
Qualifications 

IABC’s accreditation program is aimed at the manager 
who practices communication or the person who has 
developed the well-rounded professional expertise to move 
into communication management. Candidates should: 

4	 �Be a professional communicator with a minimum 
of five years’ experience and a bachelor’s degree, or a 
total of nine years of combined experience and post-
secondary education.  

4	 �Understand the goals and philosophy of organizational 
communication.

4	 �Appreciate the role of the communicator and commu-
nication in modern organizations, including under-
standing what communication can and cannot do. 

4	 �Have the knowledge to plan, direct and implement a 
broad range of communication programs. 

4	 �Have the skills and abilities to apply that knowledge 
to practical, real-life situations. 

“For certain, it has increased my professional confi-
dence at every level. I now consistently approach 
life and business from a more strategic perspective, 
mainly due to the rigorous evaluation and testing 
experienced while going through the process of 
accreditation.”

—  C L O R E T H  G R E E N E ,  A B C 

S T.  C aT H E R I N E ,  J a M a I ca

Established in 1970, the International Association of 
Business Communicators (IABC) connects more than 15,400 
members in 65 countries to help them identify, share and 
apply the world’s most effective communication practices.

IABC provides products, services, educational activities and 
networking opportunities to help people achieve excellence in 
public relations, employee communication, marketing, public 
affairs, investor relations, advertising, human resources and 
other forms of communication.

For more information, visit: www.iabc.com.

For details, an application or to find out more about the 2007 
Value of Accreditation study, visit: www.iabc.com/abc.

If you have specific questions about the accreditation program, 
please contact IABC world headquarters at abc@iabc.com.
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What is accreditation?

IABC’s accreditation program is the global standard of 
professional achievement for organizational communication  
practitioners. Accredited members practicing in 15  
countries around the world apply the same strategic 
communication management process in all communication 
disciplines, across diverse cultures, in small and large  
organizations, and in for-profit and nonprofit entities. 

The accreditation program challenges candidates to 
demonstrate their knowledge of strategic communication 
planning, implementation, measurement and ethics, and 
requires that their work be evaluated by their peers.

Candidates who meet the requirements of the program earn 
the designation Accredited Business Communicator (ABC).

“It might sound strange, but having a doctorate 
in communication science for me implied that  
I was academically qualified. Achieving an ABC 
meant that I was a full-rounded communication 
specialist.”

      —  D R .  A M a N D a  Ha  M I LT O N - AT T W E L L ,  A B C 

Maga    L I E s K R U I N ,  S O U T H  A F R I ca

The value of accreditation 

“Accreditation has given communicators a level of 
excellence to aspire to and continues to raise the 
benchmark for excellence in practice which is helping 
advance the profession around the world.”

—  M E R Y L  Da V I D ,  A B C 

Z U R I c H ,  S W I T z E R L a N D

Accredited individuals have found that undergoing the 
accreditation process increased their confidence and 
enhanced their credibility in the workplace. In a profession 
like communication, which requires continual learning, the 

accreditation process can identify areas where further profes-
sional development may be advantageous for a practitioner.  

The value of accreditation as a measure of professional 
accomplishment has kept pace with the recognition of the 
contribution communication itself makes in achieving 
organizational goals and objectives. Recruiters, employers 
and clients have begun recognizing the value of accredited 
individuals in the workplace. 

“My accreditation created a better communicator. It  
made me more self-confident, more prepared to deliver 
the services and advice that were needed rather than 
what was necessarily expected or welcomed. My em-
ployers and clients have received more (and better) for 
their money.”

—  L I N D a  L E E ,  A B C  

W I N N I P E g ,  Ma  N I T O ba

In the 2007 Value of Accreditation study, accredited individ-
uals reported that they received the following benefits from 
accreditation:

4	  �79 percent of ABCs noted that accreditation improved 
or enhanced their résumé

4	  �71 percent said the process increased their confidence
4	  �68 percent found increased personal credibility
4	  �65 percent observed recognition from peers

Equally important, supervisors and clients noted the value 
that an ABC adds in their organization. They rated the 
following as the most important ways ABCs add value:

4	  �Bring enhanced credibility to the department or organi-
zation

4	  ��Understand effective communication practices
4	  �Have the ability to communicate strategically
4	  �Bring new knowledge and skills
4	  �Receive more respect within the industry

IABC’s accreditation program is your gateway to learning 
and to advancing your skills in practicing strategic 
communication. 

“Any communicator who is goal-oriented, self-moti-
vated and takes pride in their accomplishments 
should seek accreditation. Accreditation identifies 
you to your co-workers and fellow communicators as 
a professional in your field.”

—  T O M  U N g E R ,  A B C 

M I LWa U K I E ,  O R E g O N

The process

The accreditation process allows practitioners to evaluate 
their strengths and weaknesses, reviewing the principles 
and practices of organizational communication in a three-
step process.

1. Application – Successful completion of the accredita-
tion application demonstrates that a candidate meets the 
minimum requirements for accreditation.

2. Portfolio – The portfolio consists of two work samples 
representing a broad range of communication and media 
functions. Samples might represent work from communi-
cation programs, publications, communication surveys or 
audits, campaigns, or audio-visual programs. Candidates 
are required to submit a detailed statement of objectives 
and results for each work sample.

3. Written and oral examinations – The exams cover the 
candidate’s knowledge of communication philosophy, 
concepts, tools and technology. They demonstrate the 
candidate’s ability to write or perform professional 
communication activities by creating a full-range commu-
nication program in a limited time. 


