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5TH COMMUNICATION 
WORKING GROUP (COM)
8 December 2025, Brussels

Participants: Viktorya Muradyan (Ceemet), Julia Valentin (Technology Industries of Sweden), Stephane Frontini and Alexandre Chevassut (UIMM)


Item 1 	Working with Brussels media with Q&A
Guest speaker: Julius E.O. Fintelmann, Editor-in-Chief, The European Correspondent
The meeting opened with Viktorya welcoming and introducing the guest speaker, Julius E.O. Fintelmann, Editor-in-Chief of The European Correspondent. Julius began by describing the challenges journalists face in managing press releases, noting that many receive an overwhelming volume each day, with large institutions sending more than twenty daily. Because of this, it is crucial for organisations to highlight only what is genuinely important and newsworthy. He emphasised the value of establishing personal contacts with journalists and giving advance notice when a story is coming, rather than expecting reporters to work within tight or unrealistic deadlines. Providing access to expert contacts and offering comments from specialists was highlighted as particularly useful, especially for policy-focused outlets.
Alexandre asked what organisations should avoid when engaging with European media. Julius explained that anything said publicly to a journalist should be assumed publishable unless clearly stated otherwise, stressing that press relationships are reciprocal and rely on mutual clarity and trust. Julia raised the challenge of entering the Brussels media landscape from Sweden, where their organisation is better known. Julius advised identifying journalists who cover the Nordic region or relevant thematic areas, such as those at Euractiv, and approaching them directly. He reminded participants not to expect immediate coverage, as relationships require time to develop.
The group discussed the difficulty of framing social issues, with Delphine noting that such topics are currently less popular. Julius observed that interest often depends on the dominant news cycle and that, for instance, audiences are currently less responsive to narratives associated with the Greens. On the topic of paid collaborations, he confirmed that paid partnerships are acceptable and often effective, and that investing in social media promotion can yield strong results.
Viktorya asked if the reports and papers the ecosystem produces are interesting for media organisations, to which Julius responded that some reports are designed more for consumption than for publication. He said he is personally interested in broader trends and major emerging challenges, such as the long-term consequences of AI adoption and the sectors now experiencing layoffs after three years of rapid technological integration.
When Alexandre asked about the most effective social media platforms for outreach, Julius noted that advertising on X and LinkedIn has become increasingly expensive, whereas Instagram continues to perform well, with NGOs successfully using Meta ads to promote reports. Julia explained that her organisation recently shifted its social media strategy to focus more closely on politicians on Instagram. Although it works for political messaging, they cannot use the platform for political advertising. Stefan added that their Instagram outreach is targeted primarily at younger audiences. This led Viktorya to propose inviting a social media specialist to a future communications meeting.
Julia also shared positive experiences using influencers and TikTok, although copyright concerns, particularly with audio and film clips, remain a grey area. 

Item 2		Update of Ceemet communication activities  
· Follow-up of our latest meeting
· Ceemet updates from Q3-Q4 2025 
· New papers and their communication plan
· General communication approach

Viktorya mentioned that the past months have been quite busy. Ceemet has published and communicated on several papers:
· [Position paper] Views on the Omnibus Package I on CSRD and CS3D
· [Policy paper] European investment in MET industries
· Joint statement on simplification and enforcement of the social acquis
· [Policy paper] Industry needs subcontracting: let’s focus on implementation, not limitation
· [Policy paper] Ensuring a just transition through national & sectoral initiatives

