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ABSTRACT 
  

The present study has been investigated the effect of cultural intelligence dimensions (Metacognitive, 
cognitive, behavioral and motivational) on the absorption of customers. The research has performed based 
on the data was collected in a sample of 142 individuals in Tejarat Bank of Ardabil province in the first 
half of 2013. The type of research method is descriptive - applied from correlation. The standard 
questionnaire Early and Ang was used to measure cultural intelligence and the Mohaghegh questionnaire 
to measure the absorption of customer. The professors were provided both questions in the form of a 
questionnaire and the reliability and validity was confirmed with Cronbach's alpha coefficient 0.89. 
Results of analysis obtained spearman correlation test showed that the cultural intelligence and its 
dimensions (Cognitive, metacognitive, behavioral and motivational) has a significant positive effect on 
the absorption of new customers that cognitive has the most correlation (0.183) and behavioral dimension 
has the lowest (0.149) with customers absorption. The dimensions priority respectively included 
cognitive, behavioral, motivational and metacognitive was obtained from Friedman test that the cognitive 
dimension the most and metacognitive has the lowest effect on the customers' absorption. Therefore, 
cultural intelligence is as an effective factor in attracting customers. 
KEYWORDS: Cultural, cognitive, metacognitive, motivational and behavioral intelligence, identify 

customer 
 

INTRODUCTION 
 

Cultural intelligence is the attributes or skills that eligible individuals are consistent in minimal 
time and with minimal stress on interaction with outsider culture. And these two words (Intelligence and 
culture) were taken in order to work together because they have a significant relationship together. As a 
person when encounter different culture is cleverly seeking that finds elements of culture so can adjust his 
behavior during the experience of intercultural (Brislin  et al, 2006: 40-55). 

 Although most studies have been of cultural intelligence has been found to interact with foreign 
cultures but has generalize to ethnic subcultures between national cultures as well. Therefore, local 
administrators can also use this factor in everyday interactions. Today, most organizations cultural 
intelligence knows the competitive advantage and the ability to strategically. Organizations and managers 
who understand the strategic value of cultural intelligence can use differences and cultural diversity to 
create competitive advantage and superiority in the market today (Yazdkhasti et al, 2011: 142). Also, 
identify customers can be as important sources of investment in the bank, will be important to the cultural 
differences that exist in society. Reviewing the literature, we came to the conclusion that; first, cultural 
intelligence is multidimensional instruments, second, it is instruments with three or four dimensions; the 
cognitive, metacognitive, motivational and behavioral. Cognitive dimension is as an aspect of cultural 
intelligence demonstrating knowledge and information that an individual or a social group has in relation 
to different cultural systems and cultural backgrounds where it is grown. Metacognitive dimension which 
sometimes called as subsidiary from cultural intelligence subjective element is considered the readiness 
and conscious and active participation in intercultural interactions, improving awareness and prior 
knowledge and capacity to improve cognitive aspects of cultural intelligence (Nelson, 1996: 105-106). 
Motivational dimension reflect that an individual or social group to what extent has the readiness and 
willingness spend their energy, time or money for understanding or interacting with individuals or groups 
of other cultures (Hatami, 2012: 5). Behavioral cultural intelligence is a type of individual ability to show 
suitable oral and nonverbal application during interacting with other people from different cultural 
backgrounds. Behavioral cultural intelligence is based on the possession and use of browse or a broad 
series of behaviors. It refers to a wide range of behavioral skills have the individuals and they can show 
appropriate verbal and nonverbal behaviors to new situations and cultural (Ahmadi, 2011: 126). 

 Identification is find people who our products and services rectify their needs are obvious and 
hidden. Steps in the identification process are (Mohammadian and Amin, 2007: 145-146): 
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1- Defining services and products; products and services should be defined based on the mission, 
vision and strategies of the organization. Services should not be defined based on need to provide. 

2- Define your customers; the organization customers should be defined based on the mission, 
vision and strategy of the organization. Do not define the customers in terms of organization products; 
because you define only the actual customers and many potential customers are excluded from the list of 
customers. 

