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Abstract

In a time of rapid globalization trends, multinational firms constantly face the challenge of
whether they should adopt a standardized marketing strategy or adapt it to various cultures. The
present study examines how cross-cultural adaptation affects global brands' marketing efficacy,
focusing on the moderating effects of institutional context and cultural distance, in addition to
the mediating impact of brand equity dependent on customers. Based on the theoretical
backgrounds provided by the Standardization-Adaptation Approach, Cross-Cultural
Dimensions Model, and Resource-Based View (RBV), the research proposes and experimentally
investigates an analytical framework that explains the connection between marketing
performance, trademark strategy growth and cultural intelligence. 300 marketing and brand
management experts from international corporations in Latin America, North America, Europe,
and Asia-Pacific provide primary data using the quantitative intersectional research approach
based on survey questionnaires. Structural equation modeling and hierarchical multiple
regression analysis techniques are applied to prove six hypotheses. The findings show that brand
adaptation strategy (3 =0.271, p <0.001) and cultural intelligence (3 =0.312, p <0.001) are the two
primary elements influencing marketing performance, while institutional context is a significant
moderator of the Evolution's effect on advertising effectiveness (3 =0.193, p <0.001). The positive
effects of cultural intelligence for brand performance are amplified by Higher cultural distance.
This suggested model has an overall explanatory power of 63.1%, or R2 = 0.631. This paper
advances theory by combining cultural intelligence in the conceptualization of
standardization-adaptation controversy and practice by offering insights based on a multi-region
and multi-industry sample.

Keywords: Cross-Cultural Marketing Adaptation; Global Brand Management; Cultural
Intelligence; Standardization-Adaptation; Consumer-Based Brand Equity; Marketing
Performance; Multinational Enterprises.

I. INTRODUCTION

The globalization of the market has revolutionized the business environment for MNEs,
thereby making it imperative for brand managers to consider complex strategic considerations
when positioning their brands (Rashkova et al., 2024; Ughulu, 2023). The main issue revolves
around the standardization versus adaptation paradox, whereby brand managers must consider
either using identical marketing programs in international markets to realize efficiencies or
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adapting marketing campaigns to local contexts to improve responsiveness among consumers.
The economic consequences of this paradox are quite high, with global brand management
mishaps resulting from failure to align with the culture expected to be worth billions of dollars
per year due to lost brand equity (Mandung, 2025).

Even with extensive literature on the subject matter, the issue remains unresolved because past
research has overlooked critical issues relating to the dynamic ways through which cultural
variables influence branding performance (Kavitha, 2025). Most studies have considered the
standardization versus adaptation duality as an either/or option without addressing more
sophisticated contingency-based frameworks that global brands utilize successfully. In addition,
Research on cultural intelligence (CQ) is scarce. which involves one's ability to interact effectively
within various cultural environments as a strategic capability for brand adaptation.

This research will close such gaps by investigating how cross-cultural marketing strategy
adaptation affects brand performance worldwide. In addition, cultural intelligence and
institutional environment will be critical variables that define the boundary conditions. These
research questions will guide this research process:

RQ1: What is the predictive power of cultural intelligence towards the effectiveness of brand
adaptation strategies in global markets?

RQ2: How do brand adaptation and standardization strategies influence consumer-based
brand equity and marketing performance differently?

RQ3: Can cultural distance and institutional environment moderate the effect of cross-cultural
adaptation?

Objectives
e To formulate and empirically test a conceptual framework that includes cultural
intelligence in the standardization-adaptation strategy.
e To determine the differential effects of adaptation vs. standardization to brand equity and
marketing performance.
e To uncover the moderating factors in relation to cross-cultural marketing adaptation
strategy.

First, this research advances international marketing writing and the global branding stream
by incorporating the organizational construct of cultural intelligence into the
standardization-adaptation dichotomy. Secondly, this study includes empirical findings on four
global regions, thus increasing the scope of generalizability. Thirdly, managerial
recommendations can be drawn from the current analysis to adjust a brand strategy configuration
according to cultural heterogeneity.

