapt to_shoppmg COHdItIOf_]S in other cultures. et al. (2018)
4. | have enthusiasm to know the history and cultural Coves-
heritage of other countries. Martinez
5. 1 want to learn foreign languages. et al. (2022)
1. I often buy foreign brands. Sonetal.
2. Foreign brands have excellent technical (2013)
characteristics. Rambocas &
ﬁ}c;:sztizr;]ce 3. Foreigr_l prands have a high level of_quality. Mahabir
brands 4.1 am willing to recor_nmend the for_e|gn brands (2021)
which | use to my friends and family members. Zdravkovié
5. 1 will continue to buy foreign brands in the future. & Pekovi¢
(2021a).

Source: Authors based on a review of previous research
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In the following section of the paper, we present the results of the
empirical research, on the basis of which the decision on whether or not to
confirm the research hypotheses is made.

RESEARCH RESULTS

The first statistical analysis that was applied within the research is
the reliability analysis, based on which it can be determined whether the
statements by which the research variables, motivational cultural intelli-
gence and acceptance of foreign brands, are measured are internally con-
sistent with each other (Table 3).

Table 3. Reliability analysis

Research variables Cronbach’s Alpha coefficient
Motivational cultural intelligence 0.79
Acceptance of foreign brands 0.72

Source: Authors

It can be concluded that the value of Cronbach’s Alpha coefficient
is higher than the necessary statistical threshold of 0.70 in both cases.
Therefore, the variables are measured through adequate findings, and the
conceived research model is relevant (Nunnally, 1978).

Correlation analysis was applied in this research in order to
determine the nature of the relationship between the observed research
variables, as well as their degree of mutual concurrence. The results of the
aforementioned statistical analysis are shown in Table 4.

Table 4. Correlation matrix

Motivational cultural Acceptance of foreign

intelligence brands
Motivational cultural intelligence 1 0.506™
Acceptance of foreign brands 0.506™ 1

Source: Authors
Note: **- coefficients are statistically significant at the level 0.01

Correlation analysis is viewed through the Pearson coefficient of
linear correlation, the value of which is 0.506, which means that there is a
positive statistically significant linear correlation between the research var-
iables — motivational cultural intelligence and acceptance of foreign brands.

In this research, a simple regression analysis was applied in order to
examine the influence of motivational cultural intelligence on the ac-
ceptance of foreign brands, and the results of the aforementioned analysis
are presented in Table 5.
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Table 5. Simple regression analysis
(dependent variable: acceptance of foreign brands)

Unstandardised  Standardised
beta coefficient beta coefficient

0.495™ 0.506™ 6.431" 0.000

Independent variable Ttest  Sigvalue

Motivational
cultural intelligence

Source: Authors
Note: ™- coefficients are statistically significant at the level 0.01; R? = 0.256

The value of the coefficient of determination R? is 0.256, which
means that 25.6% of the variability of the dependent variable is explained
by the set regression model. Motivational cultural intelligence has a posi-
tive statistically significant influence on the acceptance of foreign brands
(unstandardised B coefficient=0.495; standardised B coefficient=0.506; T
test= 6.431; Sig= 0.000). Thus, it can be concluded that research hypothe-
sis H1 is confirmed.

In order to determine whether there are differences in the level of
expression of motivational cultural intelligence among people belonging to
Generations X, Y and Z, the ANOVA test was applied. The results of the
test are presented in Table 6.

Table 6. ANOVA test - motivational cultural intelligence
(criterion: age of the respondent’s - Generations X, Y, Z)

Statements F Sig
1. I enjoy interacting with people from different cultures. 1.783 0.173
2. | have confidence in situations that are multicultural in nature. 0.665 0.516
3. I can adapt to shopping conditions in other cultures. 1.211 0.302

4.1 have enthusiasm to know the history and cultural heritage of 0.507 0.604
other countries.
5. | want to learn foreign languages. 0.648 0.525
Source: Authors

Based on the results of the ANOVA test, it can be concluded that
there are no statistically significant differences in the expression of moti-
vational cultural intelligence among people belonging to Generations X, Y
and Z (for all statements related to motivational cultural intelligence, and
where age is the chosen demographic characteristic as a criterion for seg-
mentation, the Sig value is higher than the statistical thresholds 0.01 and
0.05), so it is not necessary to apply the Post hoc Scheffe test. However,
according to the ANOVA test, it can be concluded that research hypothesis
H2 is not confirmed.

In order to determine whether motivational cultural intelligence is
more pronounced in persons with a university education compared to per-
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sons with a high school education, this research employed the T-test for
two independent samples (Table 7).

Table 7. T-test for two independent samples - motivational cultural
intelligence (criterion: respondent’s education)

AS

Statements High school Faculty T Sig

1. I enjoy interacting with people 3.73 4.45 -1.796" 0.042
from different cultures.

2. | have confidence in situations 4.38 5.02 -1.746" 0.048
that are multicultural in nature.