Viktorya focused on some of the key messages of the latest three studies, that you can find on executive summaries of studies or in the PowerPoint presentation of the COM Group meeting.
Viktorya mentioned that Ceemet is also actively publishing in the newsroom on different topics – reactions to big events, paper releases, communication on GA and project, EEI studies and events and more. She mentioned that the newsroom is open to members and if anyone has an idea or a ready article, Ceemet would be happy to publish it. Members can also take content from Ceemet newsroom and use in their languages and in their channels.
As for upcoming papers, Viktorya mentioned that Ceemet will have a Reaction to Quality Jobs Roadmap in December, a Paper on Right to Training in the scope of ETE committee work coming out also in December. A paper on the 6th revision of CMRD (with Health and Safety Committee) will be out in Q1 2026. Viktorya mentioned that she hoped members would be able to anticipate and incorporate them into their communication.
Ceemet is also preparing a visual and content overhaul of the website. The objective is to do more cross-referencing, update the content and policy priorities, expand the content on the committee pages with potentially adding the names of the chairs and coordinators. Imagery will be more modern and appealing and Ceemet is also considering hiring an expert to do SEO optimisation budge allowing. This is important because we need our articles to stand out in Google searches on top of competitors.
Viktorya requested members to verify their info on Ceemet website membership page and send corrections if necessary.
Changes will also be done in the Members’ Area after gathering input from members and users - consult Item 4 for that.
Viktorya also added that as of 1 January 2026, Ceemet will become a member of CEPS - Leading Independent Think Tank on European Policies. Ceemet is the first sectoral employer organisation to join CEPS. There are many benefits for Ceemet and its members, including invitations to events, access to a pool of researchers, activate participation in research formation of the think tank, access to closed-door roundtables, briefings, events, newsletters etc. CEPS also has good reputation, and membership will provide an opportunity to organise joint events.

Item 3 	National Developments
· What are you communicating at the moment?
· What are your key messages?

