
VOLUME NO. 1 (2011), ISSUE NO. 3 (AUGUST) ISSN 2231-5756 

  
 

IIINNNTTTEEERRRNNNAAATTTIIIOOONNNAAALLL   JJJOOOUUURRRNNNAAALLL   OOOFFF   RRREEESSSEEEAAARRRCCCHHH   IIINNN   CCCOOOMMMMMMEEERRRCCCEEE,,,   IIITTT   AAANNNDDD   MMMAAANNNAAAGGGEEEMMMEEENNNTTT   

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at: Ulrich's Periodicals Directory ©, ProQuest, U.S.A., Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A. 
Circulated all over the world & Google has verified that scholars of more than eighty-one countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

www.ijrcm.org.in 

CCCCONTENTSONTENTSONTENTSONTENTS    
    

Sr. 

No. 
TITLE & NAME OF THE AUTHOR (S) Page 

No. 

1. IMPACT OF EMPLOYEES’ EDUCATING ON PRODUCTIVITY IN BANKING SECTOR 

HAMID REZA QASEMI 
1 

2. ASSESSING THE EFFECTIVENESS OF FRONTLINE MANAGERS IN PUBLIC SECTOR COLLEGES OF PAKISTAN 

ANSAR MAHMOOD & DR. WAHEED AKHTER 
6 

3. DOES EMPOWERMENT MODERATE OF THE RELATIONSHIP BETWEEN PERCEIVED OVERQUALIFICATION AND JOB ATTITUDES? 

KENGATHARAN. N 
14 

4. LINKING THE ‘BIG FIVE’ PERSONALITY DOMAINS TO ORGANIZATIONAL COMMITMENT 

JYOTI KUMAR CHANDEL, DR. SUJEET KUMAR SHARMA & DR. S.P. BANSAL 
19 

5. A STUDY ON DEVELOPMENT AND PROCESSING IN MYSORE MILK UNION LIMITED 

DR. HARISH.M 
25 

6. USE OF INTERNET FOR ELECTRONIC GADGETS PURCHASING – IMPACT OF CIRCUMSTANTIAL ELEMENTS 

ASMATARA KHAN & DR. MOHD. ZAFAR SHAIKH 
31 

7. QUALITY MANAGEMENT INITIATIVES AND COMPETITIVENESS - CASE STUDIES ON SMALL AND MEDIUM ENTERPRISES 

DR. S. R. ASHOK, DR. C. S. VENKATESHA & DR. B. T. ACHYUTHA 
37 

8. RELATIONSHIP BETWEEN EMPLOYEE ENGAGEMENT AND COMMITMENT: A STUDY AT IVRCL 

SURESH KANDULAPATI & DR. G. MANCHALA 
44 

9. PERCEPTION AND RECEPTIVITY OF BRANDING BY BANKS BY CUSTOMERS OF SMALL SCALE INDUSTRIES IN BANGALORE: AN EMPIRICAL 

EVIDENCE 

DR. S. JOHN MANOHAR & N. S. RAVINDRA 

48 

10. EXPECTATIONS AND PERCEPTIONS OF STUDENTS IN ENGINEERING EDUCATION - A STUDY 

DR. KANAGALURU SAI KUMAR 
55 

11. CONSUMER BEHAVIORAL PATTERNS OF PASSENGER CARS 

BALAKRISHNAN MENON & DR. JAGATHY RAJ V. P. 
61 

12. REPATRIATION PROGRAM AS A PROCESS FOR RETAINING REPATRIATES - ISSUES SURROUNDING INTERNATIONAL HUMAN RESOURCE 

B. R. SANTOSH & DR. KRISHNAVENI MUTHIAH 
69 

13. ROLE OF TRAINERS IN IMPROVING TRAINING EFFECTIVENESS: A CASE STUDY OF INSURANCE SECTOR IN ARID INDIA 

RICHA DIXIT & DR. HARSH PUROHIT 
73 

14. A STUDY ON WORK INTERFERENCE WITH FAMILY (WIF) AND FAMILY INTERFERENCE WITH WORK (FIW) AMONG MARRIED FEMALE 

MANAGEMENT FACULTIES 

SMRUTI R PATRE & DR. ANANT DESHMUKH 

78 

15. WORK-LIFE BALANCE: A CROSS SECTIONAL STUDY OF BANKING & INSURANCE SECTOR 

PRERNA PATWA 
85 

16. THE CHALLENGING JOB DESIGN OF GLOBAL MANAGER 