Additionally, the current paper is organized as follows. The relevant literature is summarized
in Section 2. The conceptual model and assumptions are developed in Section 3. Section 4
discusses methodology. The empirical data are covered in Section 5, and their commentary is
summarized in Section 6. Section 7 concludes by summarizing the findings and offering
recommendations for more study.
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II. LITERATURE REVIEW
2.1 The Standardization-Adaptation Debate in International Marketing

International Standardization versus adaptability in marketing is a much-researched subject
in international business. The standardization viewpoint argues that the convergence of
technology and consumers' tastes worldwide makes possible a unified approach to marketing,
providing economies of scale, consistent brand positioning, and easier management. On the other
hand, the adaptation view stresses that different cultures, economies, and legal environments
mean that companies have to adapt their marketing efforts in order to succeed (Lo & Nguyen,
2023).

New viewpoints stress that the balance between standardization and adaptation is contingent
on the essence of the environment, the level of competition, the organization, its capabilities, and
the culture of consumers (Chang et al.,, 2023). It has been found that the relation between
adaptation and performance may be curvilinear; i.e., too much adaptation provides diminishing
benefits. The meta-analysis concludes that there are no best levels of adaptation or
standardization that optimize performance.

Dynamic capabilities are now considered important to cope with the tension between
standardization and adaptation. Cross-cultural adaptation can be seen from the perspective of
organizational learning that helps firms to achieve a sustainable competitive advantage, which
cannot be easily replicated by rivals (Balasubramanian, 2021; Alwidyan, 2025).

2.2 Cultural Intelligence and Brand Management

In contrast, cultural intelligence is a multi-faceted idea comprising metacognition, cognition,
motivation, and behavior dimensions of cross-cultural intelligence (Sahem, 2023; Sharma et al.,
2025). Although cultural intelligence was originally formulated for use in an individual context,
its application has been broadened to the organizational context, whereby organizational
cross-cultural intelligence could be created using mechanisms such as talent management,
training programs, and knowledge management systems (Sahem, 2023; Mukhtar et al., 2022;
Fangni, 2025).

In the case of brand management, high organizational CQ helps a business decode consumer
meanings, cultural symbols, and associations regarding the brands in foreign countries
accurately, allowing proper brand positioning and adaptation of communications. Companies
that have relatively higher organizational cultural intelligence are likely to have greater brand
localization effectiveness, thereby affecting consumer purchase intentions and brand loyalty.
Cultural intelligence functions directly and indirectly via brand strategy configuration.

2.3 Consumer-Based Brand Equity in Cross-Cultural Contexts

Given a consumer viewpoint, brand recognition and perception, perceived quality, the five
main ones are brand associations and brand loyalty (As’ad et al., 2024). Since the loyalty
component is more stable than other relationships, the significance of each dimension varies
throughout cultures. While brand knowledge and loyalty are more common in established
economies, brand associations and perceived quality have the greatest influence in developing
areas (Adi et al., 2024). Cultural orientation between individualism and collectivism influences
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how consumers react to global and local brand positioning strategies (Erfan, 2024).

2.4 Institutional Environment and Marketing Strategy

Institutional elements, such as formal and informal institutions, and their influence on strategy
selection are the main emphasis of institutional theory. The difference between the business
environments for the host and home nations is known as institutional distance, and it has a
significant impact on how businesses choose their entrance strategies. When firms face
institutional weaknesses in the foreign country, they tend to adapt more intensively because
informal institutions act as substitutes for market institutions. The issue of institutional voids
means the lack of efficient institutional structures facilitating the proper functioning of the
market. Adaptation is particularly advantageous when institutional distance grows because a
standardization strategy is less effective due to barriers in the consumer market.

It should be mentioned that cultural values, legal traditions, political stability, and economic
regulations are also crucial when assessing the chances of success in marketing activities. In order
to decrease uncertainty and build trust with potential customers in the foreign market, companies
need to make adjustments to institutional settings. Adaptation methods for altering material
design, cost, promotional activities, and dissemination channels are very important for gaining a
competitive advantage in international business.

