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• 09:00 Welcome

• 09:15 Introduction – Bart Steukers (Agoria)

• 09:30 akkanto insights  - PART I 

• Your strategy

• Your story

• 10:45  BREAK

• 11:00  akkanto insights – PART II

• Your stakeholders

• Your personal brand

• Your interpersonal skills

• 12:00 Guest speaker – Séverine Waterbley (FOD/SPF Economie)

• 12:45 Closing remarks - what we learned from you today

• 12:50 Networking lunch

Agenda



5



A-Team

• You lead a citizen’s organization that wants 
to preserve the La La Land’s exceptional 
landscapes and its biosphere

• You represent the 2.600 inhabitants of the 
village located near the site. Most of them 
have lived there for generations

• The local economy is based upon tourism 
(lodging & catering)

B-Team

• You are Subterco, the famous company 
specialized in wind energy 

• With its strong winds, the La La Land site 
represents an opportunity for the regional 
authorities to meet their renewable 
energy targets

• This project will allow Subterco to hire 
some 200 new local employees

The ficticious, yet realistic case    (1/2)





A-Team

• You lead the Union of Self-Employed 
Entrepreneurs UNIZO. 

• Today, Ostend Airport represents a 
stimulating environment for local SME’s

• Those SME’s expect negative economic 
consequences from ALIBABA’s presence, due 
to a growing arrival of mass products from 
low wage countries.

B-Team

• You are ALIBABA, the famous Chinese 
multinational specialized in e-commerce.

• To accommodate the growing demand from 
West-European consumers, ALIBABA intends 
to create a hub at Ostend Airport. 

• The establishing of ALIBABA in Ostend Airport 
would not only create new jobs, it would also 
enable local producers to export their 
products.

The ficticious, yet realistic case   (2/2) 



1. YOUR STRATEGY





4 handles for success
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RELEVANCE CREDIBILITY FEASABILITY ATTRACTIVENESS



“The alignment of potentially 
unlimited aspirations with 

necessarily limited capabilities”

John Lewis Gaddis, in ‘On grand strategy’

1. Your strategy



= A cohesive response to an important challenge

A strategy 

Analyze the organization’s 
environment, assess risks and 
opportunities and set its 
communication objectives

Elaborate a coherent set of 
communication actions that 
enable the organization to 
reach your objectives

Define the organization’s story 
and the way in which it will 
influence the societal and 
political debate 



Where are you and where do you want to go? 

DIAGNOSIS

Do

Think

Know

CONVINCE

ENGAGE

CREATE AWARENESS



What is blocking you /could help you reach your objectives?

DIAGNOSIS
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DIAGNOSIS
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Transform opportunities into levers 

Guiding policies & actions
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Transform opportunities into levers 

Guiding policies & actions
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Transform opportunities into levers 

Guiding policies & actions
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Transform opportunities into levers 

Guiding policies & actions



21



22

Overcoming barriers

Guiding policies & actions
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Overcoming barriers

Guiding policies & actions
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What is our objective? What are the levers/barriers?

DESIRED SITUATION



“how the way we say 
something often 

matters much more 
than what we say”

2. Your story



We
Are not
Robots

Why frame?
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HOW PEOPLE ARE PRESENTED WITH AN ISSUE, 
DETERMINES HOW THEY WILL REACT TO IT
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What is the problem? 
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But wait, what if…
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HUMAN DECISION MAKING IS 
FAR FROM RATIONAL (ALONE)

RATIONAL 
ARGUMENTS

VALUES & 
NORMS

FEARS & 
ASPIRATIONS





“Ik zeg niet dat dossiers onbelangrijk zijn, maar in 

wezen gaat politiek niet over dossiers. Politiek gaat 

over mensen.”

Gwendolyn Rutten



3. IF THE FACTS DON’T FIT 
THE FRAME

THE FACTS ARE REJECTED



What pharma says

What people think



How to frame?