PAYAL JOHARI 
92 

17. CULTURAL INTELLIGENCE (CQ): LEVERAGING EFFECTIVENESS OF INDIAN BPO SECTOR 

SHIKHA BHARDWAJ 
95 

18. GLOBAL FOREX MARKET VIS-A-VIS INDIAN CURRENCY– A STUDY 

T. CHANDRABAI, SRIVALLI. J & T. BHARATHI 
100 

19. RANKING MFIS IN INDIA: USING TOPSIS 

SANTANU DUTTA & PINKY DUTTA 
103 

20. SERVICE QUALITY EVALUATION: AN APPLICATION OF THE SERVQUAL MODEL WITH SPECIAL REFERENCE TO TWO WHEELER SERVICE 

STATIONS IN NANGAL DAM 

ABHAY TIWARI & NITIN CHAUDHARY 

108 

21. A STUDY OF PROBLEMS & PROSPECTS OF INTERNET RETAILING IN INDIA 

DR. HEMANT J. KATOLE 
114 

22. ORGANISATIONAL OUTCOMES OF EFFECTIVE RELATIONSHIP MARKETING IN INDIAN INSURANCE COMPANIES 

DR. M. DHANABHAKYAM & K. VIMALADEVI 
117 

23. E – GOVERNANCE: AN INITIATIVE TO PUBLIC DEVELOPMENT IN INDIA WITH SPECIAL REFERENCE TO ODISHA 

DEVI PRASAD DASH 
121 

24. TO STUDY THE FACTORS AFFECTING JOB SATISFACTION LEVEL IN THE SELECTED BPO COMPANIES IN NCR REGION 

SURENDER SARIN & VIJENDER PAL SAINI 
125 

25. JOB SATISFACTION AMONG EMPLOYEES IN SMALL SCALE INDUSTRIES, VISAKHAPATNAM 

DR. M. RAMESH 
130 

 REQUEST FOR FEEDBACK 139 



 VOLUME NO. 1 (2011), ISSUE NO. 3 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

ii 

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

PATROPATROPATROPATRONNNN    
SH. RAM BHAJAN AGGARWAL 

Ex. State Minister for Home & Tourism, Government of Haryana 

Vice-President, Dadri Education Society, Charkhi Dadri 

President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
AMITA 

Faculty, E.C.C., Safidon, Jind 
    

ADVISORADVISORADVISORADVISORSSSS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 

Principal (Retd.), Maharaja Agrasen College, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Dean (Academics), Tecnia Institute of Advanced Studies, Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. AMBIKA ZUTSHI 

Faculty, School of Management & Marketing, Deakin University, Australia 

DR. VIVEK NATRAJAN 
Faculty, Lomar University, U.S.A. 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

DR. KULBHUSHAN CHANDEL 

Reader, Himachal Pradesh University, Shimla 

DR. TEJINDER SHARMA 

Reader, Kurukshetra University, Kurukshetra 



 VOLUME NO. 1 (2011), ISSUE NO. 3 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iii 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Government F. G. College Chitguppa, Bidar, Karnataka 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. A. SURYANARAYANA 
Department of Business Management, Osmania University, Hyderabad 

DR. ASHOK KUMAR 

Head, Department of Electronics, D. A. V. College (Lahore), Ambala City 

DR. JATINDERKUMAR R. SAINI 

Head, Department of Computer Science, S. P. College of Engineering, Visnagar, Mehsana, Gujrat 