Discussion question: How does any of Ceemet topical priorities fit into your national context and vice versa?
Stéphane Frontini from UIMM mentioned that an opinion article was published in a national newspaper on 2 November, focusing on the key message of opposing further taxation in the context of ongoing budgetary discussions. The position resonated strongly online, and three ministers subsequently republished UIMM’s article, which was very well received within the broader industrial ecosystem. November also marked Industry Week, during which five million people participated in a wide range of events that began just before the start of the month.
Significant changes are underway in the automotive sector, and the team has been using the various studies produced by Ceemet to keep local organisations informed about the potential impacts of these developments. In the coming days, articles will also be published that highlight the Ceemet EEI studies on productivity, with a broader communication effort planned for early next year.
At present, the primary topic dominating public debate is the national budget and the wider economic situation. There remains considerable uncertainty, as there is no clear outlook on if it will be voted on or not.
The ongoing campaign encouraging women to join the MET sector continues to be a priority. Communication efforts remain active across multiple channels, with TikTok playing an important role, though the outreach strategy is not limited to digital platforms alone.
Julia Valentin explained that the current focus of Teknikföretagen is on Horizon Europe and the European Competitiveness Fund, both of which are highly important for Swedish companies. She highlighted the launch of Take It Further, a Swedish initiative aimed at promoting the national agenda in Brussels. This initiative is broader than the employers’ community and seeks to shape discussions on various EU-level issues. 
Looking ahead to the 2026 national elections in Sweden, Julia said that Teknikföretagen is working on an election project, which addresses themes such as energy and the need for skilled workers. She also mentioned the ongoing debate around sick-pay rules, noting that in Sweden employees are not paid for their first sick day, leading many to work while ill to avoid losing income. There is now political momentum, particularly among the Social Democrats, to change this system. However, Julia observed that this may result in higher sickness rates overall and could reignite discussions about fairness between blue-collar and white-collar workers (due to teleworking differences). 
The debate on shorter working hours continues, though Julia expects it to lose prominence as the Socialists & Democrats group has recognised the significant cost implications. Teknikföretagen has invested heavily in advertising on this topic, but new political advertising rules have made it impossible to run campaigns since the rules have been in force.
Julia also explained that efforts are underway to inform companies about the upcoming requirements for the Pay Transparency Directive. Although the directive will not become legally binding in Sweden until June, the organisation has already been offering digital courses, establishing reference groups, and exploring multiple ways to support businesses during the transition. 
In addition to the aforementioned topics, many member companies in Sweden see a growing need to conduct drug testing, beginning with initial background checks before hiring and continuing with random testing. This has sparked debate with unions about privacy and workplace rights. 
Finally, Julia outlined a new initiative that originated from the Board, aiming to improve the matching process between students and companies. The goal is to support employers in onboarding trainees and to strengthen the connection between education and industry. While the initiative is promising, she noted that it’s in very early stages and she will be able to give some updates in half a year maybe.
Ilenia Cordova from Federmeccanica sent a letter, wanting to point out a very nice thing that happened following our previous meeting: the Spanish colleague from CONFEMETAL contacted me (along with a colleague) to ask us to write an editorial about our "Generazione Meccatronica" campaign, which we discussed during the meeting. She wrote that this is a great example of a "system" working together and achieving synergy, and of how CEEMET can contribute to such positive collaborations. At this moment, Federmeccanica is very concentrated on the theme of "new generations" (and questions related to "gender"), with projects such as "Generazione Meccatronica" focused on this target. With this Campaign, Federmeccanica want to spread the “values” and the “value” of our industry to the young people and civil society in general. We would like to spread a more modern image of technological and multi-faceted factories, where both men and women carry out their work in a challenging and stimulating atmosphere. 
The first concrete initiative of the Campaign was the realization, 3 years ago, of a short film promoted by Federmeccanica and produced with the collaboration of the well-known Italian director Massimiliano Bruno. The title was “Scintille” ["Sparks"]. It won an award and was promoted by the territorial associations to their students, with events dedicated to career guidance), followed by another two "episodes": RADICI and ALI (Roots & Wings). "Scintille" focuses on the challenges young women face when choosing a career in our industry, particularly in factories, as she fights against prejudices from society, friends, and even family. "Radici" highlights the difficulties of balancing work and family for a woman and the potential for career growth, even after motherhood. "Ali" is centered on orientation, where a young female student discovers her talent for technical subjects and decides to build her future on this passion.We are now working on a sequel to "Wings" to create a series that will investigate various issues related to the mechatronic industry, one episode at a time.
With the support of the qualified research institute "Community R&A," Federmeccanica has been investigating how families influence young people's career choices and their perception of work, especially factory work. They discovered that approximately 30% of young people admitted that their parents (primarily mothers) influenced their academic and professional paths. There is still an outdated and negative perception of "factories" and "workers." This is why they decided to use unconventional methods for this campaign, such as short films with female protagonists. The goal is to make a tangible contribution to changing the culture and speaking directly to the new generations. They are showing the short films around Italy in collaboration with the territorial associations of Confindustria. With this, many students can see it and also there is local coverage by the press. 
Another Project launched one year ago is “Italia Meccatronica” ("Mechatronic Italy") that Federmeccanica hopes will become “the voice of the mechatronic industry in Italy.” They would like to show and spread to the public the excellence of our industry, contributing to changing the still old and negative perception about the world of mechatronics.  
Federmeccanica has to constitute a “National Committee” with more than 15 territorial associations, from Turin to Naples, to talk about and spread the excellence of our industry and the companies that are involved. In January, they will launch an initiative called "SPILL THE S(TEAM)," a combination of the acronym STEAM and the English expression "spill the tea." Our local representatives will interview students about the world of mechatronics to share on Instagram. They will “follow” the students during the day in technical institutes, ITS, and mechatronic industries. The project is supported by an agency that will post-produce the video. It's an experiment and more updates will be shared during the next meetings. Moreover, they will continue using different strategic channels to spread Italia Meccatronica: website (www.italiameccatronica.it), social channels such as LinkedIn and Instagram, to reach different targets.   
Federmeccanica is already present on LinkedIn, Twitter (X), and Facebook and decided to “land” on Instagram with a “project page” dedicated to young people. It is performing well, with high interactions and constant growth, on LinkedIn because they have a lot of followers really interested in our themes. Twitter is more important from a political point of view and for public opinion in general. A lot of journalists use x for example, and they’ve observed that sometimes they use Federmeccanica quotes on Twitter to launch "news." 
Finally, Ilenia shared some some suggestions for CEEMET’s communication activities:  
· A need to identify one (or more) spokespersons on social media and press. Because “real” people are more effective on social media (and not only.) There should be less theorical and technical posts, and more interviews and graphics, which are both attractive and immediate;
· To always tag all the associations and “influencers” involved in CEEMET and their representatives;
· To focus CEEMET posts on “trend topic” issues in this period (like “ESG”, women, environment, etc) in order to capture people’s attention and be involved in public debates;
· To improve press office activities, establishing a direct and periodical relationship with the journalists. For example, we organize a press conference every three months to communicate the results of our surveys on the metalworking industry, realised by the Federmeccanica Study Centre. In this way we have built over the years strong relationships with many journalists. It’s not enough to send press releases.
José Miguel Arcos from Confemetal also sent a written input. Confemetal is participating in a communication campaign aimed at attracting young talent and encouraging new generations to orient their studies towards occupations in the metal industry. This is one of the major challenges in our country: the need for qualified professionals. This motivation is what gives its name to ‘Generation of Metal’, in which the business sector participates together with the two main trade unions through the Metal Foundation for Training (FMF).
The problem of disengagement from industrial occupations identified in Italy is the same as in Spain. In response to this situation, Confemetal has continued the campaign on social media targeted at young people, where they address: demystifying the sector’s activities and explaining that we are no longer represented by smoke, making the metal industry attractive through its innovative and technological nature, employment opportunities, working conditions, and entry pathways through Vocational Training. You can find examples on the ‘Generation of Metal’ social media accounts: - LinkedIn - Instagram  - TikTok.
Recently, Confemetal has taken a step further with the aim of acting as ‘mentors’, directed not only at young people but also at those who can guide students toward jobs in our sector (for example, parents). Therefore, they have recorded a series of episodes featuring real experiences of workers in the sector. The podcast is called ‘Vidas de Metal’ (Lives of Metal). Aware that young people follow ‘influencers’, Confemetal has also recorded content with young creators who promote metal-industry professions through social media. They trust that this strategy will generate strong traction among young people to raise awareness of the campaign.
José Miguel added that the key objective following the change in the Secretary General of Confemetal is strengthening internal communication by telling our members more—and better—about the activities of our organisation. Together with the Spanish employers’ organisation CEOE, Confemetal—along with other sectors—has conveyed the need to unify its messages on issues of general interest that affect them transversally as employers. The industrial production network (and the metal sector) in Spain is composed mainly of small and medium-sized enterprises. Therefore, before the summer, Confemetal will present an ambitious report on the digitalisation of industrial SMEs. As such, aspects such as innovation, the incorporation of technologies, and training will be at the core of my department’s activities.