2.5 Research Gaps and Theoretical Positioning

Even with all this wealth of information, there are still some gaps that can be pointed out. For
one thing, cultural dimensions and institutional factors have not been looked at together in one
holistic framework connecting them to brand strategy and how it affects business outcomes. Also,
traditional intelligence is hardly ever taken into account in the empirical analysis; country
variables are usually used in lieu of actual measures of CQ at the firm level. Lastly, much of the
work done focuses only on one region or industry.

ITII. CONCEPTUAL FRAMEWORK AND HYPOTHESES

Applying the Standardization-Adaptation Framework, Cultural Dimensions Theory, and
Cultural Intelligence. This paper's concept and resource-based perspective suggest integrative
conceptual structure where cultural intelligence is posited to be an antecedent of brand strategy
(adaptation vs. standardization), while CBBE acts as mediator of the strategy-performance
connection, with cultural distance and institutional environment being moderating variables.

H1: Organizational cultural intelligence positively influences the effectiveness of brand
adaptation strategy in global markets.

H2: Adaptation strategy is positively related to consumer-based brand equity in global
markets.

H3: Brand standardization strategy is positively related to marketing performance in markets
proximal in culture.

H4: Cultural distance positively moderates the influence of cultural intelligence on marketing
performance, such that the positive impact of CQ on performance is stronger for more distant

cultures.
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Hb5: Institutional environment positively moderates the relationship between adaptation
strategy and marketing performance; thus, adaptation has a stronger effect on marketing
performance in high institutional distance settings.

He6: Market maturity moderates the influence of brand adaptation strategies such that

adaptation strategies have a greater impact in less mature markets.

2: Strategic Choice & Intermediaries (Mediators)
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Figure 1: Conceptual Framework of Cross-Cultural Marketing

Figure 1 presents how cultural intelligence affects brand strategy configuration (adaptation vs.
standardization) and, consequently, brand equity and marketing performance. The institutional
context mediates the relationship between BA and marketing performance, while cultural
distance mediates the relationship between CQ and performance. Dotted arrows indicate the
moderation effect, whereas arrows indicate the direction of the predicted effect.

IV. METHODOLOGY
4.1 Research Design

This study applies a quantitative cross-sectional survey design following the positivist
approach to research. Survey design was chosen considering the necessity to gather statistically
generalizable information from a geographically spread sample of marketing practitioners. The
unit of analysis in the study will be the marketing program or brand management unit within a
multinational corporation. Cross-sectional data were collected in one time slice (Q3-Q4 2024), and
issues related to the temporal precedence were addressed using the retrospective measure of
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independent and dependent variables.

4.2 Population, Sampling, and Sample

Target participants included senior marketing managers, brand directors, and global brand
strategists working for multinational corporations having a presence in at least three countries in
the study regions (Asia-Pacific, Europe, North America, and Latin America). The sampling
method used was a stratified purposive approach designed to have a representative sampling
distribution by region and industrial sector. Contacts with potential respondents were facilitated
by business networking sites (LinkedIn) and industry associations' databases. Further contacts
within the network of multinational corporations were made through the snowballing technique.

The target sample size for this study was 320 respondents. Using a priori power analysis
performed in G*Power, the sample size was determined with specified values of f2=0.15 (medium
effect size), a = 0.05, and power = 0.90. Following data cleaning, 300 of the 320 surveys that were
sent were determined to be completed, resulting in a 93.75% response rate. The demographics of
the sample are shown in table 1.