DR. V. SELVAM 
Divisional Leader – Commerce SSL, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Reader, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

S. TABASSUM SULTANA 
Asst. Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, E.C.C., Safidon, Jind 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 



 VOLUME NO. 1 (2011), ISSUE NO. 3 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iv 

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in 

the area of Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, 

Corporate Governance and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; 

Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; 

Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; 

Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro 

Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy Economics; Real Estate; Regional 

Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Business Information Systems (MIS); 

Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care 

Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; 

Organizational Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; 

Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, 

Hospitality & Leisure; Transportation/Physical Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer 

Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database 

Structures & Systems; Digital Logic; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; 

Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; 

Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design. The above mentioned tracks are 

only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our 

submission guidelines duly available on our website under the heading guidelines for submission, at the email addresses, 

infoijrcm@gmail.com or info@ijrcm.org.in. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                .                            

(e.g. Computer/IT/Finance/Marketing/HRM/General Management/other, please specify). 

 

DEAR SIR/MADAM 

 

Please find my submission of manuscript titled ‘___________________________________________’ for possible publication in your journal. 

I hereby affirm that the contents of this manuscript are original. Furthermore it has neither been published elsewhere in any language fully or partly, 

nor is it under review for publication anywhere. 

I affirm that all author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if our/my manuscript is accepted, I/We agree to comply with the formalities as given on the website of journal & you are free to publish our 

contribution to any of your journals. 

 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address & Pin Code: 



 VOLUME NO. 1 (2011), ISSUE NO. 3 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

v 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

 

2. INTRODUCTION: Manuscript must be in British English prepared on a standard A4 size paper setting. It must be prepared on a single space and single 

column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of 

the every page. 

3. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

4. AUTHOR NAME(S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

5. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, 

methods, results & conclusion in a single para. 

6. KEYWORDS: Abstract must be followed by list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated 

by commas and full stops at the end. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before 

each heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should be in a 8 point Calibri Font, single spaced and justified. 

10. FIGURES &TABLES: These should be simple, centered, separately numbered & self explained, and titles must be above the tables/figures. Sources of 

data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. It must be single spaced, and at the end of the manuscript. The author (s) 

should mention only the actually utilised references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. 

The author (s) are supposed to follow the references as per following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, 

working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio," Ohio State University.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David 

Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban 

Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New 

Delhi, India, 19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITE  

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Economic and Political Weekly, Viewed on July 05, 2011 http://epw.in/user/viewabstract.jsp 



 VOLUME NO. 1 (2011), ISSUE NO. 3 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

95 

CULTURAL INTELLIGENCE (CQ): LEVERAGING EFFECTIVENESS OF INDIAN BPO SECTOR 
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ABSTRACT 
World has become a global village. This is true in many hard core areas of development like technology, communication etc. But still many soft issues are 

challenge to the companies. One of them is cultural difference and cultural diversity. This is a very sensitive and critical issue to any organizations now days. With 

increasing globalization, many sectors in Indian economy have grown tremendously, one of which is IT and ITeS industry. Thus, it brings heavy pressure/ urgency 

for companies to understand and react as per the changes BPO industry encounter major challenge on cultural differences. This paper introduces the concept of 

cultural intelligence (CQ) and discusses its relevance and implications in the ITeS industry. It proposes a model highlighting CQ as a major critical individual 

capability affecting companies to bridge the gap between cultural disparities with special reference to Business Process Outsourcing (BPO) sector. 

