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1. PELEROS AVIATION - INTRODUCTION

ABC are the 3 spheres of expertise within Peleros Aviation:

A = Aviation   B = Business   C = Communications

Peleros Aviation provides consulting in operational and technical aviation issues. It also assists the aviation 
industry with the coordination and implementation of programmes and activities. => A

Peleros Aviation provides advice in management, decision making and operational processes, which directly 
impact on communications within a business or organisation. => B

Peleros Aviation delivers extensive expertise in communications as well as marketing and public relations. 
More signifi cantly, it assists with both internal and external communication activities, turning objectives and 
strategies into communication plans and actions. => C

2. THE PELEROS APPROACH

A, B and C are 3 spheres of expertise which we can address either individually or in combination within any 
given project and/or organisation. In addition, we consider that separated or not, A, B and C are systematically 
linked to an environment and the staff involved. 

2.1. Understanding the environment

Understanding the environment in which 
a client operates is fundamental in 
determining the services that we provide 
and the resulting success. The degree to 
which we are able to do so is determined 
by the time and data available as well as 
the initial challenges confronting our 
clients and their objectives.

Our analyses require an understanding 
of business objectives and may also 
require a review of industry, management 
and management structures, operations 
and processes and staff performance 
and opinion. 

All these elements interplay with one 
another and Peleros has the ability to 
assess, understand and offer advice 
where improvement may be deemed 
necessary (see diagram 1). 

When we understand the environment, 
we are better placed to analyse communications. We may do this by analysing the different fl ows of 
information and communication and comparing the external and internal image of the organisation to the 
strategy it has set to achieve its business objectives. Indeed (see diagram 2), understanding the environment, 
business objectives and communication infrastructure, enables us to establish a communication strategy. 
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Then, we are able to devise key messages to be communicated using the most effective means through 
a communication plan, designed to coordinate communication activities in accordance with internal and/or 
external requirements. Having implemented the plan, we monitor and evaluate the effectiveness of the 
solutions that we propose. 

We may also undertake a ‘communication audit’ to obtain an overview of communication strategies, activities 
and programmes within an organisation. 

2.2.  Understanding staff

This crucial element of any project and/or organisation cannot be ignored when undertaking an analysis of 
the environment. To do so would render both management and communications ineffectual. 

Our analysis is two-fold. Firstly, we strive to understand and recognise the difference between the perception 
of and reality of staff attitudes towards management, the project and/or organisation and its objectives. 
Secondly, we assess staff expertise and its suitability to pursuing and achieving objectives.  

2.3. Understanding communications

We approach a project and/or organisation from different perspectives (see diagram 3) and with consideration 
of different techniques to ensure that we use the most effective means of communication at the right time for 
the right people and for the right need. Indeed, for a project we use mainly four techniques:

Quantitative Approach: Most of these techniques apply scale measures and are administered through 
structured questionnaires. Additionally, such measurements may be taken from the number of visits to a 
website, intranet and/or extranet and the number of readers of online material.

Qualitative Approach: This supplements the quantitative approach. Knowing the opinion of internal and 
external stakeholders (before or after communication activities) can prove to be essential.

Semiotic Approach: This consists of analysing the way that messages and signs (visual, written, oral) are 
transmitted to all stakeholders.

Documentary Approach: This provides an understanding of all documents which form the fl ow of information 
and comprise the communication (emails, booklets, articles, videos, CDs etc...).

2.4. Understanding communications: Peleros Aviation goes further

Additionally, a key element providing added value to our services is that our analyses of communications are 
based on established rules, which have their origins in the works of Aristotle and Leonardo da Vinci. These 
rules form the scientifi c roots of the communication discipline - as well as our methodology - and if understood 
better by communicators, the benefi ts to business would be far greater (see diagram 4).

From our experience, unless there is a basic understanding of these rules, communication both in planning 
and in practice will encounter problems, which may lead to a misjudgement of communication actions as well 
as the quality of these actions. Moreover, it is also our experience that few people acknowledge their lack of 
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understanding of these rules and this contributes signifi cantly to weak communications, creates a cycle of 
bad habits and prevents a system allowing for the provision of constructive criticism. 

Excluding the visual rules, communications is comprised of 3 branches:

1 Language
This includes linguistics, semiology and all various forms of expressing ideas. This branch deals with the 
difference between information and communication, story telling, oral or written styles. 

2 Cybernetics
Born in the 1940s, this model is used by most managers (sender - receiver - feedback). The main drawback 
is that people do not react like machines and the model often leads to misinterpretations. Furthermore, the 
model tends to convey data (information/communication) but does not deal with the clarity and/or meaning 
which both depend on the fi rst branch (language). 

3 Social communications
The origins of social communications derive from the US when a social consensus was required to convince 
the public of the necessity of the First World War. Poll techniques were developed as well as public relations. 
These techniques were developed further during peace time and during a seminar shortly before WWII, 
Harold Laswell, a leading American political scientist and communications theorist, summed up the model 
when he coined the phrase, «who says what to whom in what channel with what effects?». The model is 
simple but Laswell forgot to add «why». 

Social communications, because of its human group dimension is sometimes deemed an HR prerogative. By 
extension, HR also thinks that it can accommodate the other branches of communications which is a mistake, 
as it is also a mistake to assume that a good spokesperson is able to deal with the two other branches.

3

Quantitative approach 

Semiotic approach 

Qualitative approach 

IMAGE 

Documentary approach 

Language

Language Cybernetics

Cybernetics Social Communications 

Social Communications 

Peleros Aviation Communications Model Diagram 4



3. OUR ADDED VALUE: EQUALLY UNDERSTANDING AND MASTERING A, B AND C

As explained above, we understand business and we understand aviation.  It is because of this understanding 
that we are able to deliver appropriate communication services which help to achieve business objectives.

We remain unwavering in our belief that the quality of an organisation’s communication effort is critical to 
building trust and support between it and its stakeholders.

ABC is our added value.
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