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Aim of the Study: 

The purpose of this study is to identify the influence of culture on GAM in an Indian and 
German context. 

 

Research Questions and Objectives: 

The main objective of this research is to conceptualize and particularize the cultural factors that 
can influence GAM from a general approach in the case of India and Germany. 

This research intends to answer the following questions: Which aspects of culture do the GAM 
literature has identified so far? What are the cultural factors that play a significant role in GAM? 

 

Theoretical Foundation: 

GAM is viewed as a new frontier to relationship marketing and scholars often refer to GAM as 
“an organizational form and process in multinational companies by which the worldwide 
activities serving a given multinational customer that are of strategic importance to selling 
companies are coordinated centrally by one person or team within the supplying company 
(Montgomery, Yip, and Villalonga 1998; Yip and Madsen 1996).” The Sales and Marketing 
literature have identified the notable role of “culture” as one of the significant factors 
influencing GAM (ALHussan, AL-Husan, and Fletcher-Chen 2014; Millman 1996; Wilson and 
Weilbaker 2004). However, the importance of corporate culture in GAM have been 
acknowledged but not investigated (Fletcher and Fang 2006; H. Wendt 2015). 



2 
 

The well-known cultural researcher Geert Hofstede has identified six dimensions of national 
culture, such as power distance, individualism vs. collectivism, uncertainty avoidance, 
masculinity vs. femininity, long term vs. short term, and indulgence vs. self-restraint (Hofstede, 
Hofstede, and Minkov 2010). On the other hand, concerning corporate culture, marketing 
scholars began to recognize its relevance with superior value creation and increased 
organizational performance (Denison and Mishra 1995). According to Yip and Madsen (1996), 
GAM can significantly contribute to building the global culture of a company and serve as an 
important component of organizational success. This study is the first attempt to investigate the 
cultural factors in GAM with respect to India and Germany and therefore, we have used two 
theories in this field to integrate this research into existing knowledge about the topic: CAGE 
framework (Ghemawat 2001) and Hall Cultural Iceberg Model (Hall 1976) shown in Figure 1 
and Figure 2 respectively. 

 
Figure 1: CAGE Distance Framework  

The CAGE acronym is meant to evoke the Cultural, Administrative, Geographic, and Economic 
dimensions of differences across countries. On the other hand, Hall (1976) compares the culture 
of a society with the iceberg and proposes that there are some aspects of culture which are 
visible, above the water, but there is a larger portion hidden beneath the surface (Hall 1976). 

 
Figure 2: Cultural Iceberg Model 
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Research Methodology: 

GAM is relatively a modern field of research and as Barratt et al. (2011) observed that ‘case 
studies usually involve a relatively small number of data sources and the collection of relevant 
data is most often conducted within the context of its practice’ (Barratt, Choi, and Li 2011), we 
used exploratory case study research approach which is based on Yin (2009)’s three steps case 
study approach: plan and design the case, conduct the case study and analyze the data, and share 
the case study results (Yin 2009). The nature of our research question suggests the need for a 
qualitative research approach. The 23 in-depth semi-structured interviews with various 
managers (20 Global Account Managers, 1 Global Lead Key Account Manager, 1 Global 
Enterprise Account Manager, and 1 Global Sales Director) serve as our primary source of data. 
The interviewed experts are from different industrial sectors in Germany, such as technology, 
healthcare, manufacturing, telecommunications, finance, energy, and utilities. Those Global 
and Key Account Managers either managed their key accounts from India or worked with 
Indian customers for several years. We asked them to describe their relationships with Indian 
customers and encouraged them to share the cultural encounters with Indians which are relevant 
in the context of GAM. All the interviews were conducted either face-to-face or audio-based, 
and the average interview duration was 40 minutes. In order to avoid misinterpreting the large 
size of textual data produced during the GAM expert interviews, data analysis was performed 
using the MAXQDA software package and followed a four-step approach based on King 
(2012)’s thematic analysis procedure (King 2012): In the first step – we got familiarized with 
the raw data; secondly – we conducted preliminary coding of the data known as a priori theme; 
thirdly – an initial coding template with the first 12 interview transcripts was arranged, after 
which we applied the created template in order to further modify the relevant data and the final 
template is introduced (See Figure 3). 

 

Main Findings: 

The research findings indicate that language, communication, conflict avoidance, concept of 
time, organizational structure, decision-making, trust, and relationship are the cultural factors 
that can influence GAM in an Indian and German context.  

 
Figure 3: Final Coding Template 

Note: The numbers in brackets indicate how many times the participants signaled or agreed that the given factor 
influences GAM. The underlined factors are identified in the literature as well.  
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We applied the CAGE framework and Hall’s Iceberg Model to illustrate our research findings 
shown below: 

 
Figure 4: CAGE distance framework and Hall’s cultural iceberg in GAM in an Indian and 
German context 

In addition, results reveal that many international firms have their representatives based in 
countries where their global accounts are; and they often act as an intermediary between buyers 
and suppliers. They have a full understanding of buyers’ or suppliers’ culture and thus help to 
avoid collisions between two different cultures. Furthermore, intercultural training programs 
and on-sight training have supported Global Account Managers to explore different aspects of 
culture. 

 

Key Contributions and Limitations: 

One of the major contributions made by this study is the conceptualization of cultural factors 
influencing GAM in an Indian and German context. This study not only identifies the 
importance of culture in GAM literature, but also investigates the existence of cultural factors 
in GAM itself, which is a major contribution to the extant literature. This research is significant 
to international key account managers and executives who are intended to transit from Key 
Account Management to GAM and enhance the outcomes of their global customer 
organizations in an Indian market. 

One of the limitations is that the data has been collected from representatives of multinational 
or large-scale organizations, and hence, the research validity is limited to such organizations 
only. In addition, due to the historical differences between Eastern and Western Germany as 
well as the cultural heterogeneity between Northern and Southern India, it is particularly 
challenging to generalize the notion of culture in today’s diverse world. 

This research can be considered as a beginning to further investigate the impact of culture on 
GAM and can be a motivation for many scholars. The future research and comprehensive 
version of this study will be discussed during the conference. 
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