Whoever defines the issue wins

(preemptive) Framing
be the first to set how 

an issue should be 
looked at

Reframing
shift the way an 
issue is looked at



Where do we start? 

BRON: Arm kind. Anders communiceren over kinderarmoede | Koning Boudewijnstichting (kbs-frb.be)

https://kbs-frb.be/nl/arm-kind-anders-communiceren-over-kinderarmoede


Where do we start? 



VILLAIN HERO

MORAL & 

EMOTIONAL BASIS
VICTIM

MAIN INGREDIENTS
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HERO

MORAL & 

EMOTIONAL BASIS

VILLAIN

VICTIM
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Reframing battles 

SOLUTION

PROBLEM

SOLUTION

PROBLEM

We need to find a solution 
for Club, if we want to 
ensure their success and 
its positive payback for 
our economy

We need to find a solution 
that enables growth for our 
football clubs, without 
jeopardising the quality of 
life of our citizens
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Delhaize VS Trade Unions

Reframing battles

« Il s’agit de la seule option pour continuer à investir
dans un avenir durable pour Delhaize. Aucun impact
sur l'emploi pour les collaborateurs de ces
supermarchés n’est à prévoir car l'ensemble du
personnel sera transféré vers les nouveaux opérateurs
indépendants. »
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• Vias versus Coyote

Reframing battles
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• Stop 5G vs Tech.

Reframing battles
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WORDPLAY

FLAVOR ENHANCERS

METHAPHORES IMAGES
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51
Source: Behavioural Government: using behavioural science to improve how governments make decisions, 
BIT
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Exercise

SOLUTION

PROBLEM



COFFEE BREAK



Managing movers, blockers & 
floaters

3. Your stakeholders



Stakeholder mapping

Who are we looking for? 



POSITION & INTERESTS

MOVERS FLOATERS BLOCKERS

Position & interest

What can we do with them?
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Stakeholder mapping and identification of potential coalition partners 

What can we do with them?

High influence

Low influence

Low Concern

High Concern

NEUTRALIZE & CONVERT

EDUCATE & LEVERAGE



POSITION & INTERESTSWhat can we do with them?
Salience model



- Michel Draguet/Conseil de direction

- Personnel (176 membres)

- Secrétaire d’Etat Thomas Dermine

-
Collectif (31 membres)

Arnaud Vajda (Président Belspo) -

- ESF

- Presse

- Responsables Enquête psychosociale

Syndicats -

- Visiteurs

What can we do with them?
Salience model – Example MRBAB 



Pros

• Representativity – credibility

• Impact

• Cost sharing

Cons

• Compromises

• Loss of control / sense of responsibility

• Time and energy consuming

61

Coalition building - Why (not)?
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Who’s on board? And who’s not (yet)?

• Most natural recruits to 
campaigns

• Like ‘issues’ & complexity
• Feel they can probably do 

something about it

• Not easily involved in campaigns
• Controversy is a social risk and 

takes up too much time (better 
spent getting ahead)

• Get involved because it goes for 
the best/better (e.g. chances for 
their children), it’s fashionable 
or fun 

• Least likely to get involved
• Except if it meets their needs for 

safety, security and belonging
• Will therefore come up for the 

local, traditional values and act 
against change and innovation

Emulation

Norming

Pioneers

Settlers

Prospectors

Difficulty
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Unusual partners
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Show that you are not alone

Experts/        KOL’s Real-life testimonials Surveys/  Petitions Supporting tools
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Your personal branding
1. Invest in networking (when you have nothing to ask)
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Your personal branding
1. Invest in networking (when you have nothing to ask)
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2. Show you care

How to be perceived as relevant?
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3. Show you know what you’re talking about

How to be perceived as relevant?
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Identify your main stakeholders



The art of persuasion

4. Your interpersonal skills
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Our next holidays

How marriage and family can prepare you for any kind of negotiation
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Details can make a difference

First things first

• Members of government have tight schedules: show respect for timing from 
the start

• How much time do you have available?