3. | can adapt to shopping conditions 4.69 498 -0.760 0.449
in other cultures.

4. | have enthusiasm to know the history 4.42 531 -1.821" 0.039
and cultural heritage of other countries.

5. | want to learn foreign languages. 4.22 442 -0.409 0.683

Source: Authors
Note: *- coefficients are statistically significant at the level 0.05

Based on the results of the T-test for two independent samples, it
can be concluded that respondents with a university education have a
higher degree of motivational cultural intelligence compared to respond-
ents who have completed high school (higher value of the arithmetic mean
for all five statements related to motivational cultural intelligence). How-
ever, the mentioned differences are statistically significant in the first, sec-
ond and fourth statements (Sig value less than the statistical threshold of
0.05), while the differences are not statistically significant in the third and
fifth statements. Based on the above mentioned, it can be concluded that
research hypothesis H3 is partially confirmed. The obtained results should
be interpreted with caution. However, it can be expected that a more rep-
resentative and uniform sample would yield values which would be more
stable and statistically significant at a higher level; therefore, the results
would be more precise.

CONCLUSION

This research was conducted with the main objective of examining
the effect of the motivational factor of cultural intelligence on the decision
of consumers to accept foreign brands, and of determining whether there is
a difference in the degree of expression of motivational cultural intelli-
gence among people belonging to Generations X, Y and Z, and whether
motivational cultural intelligence is more pronounced in people with a uni-
versity education compared to people with a high school education. The
results of the empirical research that was carried out on the territory of the
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Republic of Serbia showed that the motivational factor of cultural intelli-
gence has a statistically significant positive influence on the decision of
consumers to accept foreign brands, so the first research hypothesis of the
paper was confirmed. Additionally, similar results were obtained in previ-
ous studies (Coves-Martinez et al., 2022; Frias-Jamilena et al., 2018). On
the other hand, the results of this research showed that there are no statisti-
cally significant differences in the expressiveness of motivational cultural
intelligence among respondents belonging to Generations X, Y and Z, so
the second research hypothesis was not confirmed. In their research,
Zdravkovi¢ and Pekovi¢ (2021b) obtained results that show that the influ-
ence of cultural intelligence and cultural heritage on the intention of tour-
ists to visit foreign destinations is more pronounced among members of
Generation Z compared to members of Generation X. In this study, differ-
ent results were obtained, which can be explained by the fact that only the
motivational factor of cultural intelligence was analysed, while the meta-
cognitive, cognitive and behavioural factors were omitted. Also, the stated
results can be explained by the fact that young people have more energy,
mobility and desire to travel abroad. However, tours of cultural monuments
and museums, and visits to the opera, require significant financial re-
sources, so young people such as students cannot afford many such trips
during the year. Older people, on the other hand, have established business
careers and financial opportunities for travelling abroad, but they do not
have much time to devote to visiting other countries and getting to know
their cultural heritage due to their business obligations. Based on the afore-
mentioned observations, it can be concluded that the degree of motivational
cultural intelligence is uniform in younger and older people due to different
life circumstances. In addition, the results showed that the degree of moti-
vational cultural intelligence is more pronounced in persons with a univer-
sity education compared to persons with a high school education, but it
should be noted that statistically significant differences occurred based on
three out of a total of five findings in which motivational cultural intelli-
gence was measured. Thus, the third research hypothesis was partially
confirmed, and the stated result should be interpreted with caution. People
with a university education often buy luxury and globally recognised
brands. Similar results were obtained in previous studies (Pandey & Char-
oensukmongkol, 2019; Rambocas & Mahabir, 2021)

The originality of the conducted research, as well as its theoretical
implications, are based on the fact that cultural intelligence is a relatively
new concept in literature in the field of marketing and management, and on
the fact that foreign literature contains a certain number of works that deal
with this topic, while domestic literature contains practically no works that
deal with this thematic problem area. Therefore, this study expands the the-
oretical knowledge about the influence of motivational cultural intelligence
on the acceptance of foreign brands, and fills the research gap that exists in
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scientific literature. The practical contribution of the conducted research is
based on helping marketers in creating a marketing strategy for the market
of the Republic of Serbia. Culture, with its implications, has a significant
impact on people’s lifestyles, their behavioural frameworks, and their de-
cisions in the purchasing process. People who have developed motivational
cultural intelligence are very innovative, they have developed cosmopoli-
tan understandings, and they are part of a global consumer culture, which
implies preferences towards foreign brands. Also, people with a higher
level of education are informed, follow technological innovations and buy
well-known foreign brands that give them status and prestige. The limita-
tion of the conducted research is based on the fact that it was conducted on
a relatively small sample of respondents, and on the territory of one coun-
try. When considering the statistical results, it should be borne in mind that
Cronbach’s Alpha coefficient is a function of the number of items in a test.
This means that the Alpha value of even poorly reliable data can be im-
proved to become acceptable by increasing the number of items and the
recollection of the data set. Also, it is possible to apply other tests that
measure the internal consistency of data, such as Split-half reliability and
Odd-even reliability. Directions for future studies could be based on ex-
panding the sample, on conducting empirical research on the territory of
another European country, on examining the influence of other factors of
cultural intelligence (metacognitive, cognitive, behavioural) on the con-
sumers’ decision to buy foreign brands, and on the inclusion of other vari-
ables into a conceptual model. The variables in question, such as consumer
ethnocentrism, cosmopolitanism, and the image of the country of origin,
can be significant determinants of the acceptance of foreign brands.
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YTHUIHAJ MOTUBALIUOHOI' PAKTOPA KYJITYPAJIHE
UHTEJUI'EHHUJE HA IIPUXBATAIBE
CTPAHUX BPEHOBA Y PEIIYBJIMIIU CPBUJU