 

KEYWORDS 
Management, Cultural intelligence, Culture, Training and Development 

 

INTRODUCTION 
ith increasing globalization, cultural intelligence becomes more critical to business success. Livermore points to a study done by The Economist 

which found that 90% of executives from more than 60 countries said cross-cultural leadership was their top management challenge. When world 

has become a global village everything else have become small. Manpower is high in transit mode, which gives a challenge to the key drivers of the 

economy to diversify. It includes all the major stakeholders of our economy. In the process of building and sustaining cultural diversity both at micro and macro 

level of the economy. The major player has to take up the charge of controlling and redefining the process of maintaining cultural diversity. Now days with the 

changing environment and patterns of society, organizations have started realizing the need to be culturally competent to understand the cross cultural patterns 

of people. If any organization wants to survive for long in the competition, they have to diversify vertically and horizontally. This in turn results in 

internationalization, multinational, multiculturalism, and diversification. 

With the changing pattern of manpower, organizations have to be more adoptive and adaptive towards cross cultural difference. The flow of culture is always 

from top to bottom, that means this kind of change will first have to accept by top management and then carried by everybody else. People belonging to 

different nations, communities, cultural background definitely reflect some contrasting beliefs, attitude, values, perception, expectation and assumptions. All 

these reasons create a lot of pressure to the industries which are encountering this change most. One of these industries is IT enables service industry in India. 

The Indian information technology (IT) - business process outsourcing (BPO) sector including the domestic and exports segments continue to gain strength, 

experiencing high levels of activity both onshore as well as offshore. The companies continue to move up the value-chain to offer higher end research and 

analytics services to their clients. ITeS, which started with basic data entry tasks over a decade ago, is witnessing an expansion in its scope of services. It now 

offers services such as knowledge process outsourcing (KPO), legal process outsourcing (LPO), games process outsourcing (GPO) and design outsourcing, among 

others. The Indian BPO sector has not only added scale in the last nine years, but has also matured significantly in terms of scope of service offerings, buyer 

segments served and service delivery models. Apart from achieving maturity in the horizontal segment, providers are increasingly developing vertical/ domain 

specialization to capture greater value. Further, as per DIT, the ITeS-BPO is being seen as the fastest growing segment within the Indian IT-BPO sector and is 

predicted to reach export revenues of about US$ 12.4 billion in 2009-10 as compared to US$ 11.7 billion in 2008-09, growing at 6 per cent. 

Globalization has helped improve living standards and promoted cultural diversity and global integration. Nonetheless, on the flip side, rapid social and cultural 

transition, due to influence of western culture and values has changed a lot of young Indian mindset. And a major role is played by BPO sector. BPO sector being 

a service provider takes a foot forward when dealing with international customers. If service mangers are unaware of the core cultural expectations of 

customers, it will result in gap of performance of service (Mohsin, 2006). Thus, while considering the case of BPO industry it becomes all the more important to 

have high CQ because half of the time service provider and customer don’t meet physically. Therefore, understanding and accommodating towards cultural 

difference is the need of the present service provider as competition inside the industry is becoming stiff and tuff.  

However, one the major tool for dealing with people of different cultural background is “Cultural Intelligence”. Cultural Intelligence (CQ) is a person’s capability 

to function effectively in situations characterized by cultural diversity. It aims at providing a better understanding of cultural differences and reducing cultural 

distance between customer and service provider. Thus creating an awareness and education on Cultural Intelligence is essentially required in ITeS sector. 

The present piece of research has been presented in this backdrop, wherein the role of cultural intelligence is seen as an intervention by focusing on specific 

capabilities that are important for high quality personal relationships and effectiveness in culturally diverse settings. The paper has been presented in the 

following paragraphs, under eight sections. 

 

PROBLEM STATEMENT 
The author identified that service manager/ executives in the BPO industry has problems when dealing with the customer of diverse cultural background which 

implies a set of varying cultural values, beliefs, perception, attitude, expectation, and basic underlying assumption. When interaction between the service 

provider and customer on the grounds of cultural is not satisfactory, it creates dissatisfaction and leaves an inappropriate impression on the customer. One 

major reason behind this failure could be that executive directly handling customers may not be culturally intelligent to deal the global customers. Thus if the 

industry designs a standardized curriculum for training and developing cultural intelligence among the workforce, it may result in future long term benefits. 