3- Define customers based on the products and products based on customers: When customers and 
products were defined based on the same title (Long-term goals and plans). It also appears that these two 
sets are defining than each other. 
Literature can be cited as follows; in the survey was conducted among 338 business students, this result was 
obtained that there is significant relationship between conscientiousness with the metacognitive, vitality and 
emotional stability with behavioral aspects of cultural intelligence, extraversion with knowledge , motivation 
and behavior dimensions. The most important result is that openness to experience is one of the most 
important characteristics is positively associated with all four cultural intelligence dimensions (Van Dyne, 
2005: 120). In the survey was conducted among 794 persons in the U.S., this result was obtained that the 
cultural intelligence dimensions has substantial impact in the education, choice and work performance of 
manpower. And understanding of cultural intelligence allows us to know the reason some people seem more 
effective than others in today's world (Ang et al, 2007: 368). 
In the survey was conducted among 50 senior managers were working in the manufacturing and service 
firms in Esfahan showed that cultural intelligence has positive effect in the success of leaders face in the 
workplace with employees and customers from different cultures; So having a high cultural intelligence help 
them establish good communication with employees and customers (Moshbeki and Tizro, 2009: 69-70). 

This study aimed to investigate the effect of cultural intelligence to identify new customers of Tejarat 
Bank in Ardabil province. 

  
METHODOLOGY 

 
The research method is descriptive - correlation and it is in terms of applied purpose that for data 

analysis, two methods are used descriptive and inferential statistics. After collecting the data, Spearman 
correlation method was used for the data summarization, classification and analyzing using SPSS 
statistical software and Friedman test was used to rank dimensions. The standard questionnaire Early and 
Ang was used to investigate the independent variable namely cultural intelligence, and also Mohaghegh 
questionnaire was used to examine the dependent variable namely attracting customers. Respondents 
were provided both series of questions in the form of a questionnaire. The total staffs in Tejarat Bank 
were forming our statistical society that is directly associated with customers. So headquarters staffs are 
not part our community and only employees who are working as an employee of Bank branches form our 
society. So, number of our society was a total of 226 person who 18 females and 208 males. The number 
of sample was 142 people were obtained using the Cochran formula. We selected a stratified random 
sampling method. In this study, the amount of Cronbach's alpha for questionnaire was 0.89 and also the 
alpha coefficient for the variable metacognitive 0.77, cognitive dimension 0.79, motivational 0.79, 
behavioral 0.74 and then customer's attraction variable was 0.87 which indicator standard and the 
reliability of the questionnaire. To illustrate the relationship between the variables of the conceptual 
model is used. 

 
Figure 1 - Conceptual model of the research 

 
  
  

  
  
  
  
  
  

 
 

 
 

RESULTS AND DISCUSSION 
 
Friedman test data between variables in the cognitive, meta-cognitive, motivational and behavioral 

dimension of the cultural intelligence show the test with a significance level (0/000) was less than 0/01. We 
can say that there is a significant difference in the 99% confidence between average rank of factors and 
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attracting new customers. Cultural intelligence is the highest rank and cognitive variables. The test with a 
significance level (0/000) was less than 0/01. And the behavioral, motivational and meta-cognitive 
dimensions are next in rank.  

In this study, one main hypothesis and four sub-hypotheses were analyzed using inferential statistics. 
Hypothesis testing results are summarized as follows: 

1) The purpose of cultural intelligence in this study was the capacity of using skills and abilities in different 
environments. Amount of error 0.000 for the confidence level 0.95 which is less than 0.05 and the correlation 
coefficient 0.311 confirm this hypothesis. So people can agree that cultural intelligence is effective on 
identifying new customers. These results are consistent with results Moshbeki and Tizro. 

