Cross-Cultural Communication
in a multi-dimensional world

3 Dimensional Communication

In the Cross-Cultural
Communication workshop
you learn strategies and
techniques to successfully
interact with anyone by
understanding the 3 most
powerful dimensions that
influence human behavior
Behavioral Needs
A person’s Behavior Style determines how they
prefer to give and receive communication,how
they like to be treated and how they make
decisions. Knowing a person's Style you can
predict how they will think, feel and behave.

Cultural Influences
When selling or sourcing globally or interacting
with your international counterparts, a lack of
awareness of cultural diﬀerences can result in
oﬀending someone without realizing it and shut
down the opportunity to make a positive
connection.

Motivators
Motivators determine WHY people do the things
they do, the activities and conversations they
enjoy and the careers they choose. People do
things for their reasons, not yours.

"What we h
ave here, is
a
failure to co
m municate”.
~Co ol Han d
Luke

How Well You Interact with Others Today,
Determines How Far You Will Go Tomorrow
Successful interactions with others are necessary to maximize organizational
eﬃciencies, develop new business opportunities and advance your career.
Bringing about the responses you want from others and expanding your power
of influence requires insights that go beyond the actual process of
communication and negotiation —into the psychology of what truly prompts us
to say “yes” or "no".
Successful communicators understand the psychological triggers beneath the
tip of the iceberg that actually determines the outcome. Whether presenting to a
customer, negotiating with a supplier, or trying to gain commitment from a coworker,gaining acceptance for your ideas requires understanding the hidden
influences that are unique to the individual you are dealing with.
This highly informative and entertaining seminar explores the Macro and Micro
cultural influences that are key to eﬀective persuasion that most people don’t
even know exist. In just one day, you’ll learn strategies and techniques to gain
support from co-workers, acceptance for your ideas, and deliver targeted sales
presentations here and across the globe.

The New “Golden Rule”
A common communication mistake people make is treating everyone the same
way regardless of who they are. However the way we express our needs either
attracts another person or creates an emotional barrier that causes the
communication and your chances of achieving your objectives to shut down.
Why can some people easily persuade others to do something while it is an
uphill struggle for others? What makes the superstar salespeople more
successful at winning business than their counterparts? They have discovered
that the old adage "treat others the way you like to be treated" doesn't apply in
today's world and and that a more eﬀective approach is to "treat others the way
THEY like to be treated".
The Macro and Micro cultural influences beneath the tip of the iceberg
determine those communication preferences.

Behavioral Needs
The D.I.S.C. Behavioral Insights Profile measures behavior across
four primary dimensions:

DRIVE
Shapes the environment
by overcoming obstacle
to accomplish results.

INFLUENCE

STEADINESS

COMPLIANCE

Shapes their environment
by influencing or
persuading others

Shapes their environment by
cooperating with others within
existing circumstances

Works conscientiously within
existing circumstances to
ensure quality and accuracy.

Your core “Style” is the sum of the intensity of all four dimensions and is uniquely your own.
However, it may be completely diﬀerent from your customer’s

You Can’t Read Minds .......
But you CAN read People!
But you can read people, and we provide the manual! You will learn how to
read the signs that identify a person's behavioral style through their body
language, pace,vocal elements, oﬃce décor and other observable clues
that are signals for how to engage them.

People have diverse goals, fears,
perceptions and expectations.
Proficiency in reading people's
styles will tell you what they need
and want and how to respond
appropriately to form a common
bond and achieve your intended
objectives.

Using the wrong approach can create tension and discomfort. The key to
unlocking the doors of communication is to get “into the other person's
world” and see it from their perspective. When you form a common bond
with someone it becomes the basis for trust and gaining endorsement.
Research shows for example, that salespeople close more sales when they
adapt their approach to the customer’s behavior style. According to
specialists in team development, most teams do not achieve high
performance levels without training in a behavioral model.
Interacting with other attendees you will learn to Recognize, Appreciate
and Adapt to all Styles to gain cooperation and commitment from the
individuals you rely on to get your job done successfully. Your personal
behavioral profile provides a blueprint for successful interactions with
customers, supervisors, co-workers and social connections.

Cultural Influences
Culture influences the type
of goals and processes the
society pursues, the way
they view time, their risk
taking propensity, the way
people work together and
judge right and wrong. The way one culture
may approach negotiations and the decision
making process may be vastly diﬀerent from
your own. Dissimilar cultures stress diﬀerent
aspects of negotiation. The goal of the
negotiation itself could be vastly diﬀerent: a
substantive outcome (American) or a longlasting relationship (Japanese).
Whatever you local style of doing business is,
you can be sure it will rub some people the
wrong way.