 

RESEARCH OBJECTIVE AND AIM 
The research objective is to identify in terms of relevant literature, whether individuals, employees and customers need to be culturally intelligent in order to be 

successful in cross cultural interactions. It is hoped to asses the current status of cultural intelligence with reference to BPO sector. And to identify how cultural 

intelligence can used as tool to reduce differences. 

 

RESEARCH METHOD 
The review of theoretical global relevant literature shall provide a foundation and conceptual framework of Cultural Intelligence (CQ), its application and usage, 

the understanding of cultural differences in BPO sector, Also, research engines such as scholar google, Emerald, scibd and published works of various researchers 

in the respective will be incorporated. 

Literature on cultural intelligence is available between the period (2003-2010) as the concept relatively new and that on the impact of culture on the respective 

industry from the year 2000. 

W
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On the basis of the literature, theoretical models are created to understand the relationship between cultural Intelligence and its applicability in the BPO sector. 

 

LITERATURE REVIEW 
Cultural Intelligence 

In managerial contexts, this calls for the ability, among other things, to identify and solve problems sensitively and effectively in cross cultural situations. These 

situations are often characterized by considerable complexity and ambiguity. According to Thomas and Inkson (2004), a manager who is high on CQ will, first, be 

knowledgeable about cultures and fundamental issues in cross cultural interactions; second, be mindful of what is going on in intercultural situations, having a 

sensitivity to cues and an ability to interpret them; and third, have a repertoire of behavioral skills that enable them to respond appropriately to different 

intercultural situations. To the extent that their jobs require cultural intelligence, it is important that HRM managers evaluate ways in which the CQ of 

employees can either be acquired (by careful selection) or developed (by appropriate training) (Earley, Ang & Tan 2006). Before addressing the question of how 

this might be done, it is important to examine why cultural intelligence is important. 

Traditionally, the importance of cultural understanding in international business has been determined by several factors. First, the countries and cultures in 

which the business has been conducted, in the sense that – as a result of differences in what has been described as ‘cultural distance’ – some countries are more 

difficult to do businesses than others. Second, the areas of the firm’s business that are most directly impacted, the impact of cultural differences in areas such as 

sales and marketing being greater, say, than on accounting services. Third, whether the firm has sizable numbers of expatriates/ foreign clients, in which case it 

has been recognized by the company to give particular attention to how those persons can best be selected and trained for their assignment in order that their 

personal adaptation and job performance are ensured. Overall, it might be said that an understanding of how and why CQ is important in international business 

has been more obvious in relation to some things than to others. 

Cultural Intelligence (CQ) is a person’s capability to function effectively in situations characterized by cultural diversity (Ang, Van Dyne, & Koh, 2005; Earley & 

Ang, 2003; Earley & Mosakowski, 2005). In today’s increasingly global and diverse work settings, the ability to function effectively in multi-cultural situations is 

important for employees, managers, and organizations. 

Knowledge of Cultural Intelligence provides insights about their capabilities to cope with multi-cultural situations, engage in cross-cultural interactions 

appropriately, and perform effectively in culturally diverse work groups .Knowledge of the Cultural Intelligence of others provides insights about how best to 

interact with others in multi-cultural situations, engage in cross-cultural interactions appropriately, and perform effectively in culturally diverse work groups. 

CQ-Cognition is how a person makes sense of inter-cultural experiences. It reflects the processes individuals use to acquire and understand cultural knowledge. 

It occurs when people make judgments about their own thought processes and those of others. This includes strategizing before an inter-cultural encounter, 

checking assumptions during an encounter, and adjusting mental maps when actual experiences differ from expectations. 

CQ-Motivation is a person’s interest in experiencing other cultures and interacting with people from different cultures. Motivational CQ is magnitude and 

direction of energy applied toward learning about and functioning in cross-cultural situations. It includes the intrinsic value people place on culturally diverse 

interactions as well as their sense of confidence that they can function effectively in settings characterized by cultural diversity.  