Cphan Illanuh?, Jopana ®uaunosuh!, Credan 3apaskosuh?
'Exonomcku pakyarer, Yuupepsurer y Kparyjepiy, Kparyjesau, Cpbuja
Zocnosnu u npasuu Qakynret y beorpany, Yausepsuter MB, Beorpan, Cpouja

Pe3ume

Kynrypa yTrue Ha cBe acrniekTe MoHalIama mnojequnia. Jbyau koju oapacrajy y
Pa3IMYUTHM JIp)KaBama, 0J1 KOjUX CBaka MMa oJroBapajyhie KynTypaiHe HopMe, pa3Bu-
jajy pa3nuunTe HaYWHE MOHAIIAKA U PA3MHUIIUbaba. VI3 MepCcrneKTrBe MapKeTHHTa, [0-
TpOILIaYX KOjU MMajy Pa3BHjeHY KyJITYpaJIHy MHTEIUTCHIIU]Y, KOjU Cy JIe0 TII00aTHE
MOTPOIIAYKe KYJITYpe, U KOjH UMajy KOCMOIIOJIHMTCKA CXBAaTakha U Pa3MUIILIbaba [paTe
TEXHOJIOIIKE MHOBALMje U MMajy KeJby Jia Kylle HOBE IIPOM3BOJE Kaja ce IojaBe Ha
TpxuiTy. OBO ce OJJHOCH Ha cTpaHe OpeHJoBe M Ha OHe OpeHJ0Be KOjU UMajy Ipe-
MO3HAT/BMBOCT M JOCTYIHOCT Ha TIIOOATHOM TPXHMIUTY. Pesynratn emmupyjckor
UCTpaXUBamKka KOje je pean30BaHo Ha TepuTopuju Pemyonrke CpOuje cy mokaszanu ja
MOTHBALIMOHH (PAKTOp KyJITYypajaHE WHTEIUTCHIIUjE OCTBAPYje CTATUCTHYKH 3HA4YajaH
MO3UTHBAH YTHIAj HA OJUTYKY MOTPOIIIava jia IPUXBaTe CTpaHe OPEeH/I0BE, Kao U Jia He
MOCTOje CTATUCTHUUYKH 3HAYajHE PA3UKe Y CTeNeHY W3PaKEHOCTH MOTHUBALMOHE KYyII-
TypaJlHe MHTEIHreHuyje Mehy MCIUTaHuIMa KOju MpUIanajy reHepanujama ,,Y u
»Zy OTHOCY Ha MCIHMTAaHUKE KOjH NPHIANajy TeHepanuju ,, X . Pesynraru cy takohe
MOKa3aJM Jla je CTeleH MOTHBALMOHE KYJITypaJHe WHTENUTCHIHje N3PaKEHHUJU KOI
ocoba koje uMajy (akyIaTeTCKO 00pa3oBame Y OJHOCY Ha 0CO0E KOje UMajy Cpemmho-
IIKOJICKO 00pa3oBame. OpUTHHAIHOCT CHPOBEICHOT NCTPAKHBAha M FErOBE TCOPH]-
CKe IMIUTMKAIIHj€ Ce 3aCHIBA]y Ha YNH-CHUIIM A j€ KyATypalHa HHTEIUTCHIIHja pera-
TUBHO HOB I10jaM y JIUTEPATYPH, TAKO J]a OBa CTyIHja MPOLINPYje TEOPH)CKO Ca3HAmbE
0 YTHI[a]y MOTHBAI[MOHE KYJITYPAIHEe HHTEIMTSHIIj€ Ha TPUXBATAhe CTPAHUX OpeH/10-
Ba ¥ MOMYHaBa HCTPAKUBAYKH Tell KOjU MOCTOjH y HAYYHO] TuTepaTypu. [IpakTuaau
JOIIPHHOC CIPOBEJCHOT HCTPaKKMBakba ce Orjie/ia y NOMOhN MapKeTapuMa IPHIHKOM
Kpeupama MapKeTHHT CTpaTertje 3a HacTyI Ha Tpxxuuty Perny6nuke Cpouje.