15.25- 15.45 
Item 4	Members Area: some changes coming in 2026
· What are members’ needs of the members area? 
· Are there specific things missing?

Julia Valentin shared feedback from Teknikföretagen. The team considers the members’ area useful and consult it from time to time. If possible, it would be valuable to allow a wider exchange of material that members already have available in English, e.g. employment-law memos, guidance notes used for member companies, or summaries of collective agreements. This refers only to existing documents, not new content, and of course it would need to be shared with the usual caution. But enabling this type of exchange would strengthen the practical value of the platform for all members.
Stéphane Frontini from UIMM said he personally doesn’t use the platform and uses mostly email to navigate documents. He will however ask around in the team.

Viktorya mentioned that it is important to receive input from all members before doing the changes, so she will request written input.
Item 5		AOB
· Date and location of next meetings

Viktorya mentioned that due to low participation, it cannot be decided during the meeting. She will send an open call to all members of the group to host it next spring and the date will be decided accordingly.

The action plan agreed on will be as followed:
· Identify the location and send a doodle for the in-person 6th Communication Group meeting in 2026
· Send written input on Members’ Area to Viktorya
· Viktorya will find a communication expert to give workshop on using Instagram, TikTok and LinkedIn for political messaging
· Promote Ceemet’s latest and upcoming papers and tag Ceemet accounts.
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