CQ-Behavior is a person’s capability to adapt verbal and nonverbal behavior so it is appropriate for different cultures. It includes having a flexible repertoire of 

behavioral responses that are appropriate in a variety of situations and having the capability to modify both verbal and nonverbal behavior based on those 

involved in a specific interaction or in a particular setting.  

Despite of being a new subject, it was able to capture a lot of attention from academicians and researchers.  Ang et al. (2007) found CQ to be significant in 

explaining the variance in performance. 

5.2 Impact of culture on Indian ITeS Industry 

The mode of international business is changing. Though the notion of locating parts of a firm’s business in different countries is not new, the general move to 

global outsourcing has accelerated rapidly in recent years, impacting on firms in both the product and services sectors (Mol, van Tulder & Beije 2005). Again, this 

requires new sorts of cultural skills. For example, the establishment of call centres in India, to service businesses around the world has created a vast number of 

interesting problems.  

The circumstances and challenges for both foreign and local enterprises vary enormously across many different countries in Asia (Lasserre & Schutte 2006) and it 

would be dangerous to overly generalise. The issues in highly developed countries such as Japan, South Korea and Singapore are vastly different from those in 

much less developed places. However, it is fair to say that within the majority of countries in Asia, and most particularly those in the ‘developing’ category, there 

are several very challenging ‘cultural’ issues that have to be confronted by local firms. BPOs have faced with much more challenging conditions in the countries 

in which they operate, especially in India.  

When people are aware of the potential differences in thought processes, they tend to make isomorphic attributions, defined as interpreting behaviour from the 

actor’s perspective and giving it same meaning as intended by the actor (Triandis, 2006). This holds true in the case of BPO sector also where three parties are 

involved. One is the parent country, second the host country and third are customers from anywhere. BPO center acts as mediator between the client and the 

customer. Thus gives a bigger challenge to the outsourced center to understand the culture and processes of parent company and then respond to the client. 

When customer expectations are not met this often leads to disappointments, fear, loneliness which result in cultural conflicts (Weiermair, 2000). 

BPO industry is highly complex industry culturally. The host company has to behave as a representative of the parent company to client, without even 

encountering the real cultural conditions of parent company. In short, the construction of cultural difference is a tool for the management of ‘multicultural’ 

workforces. In the case of outsourcing, standard notions of national difference (Indian/ Western) feed into corporate discourses about work and underwrite the 

development of strategies to manage software workers. In doing so they are following standard ‘cross-cultural management theory’, which tends to attribute all 

problems and conflicts in ‘multicultural’ work situations to cultural difference. Communication gaps or the inability to deliver on time, for instance, are 

attributed to inherent cultural barriers (different communication styles, different attitudes to time) rather than to organizational or any other such problems. 

But more important than this cultural explanation of differences in behaviour and perception is to search for underlying structural reasons that may linked to the 

outsourcing situation itself. The cultural construction of difference thus masks the operation of the structural factors (deadlines, unrealistic project estimates) 

that lead to longer working hours -- not to mention the tacit pressure that comes from above, especially in the software services companies. In the case of Indian 

BPO services companies, the relationship between the Indian outsourcers and the clients is structurally unequal because it is a relationship between customer 

and service provider. 

Thus, the very structure of these ‘multicultural’ virtual teams implies a hierarchy that tends to follow the lines of ‘culture’ or nationality. Yet when managers 

analyze and attempt to solve problems in such teams, they are invariably identified as ‘cultural’ in origin – and in many cases understood as cultural deficiencies 

of employees. In this context, managers draw on cross-cultural management theories as well as commonly articulated ideas about cultural difference in order to 

manage and control this diverse workforce. Because of the dominance of this framework, when there are difficulties in multicultural teams they are usually 

attributed to cultural differences among team members. As a result, much time and money are invested in inter-cultural training and other such strategies to 

overcome these problems.  