You can BUY in any language but you
have to SELL in the customer’s
language

Develop Cultural Competency
Cultural diﬀerences exist
because nations found diverse
ways of solving common
problems. Realizing that we all
have faced similar challenges
but have solved them in
diﬀerent ways, we can view cultural
deferences as a rich reservoir of solutions for
common real world concerns.
The better you understand that your
business partners may see things diﬀerently,
you will be less likely to make negative
assumptions and more likely to make
progress when negotiating your point of
view.
You will learn to interact eﬀectively with
confidence with people from any culture,
both here and abroad. Emphasis is placed on
the cultures your organization deals with

learn who you are and how
others see you...
...you may be surprised!

People Do Things for Their Reasons,
Not Yours
The 6 Motivators of human behavior were identified in 1928
as determining what we value and gives us satisfaction in life.
We are drawn toward careers, conversations, activities and
people that satisfy our values and motivators.
Our Motivators form a hierarchy :
#1 and # 2 being the primary drivers of our decisions
#3 and # 4 are situational and support #1 and # 2
# 5 and # 6 are indiﬀerent or negative.

Norms & Comparisons Table
Theoretical

Extreme

Utilitarian

Mainstream

Aesthetic

Mainstream

Social

Passionate

Individualistic

Mainstream

Traditional

Mainstream

Theoretical
HIGH

LOW

Utilitarian
HIGH

68% of the population

National Mean

Your Score

The further your score deviates from the national mean, the
more noticeable that motivator is to others.
We tend to be attracted to people who share similar or
compatible motivators, and conflict with those whose #1
motivator is seen as negative by us or is incompatible with our
#1 Motivator. Most personal and professional dilemmas are
caused by conflicts in motivators and values.

The ability to influence others is critical to
anyone in a leadership or sales role

LOW

The “Theoretical” buyer may care more about what you can
teach them about the industry or the latest technology than
they do about “the price”. A high “Social” buyer may be
more motivated to do business with you because your
solution is better for the environment or their end-user.
Whereas the “Traditional” buyer may be more influenced to
do business with you because of the principals and core
values your company embraces.
Understanding your Motivators helps you take more control
of the decisions you make in life. Understanding the drivers
and viewpoints of others enables you to dialogue more
convincingly with anyone.

A Drive for Money and
Productivity. Seeks a
measurable ROI of time,
resources and money.

Individualistic
HIGH

A passion to achieve Position
and Power to influence
others.

LOW

Aesthetic
HIGH

Knowing what drives and inspires someone enables you to
see the world through their eyes and adapt your
communication approach to their perspective and viewpoint.

A passion to Discover,
Systematize and Analyze; a
search for Knowledge.

A Drive for Balance and
Harmony in one’s own life
and beauty in the world.

LOW

Social
HIGH

LOW

A Drive to help others achieve
their potential. A passion to
eliminate hate and conflict in
the world.

Traditional
HIGH

LOW

A Drive for Order and a set of
Principals or System for living.

What you Learn

What you Receive

DISCover your unique Behavioral Style &
Motivators and how they impact the way
you are perceived by others.

A TII Talent Insights Profile
• Behavioral Style Analysis
• Motivators Hierarchy Analysis
• Unique Strengths and Talents
• Avoidance Behaviors

Gain understanding
of Cultural, Behavioral
and Motivational
diﬀerences and how it
aﬀect work styles,
expectations,
negotiations and
business practices.
• Reduce conflict and create comfort with
those you tend to blend with and learn
how to adapt to those you don’t!
• Discover how Motivators aﬀect career
choices and provide satisfaction in life.
• Successfully influence others to your
point of view, regardless of culture or “Style”.

Multi-Cultural Negotiation
Approaches Guide
D.I.S.C. Strategies
Planner
Cultural World-views
Build successful
relationships around
the globe with people
with diverse
perspectives.
Hofstede’s Cultural Dimensions Guide Compare your culture to others on any of
Hofstede's 5 cultural dimensions.

CALL or EMAIL STEPHANIE TODAY for Pricing and Availability

Stephanie Lease, CPBA, CPVA

(310) 271-9005
stephanie@infocustraining.com

