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	The “Universals” of Presentation May Not be Universal
	Seven Questions/Dimensions

	1. What is the objective of the nth meeting?
	2. How are the presenters related to their organization?
	3. How are the presenters related to the audience?
	4. How should we begin?
	5. What should be our style?
	6. What should be the substance?
	7. How should we close?
	The answers should be based on research (including intelligence gathered from reliable informants with first-hand knowledge of the target culture), rather than on standard notions of effective presentation.

	What is the Objective of the Nth Meeting?
	Greeting—Merely making yourself and your company known
	Representing—Clarifying your company’s history, character, and business plans
	Educating—Introducing new products, technologies, ways of doing business, opportunities for collaboration
	Supplicating—Emphasizing your need to win favor and approval from the audience, even though you are undeserving
	Selling—Traditional American pitching of benefits and comparative advantage
	For the most part, courses in professional communication teach techniques for educating and selling, but little else. American professionals, finding that they are expected to comment on the beauty of the host’s surroundings, are often tongue-tied and painfully graceless. 
	As in almost all professional presentations, the greatest problem, the main cause of failure, is uncertainty of purpose. In international presentations, there is a longer list of candidate purposes and, so, more chances to get the purpose wrong. 

	How are the Presenters Related to Their Organization?
	In most presentations, the perceived character and credibility of the speaker count for much more than the attractiveness of the slides. This is especially true in international presentations, in which the perceived role or title of the speaker communicates a message to the audience. 
	While American firms think nothing of sending a bright young man or woman to a critical meeting, there are places in the world where the choice of a young or low-powered representative may be perceived as an insult or lack of seriousness. In preparing for international presentations, then, it is essential to pick the right spokesperson—leader, founder, expert,  specialist…

	How are the Presenters Related to the Audience?
	Business transactions are filled with fictions. No salesperson ever says: Buy my product because I want your money. Rather, people who sell us things claim to be “helping” us by assessing our needs, or providing consumer information, or even giving us gifts.  In much of the world, these various American-style selling ploys, these little dramas in which everyone pretends that something other than commerce is taking place, are regarded with amusement or contempt.  
	In some countries, it is best to be perceived as having no business relationship at all, but rather as a friend, political ally, or even a guest.

	How should We Begin?
	Forbidden Topics—Taboo subjects, such as hated countries or comments about people’s wives
	Etiquette and Protocol—Titles and honorifics; the correct way to make introductions, the polite order of speaking and deference
	Occasions and Events—Holidays, festivals, sporting events; celebrations, both religious and secular

	What should be Our Style?
	Scholarly and Technical—Rich with information and statistical analysis, presented without gung-ho selling or partisan enthusiasm
	Humble—Modest and self-effacing to the point of obsequiousness
	Glitzy—Filled with high-tech presentation tools and expensive communication products 

	What should be the Substance?
	General Relationships and Shared Friends—Exploration of the links between the presenter and the audience; exploration of the “degrees of separation”; search for common origins and experiences
	Weather and Incidentals—Climate, change of seasons; festivals and holidays associated with the changes
	Visions of the Future and Reflections on History—Intelligent (not superficial) assessments of the historical context of the meeting; appreciation for the historical and cultural events that enabled the meeting; imaginative speculation on the longer-range meaning of the emerging association
	Technical Details—Highly technical information that would ordinarily not be part of a business-oriented presentation
	Money—Not price or cost-benefit, but the meaning of the money involved; a discussion of values, including “nonmaterial” costs
	Feelings—The presenter’s emotional responses to the situation, spoken with appropriate intonation and intensity

	How should We Close?
	The issue with the smallest apparent variation across cultures is the close of the presentation. Although it may be inappropriate to end by asking for a sale (the typical American way), the other typical endings work quite well nearly everywhere: planning the next meeting; agreeing on what needs to be done; exchanging thank yous and honoring the protocol of the situation.
	North Americans should be prepared, however, for those cultures that wish to leave matters unresolved.  Typically, this means that the hosts (or other foreign group) wish to discuss things privately before they make any commitment. Also, some cultures are quite reluctant to express their disapproval of a plan in public; so, they will end the meeting in a vague way and later communicate their dissatisfaction or indifference out of public view. Indeed, Americans are often astonished to learn that their audience—although the members nodded and smiled politely throughout the presentation and answered ‘yes’ to every question—actually hated the idea and want nothing more to do with it.
	Pitfalls in Adaptation