 

IMPLICATIONS OF CULTURAL INTELLIGENCE FOR THE BPO INDUSTRY 
On the basis of literature review, it is very much clear that the BPO sector composed of various components from different cultural backgrounds; it becomes 

important to acknowledge the differences in order to succeed. In order to control cultural variance, cultural intelligence is essential. 

As a result, it enables the managers to leverage the differences that exist on the basis of culture in the form of values, attitudes, beliefs, behaviour, 

communication, personal space etc. The quality of employee – customer interactions have been recognized as the key strategic weapon of service organization 
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which in turns make both the parties responsible for creating and sustaining healthy relationship for mutual benefits. Such interactions require great deal of 

understanding and research about each other in terms of social, cultural and economic aspect. Thus, it is important to strengthen the interactions by various 

tools to gain a competitive advantage, satisfy customer and achieve excellence. Research indicates that employees who are culturally sensitive provide better 

service. Such employees have a capability of adjusting their service style in order to meet the cultural needs and expectations of customer. 

On the basis of available literature, a model has been developed in order to determine how cultural intelligence can help to develop a successful BPO. Generally 

a BPO is a mediator of the client and its customers. Thus a lot of responsibility lies on BPO center to coordinate the information smoothly between the two. In 

almost 90% of BPO business in India, the client and company are from different countries, which create customer expectation of being culturally intelligent. If 

the mediation is done properly than the situation is win-win for all the parties.  

Fig.1 reflects a model the impact of Cultural Intelligence on BPO service. The model contains three basic function; antecedents/ inputs, process and output. All 

the BPOs, no matter big or small have input but if the organization is cultural intelligent than stage 1 to 3 will be smooth and than then the outcome will be 

positive improving the overall effectiveness of an organization and individual.  

The model states that all the BPOs are basically service providers to two different set of people i.e. the client and customer. The client helps in providing input to 

the service provider in the form of enterprise management, HR procedure and work settings. Stage 1 is the beginning of process wherein Organizational 

Intelligence has to be created by the BPO in terms of individual intelligence with cultural intelligence. Stage 2 states the service part of the BPO wherein some or 

the other service is given to the client on the basis of their requirement. Stage 3 shows that services are delivered to customers meeting their expectations, 

instrumentality and demands. Stage 4 is the final representation of delivery in the form effectiveness of organization and individual. 
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FIG. 2: HOW TO CREATE STRONG CULTURAL QUOTIENT 

 

 
To achieve best output stage 1 to 3 are very crucial and important. Thus needs extra attention from the professionals. That is the reason; a separate model on 

How to create a strong cultural quotient is made in Fig. 2. This model reflects that there are three major domains of developing cultural intelligence – one is 

cognition, behaviour and motivation. These areas can be developed with cultural awareness, sensitivity and knowledge. 

It is very much essential for any organization to create a framework for assessing cultural intelligence because it gives them confidence to survive in highly 

unpredictable environment and also makes them competent with ever changing cultural conditions. 

 

CONCLUSIONS  
The growth of ITeS industry in India has led to increased cross cultural dealing. As employees have become more and more exposed to diversity in all respects, as 

competition has increased in the industry, as the cultural expectations and demands have increased, as customer have become more knowledgeable about 

environment, as communication becomes prime vehicle to conduct; it creates challenges which needs to be addressed  in order to be beneficial.  

It can indeed be concluded that culture has an impact upon the intercultural interactions. Managers, who are part of ITeS industry, cannot achieve their goals 

unless they are open and sensitive to the cultures of their customers, employees and client. Thus cultural intelligence will provide an insight and streamline the 

procedures. 

 

LIMITATIONS 
The primary limitation encountered during the conduct of the study was dearth of literature. As cultural intelligence is comparatively a newer area of research, 

as the present very large volume of literature is not available. 
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