Communicating foresight results

Foresight studies and researches are developed in order to achieve different purposes: to have a broaden and clearer understanding of the concrete challenges we have to deal with in the future, to develop new techinques for achieving new clarity and safety reagarding the future, to shape uncertainty in tangible and safety ways, to develop integrated thinking for gaining the future, etc. In other words, the main goal of the foresight studies is to have a great impact on the actual consciousness and culture of the masses in order to render information about the future to the mass in order to be able to realize the change that is needed for a better world.
The definition of the foresight should be remembered in this context: ‚a systematic, participatory intelligence-gathering and medium to long-term vision building process aimed at present day decisions and mobilising joint actions’ (FOREN project 2001; Gavin et al. 2001, apud Dingli, p. 2). 
Taking all these into account, we can not stop wondering how the foresight researches can have the desired impact over the overall consciousness of the people when the corporate-colonized media points out only the consumerist techno-futures and the valuable futures-oriented researches are ignored and marginalised. Problems like terrorism, bio-technology, ecological transformations and democracy movements are often mis-represented in, or omittted from dominant media channels (Idem, p. 1120). Also entertainment has a great contribution to the phenomenon of multiplicity where people choose not to confront their place in 21st  century, their existential conditions and they retreat behind the culture-ideology of consumerism that media render nowadays. 

In order to find solution to this global issue, we have to discover the flaws of the futures-oriented researches strategy of results dissemination. First of all, it must be emphasized the fact that the academic research projects, including those that are conducted using foresight methodologies, often risk compromising their efficacy because of fundamental lacks in their dissemination and implementation strategies (Ramos, p.1119). Also, 
another issue is that the activity of the futures researchers and consultants is almost all the time undermined by the shallower work representing narrower interests (like government interference, corporate influence). Is has to be added to this list the fact that much of the potential for progressive futures and futures-related research to influence social change is lost due to its inability to communicate effectively through contemporary and emerging media and communicatiob channels. 

In conclusion, the choice of vehicles has a strong impact upon their eventual effect. In other words, all the valuable insights in the world, all the deepest understanding of the challenges we face in the 21st century are worthless if they cannot be communicated more broadly and influence change.
In this regard, dr. Sandra M. Dingli, recommends in her article „Foresight: the dissemination and implementation of results of foresight activities”  that the communication tactics should be considered in the light of the identified goals and objectives and evaluated in relationship with each ohter (p. 6). Also, in the same article the following communication tactics are mentioned:

· interpersonal communication: face to face opportunities for personal involvement and interaction
· organisational media: publised or produced by the organisation, therefore the message content s well as its timing, packaging and distribution can be controlled;
· news media: provides opportunities for the credible presentation of organisational messages to large audiences
· advertising and promotional media: controlled media, generally external to the organisation, that generally offers access to large audiences. 
Knowledge about the future is an important resource and it has the power to change attitudes among population. So, when brought into the public provokes a range of responses from various social interests, with their attendant perspectives and complex configurations of value system because the consciouness of the individual is situated within a person’s intersubjectivity – culture. The perspectives people hold, their wolrdwide, their ideologiy, mediates the communication of foresight – the way people ‚hear’ news and people’s interpretations of events are critical to their perception of the events (Ramos, p. 1121). 

So, the communication of foresight begins with a more general appreciation of the ways by which people perceive their world – not with the particular perspective brought forth through the work of a futures researcher. (Ramos, The communication of foresight, slide 7). The key dimensions of this include: 

· Worldview and ideology  
· Psychology 
· Knowledge traditions 

Future-jamming might be considered the activist and communication parallel to academic critical future studies. Adbusters is the quintessential example of culture jamming, using the same techniques of big ad agencies that promote consumerism, to attack consumerism and its symbolic webs. Future jamming would extend this concept, by employing savvy communications methods to debunk future-oriented propaganda. Socio-drama might be thought of as a live corollary to  this, a practive in which public awarness-raising is achieved through public interventions, insinuating provocative theater into reified social spaces (Ramos, p. 1121)
If we look at the types of communication most prevalent and powerful in society, we cannot ignore the artistic and aesthetic dimension of communication. From this perspective, to render foresight work and future research in rational formats (low on accessibility) is to consign them a very narrow audience. Thus there may be places for many levels in foresight as art: in the citadels of high culture, in pop culture malls for distributing film and music and at the grass-roots, where street theatre and old factories form the stage for socio-drama. 

How do culture, aesthetics, consciousness, cosial and institutional interests mediate how people interpret futures reasearch? Maybe valuable future reasearch need to be brought to life through media-intensive reanimation (Idem, p. 1122).

Ultimately, we must face the political economy of the global media and communications industry if we are to deal with the gross distortion and colonisation of meaning in human futurism and create new paths toward more sustainable and just futures. 
In conclusion, knowledge that does not lead to action is like books left unread on a shelf or unrealised potential left to waste.
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