Table 1: Sample Demographic Profile (N = 300)

Variable Category Frequency (n) | Percentage (%)
Region North America 87 29.0
Europe 76 253
Asia-Pacific 83 27.7
Latin America 54 18.0
Industry Consumer Goods 112 37.3
Technology 89 29.7
Financial Services 67 223
Others 32 10.7
Firm Size Large (>1000 employees) 143 47.7
Medium (100-999) 98 32.7
Small (<100) 59 19.6
Experience in Global Markets <5 years 63 21.0
5-10 years 104 34.7
>10 years 133 44.3

4.3 Measurement Instruments

Reliable multi-item scales that were taken from previous research were utilized to capture all
of the constructs employed in this investigation. A 20-item scale that was modified at the
organizational level was used to measure CQ. Six elements were used in the evaluation of BA to
gauge how well the brand has adapted to local market circumstances in terms of distribution,
price, marketing, and product. A five-item scale was used to measure BS. A seven-item measure

https://doi.org/10.66027/GPIM/V411/GPM26109 103



Global Perspectives in Management, Vol. 4, No. 1, March 2026 ISSN: 3049-088X

measuring brand awareness, associations, quality, and brand loyalty was used to operationalize
CBBE. A 5-item subjective scale was used to gauge marketing performance, which was then
compared to that of other companies in the sector. Four elements that represented institutional
quality in the market of the host nation were used to measure IE.

4.4 Data Collection Procedures

The survey tool was initially created in German, English, Mandarin, and Portuguese using the
back-translation technique for checking language equivalency. The pre-test with 30 marketing
professionals (7-8 per region) examined the clarity of items and face validity, leading to slight
changes in wording. The final survey tool was distributed via Qualtrics electronically within the
period from September till November 2024. All participants’ privacy and anonymity guarantees
were provided. Potential nonresponse biases were analyzed based on wave analysis of
demographic characteristics and study variables, showing no differences between early and late
respondents.

4.5 Analytical Approach

The data analysis process included three phases. Initially, Cronbach's alpha and other
descriptive statistics were computed. Second, the measurement model was examined using the
CFA method; convergent and discriminant validity were confirmed using average variance
extracted (AVE), composite reliability (CR), and the HTMT criteria. Finally, SEM analysis was
used to evaluate the structural model and mediation-related hypotheses, and hierarchical
multiple regression was used to test moderated regression analysis. Mean-centred interaction
variables were used. When looking at mediation effects, bootstrapping was used on 5,000
samples. Harman's single-factor test and unmeasured latent variable analysis approaches were
used to investigate common method biases.

V. RESULTS
5.1 Descriptive Statistics and Reliability

The descriptive statistics indicated that participants perceived themselves to be moderately
adaptive about their brands in comparison to standardization (M =4.23, SD = 1.31) and (M =4.89,
SD = 1.12), indicating their tendency towards brand adaptation overall. The marketing
performance score of the participants was found to be around the average mark (M = 4.61,
SD = 1.08), indicating diversity in brand performance outcomes. All alpha values for the scales
tested in this study were above the required value of 0.80 for reliable measurement scales in
business research, varying from o = 0.832 (Institutional Environment) to a = 0.891 (CBBE).
Harman’s one-factor test yielded an account of only 29.3% of variance, whereas the unmeasured
single-factor test resulted in little model fit improvement (ACFI < 0.01).

5.2 Measurement Model

The proposed structure fit the data well, according to confirmatory factor analysis: x? (df = 482)
= 813.42; CFI = 0.961; TLI = 0.956; RMSEA = 0.048 (90% CI: 0.042, 0.054); SRMR = 0.053. The
indicator factor loadings for the proposed structure were statistically significant (p < 0.001) and
varied from 0.68 to 0.91. Every AVE and CR measurement is higher than the relevant threshold
values of 0.50 and 0.85. Consequently, the model showed sufficient convergent validity. The
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discriminant validity of the structure was confirmed in table 2.

Table 2: Reliability and Validity Statistics for the Measurement Model

Construct Items | Cronbach's | CR | AVE | Factor Loadings
o Range
Cultural Intelligence (CQ) 6 0.873 0.891 | 0.612 0.71-0.89
Brand Standardization (BS) 5 0.851 0.869 | 0.593 0.69-0.86
Brand Adaptation (BA) 6 0.864 0.882 | 0.607 0.72-0.88
Consumer-Based Brand Equity 7 0.891 0.904 | 0.634 0.74-0.91
(CBBE)

Marketing Performance (MP) 5 0.877 0.893 | 0.621 0.73-0.90
Institutional Environment (IE) 4 0.832 0.856 | 0.578 0.68-0.84

Note: CR = Composite Reliability; AVE = Average Variance Extracted. All factor loadings are
significant at p < 0.001.

