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"You cannot not communicate."

• We communicate all the time: Everything we do (and 
don't do) communicates something.

• Perception is the only reality that exists.

• "First listen, then speak."

(Paul Watzlawick)



SAID HEARD ?

UNDERSTOOD ?HEARD

ACCEPTED ?UNDERSTOOD

DONE ?ACCEPTED

Said is not done

REPEATED ?DONE



Perception is the only reality

• How we interpret other 
people’s messages is 
shaped by our own 
background, world views, 
experience, culture etc. 
Words do not mean the 
same to all of us.

• Importance of elationships, 
trust and credibility



Victories are not gained with words, 
but with images and sounds

• Images and sounds that appeal to our heart 
and hands play an important role

• We need to appeal not only to what people  
know, but also to what they feel and do about 
ABS



Strategic communication



Steps in this workshop

Situation
analysis

Know your 
stakeholders

Define your 
objectives

Choose your 
channels/media

Define your 
messages

Producecontent
for media



Communication objectives



Channels/media



Communication channels should be 
appropriate to the audiences’…

Select and use individual
communication channels…

ü information-seeking habits
üpreferred information sources
üability to access
ümedia consumption patterns
ücommunication networks

ü for specific rather than multiple 
objectives,

üwhich can easily accommodate 
‘localized’ messages,

ü that can be locally developed, 
produced and supported,

ü that complement other channels 
of the same strategy,

üwhile offering distinct strengths

Channels/media



Defining the message



• Objective: stakeholders formulate priorities for the
national ABS strategy and contribute these

• Audience: commercial user

Messages: 

• If youparticipatein this dialoguewith other
stakeholders, youwill beableto influencethe designe 
of policiesandregulationsthat work well for youand
your peers. 

• Makeyour prioritiesandinterestscount in the national 
ABS Strategy. JointheStakeholder Workshop on…

• Haveyousubmittedyour positionpaperon the
national ABS strategyyet? Othershavealreadyused
their influence. Don‘tlet the opportunity pass without
your voicebeingheard!



Strategic Communication for ABS

• ABS requires knowledge, motivation and cooperation of 
many different individuals, groups and organisations

• They may know as little about ABS as you know about 
them

• Knowledge, attitudes and perceptions can differ 
considerably –and their roles in the process, too

• They speak different "languages".

• Different objectives require different approaches. Clearly 
*with whom* you want to communicate *what* and 
*how*



Thank you!