 
Table 1 - Results of Spearman correlation coefficients to examine the relationship between cultural 

intelligence and identify new customers 
Results  Description  Variable  

0H Rejection and 

Acceptance  

141 Sample size  Cultural 
intelligence and 

attract new 
customers 

0.311  Correlation 
coefficients  

0.000  ValueP 
        

2) The metacognitive dimension in this study indicate that how a person understands intercultural 
experiences such as language, art and nonverbal behaviors. According to the SEM 0.025 for confidence level 
0.95 is less than 0.05 and the correlation coefficient of two variables equal to 0.187, this hypothesis was 
confirmed. If people have an understanding of intercultural experiences, it will be more effective in 
identifying customers. The metacognitive dimension had the last rank in the ranking of the cultural 
intelligence which is consistent with the results of Van Dyne et al. 

 
Table 2 - Results of Spearman correlation coefficients to examine the relationship between metacognitive 

dimensions of cultural intelligence and identify new customers 
Results  Description  Variable  

0H Rejection and 

Acceptance   

142  Sample size  Metacognitive 
intelligence and 

identify new 
customers  

0.187  correlation coefficients  
0.025  ValueP 

  
3) The cognitive dimension in this study indicates that how a person is aware of the similarities and 

differences in culture. According to the SEM 0.004 for confidence level 0.95 which is less than 0.05 and the 
correlation coefficient of two variables equal to 0.238, the hypothesis was confirmed. If the people are aware of 
the similarities and differences in culture, it will be more effective to identify customers. The cognitive 
dimension had the first rank in the ranking of dimensions which is consistent with the results of Van Dyne et al. 

 
Table 3 - Results of Spearman correlation coefficients to examine the relationship between cognitive 

dimensions and identify new customers 
Results  Description  Variable  

0H Rejection and 

Acceptance   

142  Sample size  Cognitive 
intelligence and 
identify new 
customers  

0.238  correlation coefficients  
0.004  ValueP 

  
4) The motivational dimension in this study indicates that whether one is interested in interacting with other 

cultures. According to the SEM 0.001 for confidence level 0.95 which is less than 0.05 and the correlation 
coefficient of two variables equal to 0.265, the hypothesis was confirmed. If the people are interested in 
interacting with other cultures, it will be more effective in identifying customers. The motivational dimension 
had the third rank in the ranking of the cultural intelligence dimensions which is consistent with the results of 
Van Dyne et al. 

 
Table 4 - Results of Spearman correlation coefficients to examine the relationship between motivational 

dimensions and identify new customers 
Results  Description  Variable  

0H Rejection and 

Acceptance   

142  Sample size  Motivational 
intelligence and identify 
new customers  0.265  correlation coefficients  

0.001 ValueP 
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5) The behavioral dimension in this study indicates that whether individual behavior is flexible to deal with 
other cultures. According to the SEM 0.005for confidence level 0.95 which is less than 0.05 and the 
correlation coefficient of two variables equal to 0.236, the hypothesis was confirmed. If individual have 
flexible behavior to deal with other cultures, it will be more effective in identifying customers. The behavioral 
dimension had the second rank between the cultural intelligence dimensions which is consistent with the 
results of Van Dyne et al. 

 
Table 5- Results of Spearman correlation coefficients to examine the relationship between behavioral 

dimensions and identify new customers 
Results  Description  Variable  

0H Rejection and 

Acceptance   

142  Sample size  Behavioral 
intelligence and 
identify new 
customers  0.236  correlation coefficients  

0.005  ValueP 

  
Based on the results obtained in the above tables, it was found that the correlation coefficient between the 

identification variable and the metacognitive, cognitive, motivational and behavioral are equal to 0.187, 0.238 
and 0.265 and 0.236. By comparing the coefficients, we can conclude that motivational dimension has the 
most and metacognitive has the lowest correlation with customers' identification which is consistent with 
research results of Ang et al. Generally the branches of Tejarat Bank in most streets in the city of Ardabil and 
the subsidiary is caused branches given the specific subcultures identify their area customers; and the staff 
cultural intelligence increase and the symbols, ceremonies and celebrations will be considered by the bank. It 
will be helpful in identifying customers. 
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