5.3 Structural Model and Hypothesis Testing

Table 3: Hierarchical Multiple Regression Results: Predictors of Marketing Performance

Predictor Variable B SE B | t-value | p-value 95% CI
Cultural Intelligence (CQ) 0.341 | 0.048 | 0.312 | 7.104 | <0.001 | [0.247,0.435]
Brand Adaptation Strategy (BA) 0.289 1 0.052 | 0.271 | 5.558 | <0.001 | [0.187,0.391]
Brand Standardization (BS) 0.176 | 0.061 | 0.158 | 2.885 0.004 | [0.056, 0.296]
Institutional Environment (IE) 0.214 | 0.057 | 0.193 | 3.754 | <0.001 | [0.102,0.326]
CQ x Cultural Distance (moderation) | 0.127 | 0.039 | 0.119 | 3.256 0.001 | [0.050, 0.204]
BA x Market Maturity (moderation) | 0.098 | 0.044 | 0.091 | 2.227 | 0.026 | [0.012,0.184]

R?=0.631; Adjusted R?=0.623; F(6, 293) = 83.47, p <0.001

Note: B = unstandardized regression coefficient; {3 is the standardized regression coefficient;
CI is the confidence interval; and SE is the standard error. All of the predictors were included
simultaneously in the final model.

The structural model showed excellent fitness with x2 (df = 509) = 874.31, CFI = 0.957,
TLI = 0.952, RMSEA = 0.050 (90% CI = 0.044, 0.056), and SRMR = 0.057. A supplemental
hierarchical multiple regression analysis was performed to assess the significance and strength
of factors on marketing success. Table 3 displays the results of the regression analysis.

CQ was shown to be the best predictor of marketing performance (3 = 0.312, p < 0.001),
followed by institutional context (8 = 0.193, p <0.001) and BA (3 =0.271, p <0.001). BS was also a
significant predictor (3 = 0.158, p = 0.004). The interaction term of CQ and CD contributed
significantly to H4 (3 =0.119, p = 0.001), whereas the interaction effect of BA and market maturity
(B = 0.091, p = 0.026) partially supported H6. Overall, the model accounted for 63.1% of the
variance in marketing success.
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CBBE was found to be a significant mediator of the relationships between BA and marketing
performance (indirect effect = 0.143, 95% confidence interval [0.097, 0.193], p <0.001) and between
CQ and marketing performance (indirect effect = 0.118, 95% confidence interval [0.074, 0.168], p
<0.001). Table 4 provides a summary of hypothesis testing outcomes.
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' ¢ Marketing
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Figure 2: Structural Equation Model (SEM) of Cross-Cultural Marketing

Figure 2 illustrates the standardized path coefficients (f values) between cultural intelligence,
brand adaptation, brand standardization, consumer-based brand equity, and marketing
effectiveness. The straight arrows denote direct effects and indirect effects, while the dotted
arrows denote moderating effects due to cultural distance and institutional environment. Error
terms have been considered for all the endogenous variables.

Table 4: Summary of Hypothesis Testing Results

Hypothesis Statement Result
H1 Cultural intelligence positively influences brand adaptation Supported
strategy effectiveness.

H2 Brand adaptation strategy positively affects consumer-based Supported
brand equity.

H3 Brand standardization strategy positively affects marketing Supported
performance.

H4 The association between CQ and marketing performance is Supported

moderated by cultural distance.

H5 Institutional environment moderates the adaptation— Supported
performance relationship.