• Do not loose control over timing during the meeting

• “I see we have only 10 minutes left”

• “You should go in three minutes, so let me finish…”

• End the meeting with a clear and short wrap-up, do not hesitate to ask 
questions

• I will send you our latest report this afternoon

• I will send you an invitation to visit our company. To whom can I send it to?

• Who should I see?

• Have a clear ask, think of a leave-behind. Short A4. Main messages only.
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Leave behind



Golden communication rules

First things first, bis.

• To communicate is not to inform. It's about 
delivering a message

• Take your interlocutors where they are, not where 
you want them to be

• The starting point is not what you want to say. But 
what your audiences need to know and feel to 
adopt the expected behaviours
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a. Prepare like a boss & identify your 
desired outcome

b. Choose the right timing

c. Be the solution

d. Listen 

e. Find common grounds

Ingredients of a good 
negotiation
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Do your homework

a. Prepare like a boss & identify your desired outcome

• Come prepared

• Cover media (social media), parliamentary activity 
and main stakeholders

• Find alignment to be able to speak with one voice 

• Less is more: pick your battle

• Put yourself in his/her shoes, speak about his/her 
ambitions and challenges. NOT yours

✓ Search for facts and figures

✓ Prepare for arguments that do 
not fit your strategy (even the 
ones your rather ignore)

✓ Read what the minister has said 
lately on the topic

✓ Who’s with him/her and who’s 
against him/her?

✓ What is the dominant frame?

✓ How do media cover the topic?

✓ Who are your opponents ?

✓ Who are your allies?

CHECKLIST



b. Choose the right timing

• Avoid coming too late or too soon

• Is there a sense of urgency ?

• If not…then there is no problem and thus no 
need for a solution
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Do you know “the burning platform” theory?



Become a positive actor of the ecosystem

• Introduce your frame

• Acknowledge the challenges, and suggest what 
the possible advantages of your solution might 
be 

• Link with policy goals

• Use positive wording

• Be clear on what’s in it for you

• Stress existence of supporters and ambassadors
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c. Be the solution
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d. Listen and…



"Between what I think, what I mean to say, what I think I say, what I 

really say, what you want to hear, what you think you hear, what you 

really hear, what you want to understand, what you think you 

understand, what you really understand, there are ten possibilities that 

we have communication issues.”

Bernard Werber

ACTIVE LISTENING



ACTIVE LISTENING: WHY IS IT IMPORTANT?

Assumptions

Stereotypes
Prejudices

Judgments



ACTIVE 
LISTENING 

ACTIVE LISTENING: HOW TO DO IT?



Win-win is the key

• Main objective is to find a win-win 
situation

• Keep an open mind for alternative 
viewpoints or solutions: an alternative 
course of action might be the best 
solution for both of you

• Be ready to stay in the shadow of the 
decision maker

85

e. Find common 
grounds
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Preparation

Talk to the minister

What’s the (societal) 
problem?
• Why is it a problem?
• What potential 

consequences for society, 
but also for Government 
(reputation)

• Facts & Figures

Are you credible?
• Are you representative of 

the sector?
• Do other stakeholders 

support your proposal?
• What’s in it for you?

What is THE solution?
• Why now?
• Why him/her?
• Easy to implement?
• Positive effects?

Is your solution attractive?
• Will it benefit the 

decision maker’s 
reputation?

• Does it fit his/her political 
storyline?

• Is it aligned with the  
governmental 
agreement?



Séverine Waterbley
Guest speaker

President

FPS Economy



EVALUATIE  FORMULIER/
FORMULAIRE  D’ÉVALUATION



Thank you!

Bjorn Andries
Partner
bjorn.andries@akkanto.com

Christopher Barzal
Partner
christopher.barzal@akkanto.com
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