Hé6 Market maturity moderates the effectiveness of brand Partially
adaptation strategies. Supported

https://doi.org/10.66027/GPIM/V411/GPM26109 106



Global Perspectives in Management, Vol. 4, No. 1, March 2026 ISSN: 3049-088X

5.4 Regional Differences

Significant variations emerged from subgroup analyses. The Asia-Pacific respondents scored
highest on mean brand adaptation levels (M = 5.21, SD = 1.03), indicating the increased cultural
diversity within the region. The same group displayed the strongest relationship between CQ
and adaptation (3 =0.381, p <0.001). In contrast, respondents from North America scored highest
in standardization (M = 4.78, SD = 1.19), while exhibiting the weakest relationship between
adaptation and performance, which is expected in relation to the homogeneous nature of their
market and development of institutions. Finally, the Latin American respondents were found to
have demonstrated the strongest moderation influence of the institutional environment on brand
adaptation, as predicted by theory.

10

Legend:Regional Groups
EEm North America
£14 EEE Europe
B Asia-Pacific
Bl Latin America

Mean Score

North America Europe Asia-Pacific Labin America
Region

Figure 3: Regional Differences in Brand Adaptation Strategy Scores

Figure 3 illustrates the average brand adaptation strategy scores for Europe, Asia-Pacific, and
North America, and Latin America. Standard error bars are shown as +1 standard deviation. The
graph emphasizes regional differences, where the highest level of brand adaptation is seen in
Asia-Pacific, while the lowest is in North America.

VI. DISCUSSION

It can be seen that cross-cultural adaptation of marketing strategies plays an important role in
driving brand success worldwide, and CQ becomes a crucial organization competency (Wu et al.,
2022; Caligiuri & Caprar, 2023). CQ proved to be the highest predicting variable (3 = 0.312),
implying that organizations which have developed their collective cross-cultural competence are
able to outperform other organizations (Manuel et al., 2024). The impact of brand adaptation
(B = 0.271) was much stronger compared to brand standardization (8 = 0.158), thus proving that
marketing strategy adaptation, specifically in diverse markets, provides competitive advantage.

Cultural distance became a significant moderator, which means that CQ provided greater
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returns in cultures that were more distant from the organizational culture. Institutional distance
became another moderating factor in the research, meaning that adaptation was beneficial for
companies operating under conditions of high institutional distance.

Theoretical contribution is that the paper enhances the theory of standardization vs.
adaptation by arguing that the success of the firm’s strategy depends not only on the environment
but also on CQ, which is viewed as a dynamic capability facilitating translation of the
environmental information into action. Practical implications suggest that firms need to build
their CQ through training programs and international postings, implement global strategy that
will combine standardization and adaptation, and invest extra efforts when deal with high
institutional distance.

Weaknesses of the study are a cross-sectional research design, subjective evaluation of
performance, non-representative purposive sample, and data collection during an unstable
economic period.

VII. CONCLUSION

The present study examined how cross-cultural adaptation might enhance the performance of
international brands by taking consumer-based brand equity, cultural intelligence, and brand
strategy configuration into account. The institutional environment within an empirical model. In
an analysis involving marketing managers of multinational organizations operating across four
global regions, the results demonstrated that cultural intelligence (8 =0.312, p <0.001) and brand
adaptation strategy (B = 0.271, p < 0.001) are the most influential factors in the performance
improvement process, with CBBE acting as a mediator in this relationship. Cultural distance and
the institutional environment were identified as important moderating factors that positively
affect the CQ-performance relationship and the adaptation-performance relationship,
respectively. Therefore, several practical implications have emerged from this research; namely,
companies must develop organizational CQ as their competitive advantage, follow
context-driven adaptations supported by cultural and institutional intelligence, and monitor
CBBE in terms of a cross-cultural mediating mechanismThis research adds to the body of
knowledge on standardization vs adaptive capacities from a theoretical perspective by showing
CQ as an organizational antecedent enabling adaptive brand strategy implementation, thus
linking the body of knowledge about culture-related capabilities with global brand management.
The suggested directions for future research include longitudinal research examining the
CQ-strategy-performance relationship, multiple sources of data capturing performance through
brand equity measured from consumers’ perspectives, as well as qualitative case studies aimed
at understanding how CQ facilitates adaptive brand strategy development and implementation.
Further theoretical development might be expected from studying industry-level moderators of
the relationships examined, especially in the realm of digital marketing, where culture-related
adaptation occurs via algorithm-based recommendations and social media platforms.
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