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Participants: Viktorya Muradyan (Ceemet), Alexander Dennebaum (Gesamtmetall), Julia Valentin (Technology Industries of Sweden), Lucile Uhring & Stephane Frontini (UIMM), Hilary Douglas (MakeUK)

ITEM 1: UPDATE OF CEEMET COMMUNICATION ACTIVITIES  
 
· Follow-up of our latest meeting 

Viktorya Muradyan (Ceemet) reminded everyone about the decisions taken during the previous COM Meeting in December 2024. Viktorya noted that Ceemet is getting into practice of sending press releases to the COM working group as agreed. For the Ceemet Economic Outlook dissemination, instead of a call, Ceemet opted for exchange via email. Viktorya mentioned that Ceemet held a meeting with the Swedish communication team as agreed in February. Pauline and Viktorya are working on setting up a communication database in the members’ area.

· Ceemet updates from Q1-Q2 2025
 
Viktorya Muradyan (Ceemet) explained that in the first months of 2025, Ceemet has updated partially its visual identity on the website and social media. Ceemet published and communicated joint statements on the Omnibus Package, eDeclaration, Social Security Regulation, Talent Pool & Talent Pool Trilogue negotiations with other employer or business associations ahead of key votes and trilogue negotiations.

Ceemet participated in the campaign of the European Agency for Safety and Health at Work (EU-OSHA) in February-May on the topic of AI at work, as well as in a Business Europe campaign on Gender equality at work, for which Sweden and France provided best practices. Ceemet team also spoke at multiple external events, all of which have been featured in our social media and/or newsletter. Finally, Viktorya M. highlighted that Ceemet contributed to the European Liberal Forum’s academic-policymaking Future Europe Journal on the topic of workforce and skills.

She highlighted that Ceemet's LinkedIn followers increased to 1063. However, Twitter followers (1159) stagnat. Ceemet will try to work more actively on LinkedIn outreach. Viktorya M. asked participants their experience with social media.

Julia Valentin (Teknikföretagen, Sweden) highlighted that they are refining their social media strategy, focusing on LinkedIn, where tech community is operating. Lots of Swedish journalist are also on X, and politicians are mostly on Instagram,	 so all these platforms are relevant for various stakeholders.		
 
Alexander Dennebaum (Gesamtmetall, Germany) mentioned that Gesamtmetall has three accounts, one focusing on collective bargaining updates, the other on political messages and a third one on the Brussels bubble. Gesamtmetall is active on LinkedIn, Instagram, X and Facebook. Increasing number are mostly on LinkedIn and X, while most German journalists still remain active on X. Some companies from the sector are on Instagram and Gesamtmetall members are mostly on LinkedIn.

Hilary Douglas (MakeUK, the UK) mentionned that the company has 38k followers on LinkedIn and around 23k on X. MakeUK is doing paid campaigns.

Julia Valentin raised a point about TikTok, considering that many young people are using it. She also mentioned that Swedish team is also using paid advertising, for campaigns such as on skills or working hours. Teknikföretagen is also working well with influencers on X.

Stéphane Frontini (UIMM, France) mentioned that they have around 55k followers on LinkedIn, but they do not use social media for politics. UIMM has LinkedIn, Instagram, Facebook, and TikTok. They mostly recycle content on Instagram. On Facebook, they have around 120k followers and the best type of content that works on Facebook is young talent.
 
ITEM 2: POLICY COMMUNICATION TRENDS IN BRUSSELS FOR THE NEW MANDATE 
 
Tom Moylan (Founder and Director of Moylan Communication) started his intervention by highlighting that it has been becoming increasingly difficult for our communication to be meaningful in a highly competitive and noisy environment. Even in the Brussels bubble policymaking circles, we have never seen so many actors and voices. In addition, there is a broader trend of mistrust and the inability of people to connect to organisations.

One way to overcome that is by being authentic. This entails placing humans to communicate on behalf of organisations through advocacy and leadership. Tom Moylan also mentioned that the information space is getting very fragmented as we’re past the big platform supremacy. It is important to try approaches which secure audiences but are platform neutral. Mailing list is one of such effective ways, making resurgence again since the early days of communication. Some other companies, Tom Moylan said, are also investing in creating their own spaces. In order to build a community, either through mailing list or through events, organisations need to have a clear idea of who their community is.

Tom Moylan also mentioned that as communicators, we are past measuring outputs and we should now focus on measuring impact. For that, communicators need to create new media mixes, which includes a mixture of platforms, formats and specialists. Moreover, communicators need to figure out how to better align comms with public affairs.

Tom Moylan also mentioned that there is a wider narrative shift in Brussels, with the European Parliament drifting to the right. There is a shift from big topics such as the Green Deal towards more debates about competitiveness and security.

Lucile Uhring mentioned that UIMM doesn’t communicate a lot on dossiers publicly, something which their members are not happy about. However, it is also hard to find people who want to go public with political messages.

Julia Valentin said that it is much easier for trade unions to talk about their topics, to which Tom Moylan answered that the goal is not to win the argument, it is to diffuse the attacks. 

Stéphane Frontini mentioned an incident when talking about authenticity of communication. He said that once a Safran boss said publicly that he does not build anything in the city supported by ecologists. His statement went viral, and he had a lot of support from politicians and other CEOs. In general, S. Frontini says lots of major CEOs in France are very authentic. 

Alexander Dennebaum confessed that Gesamtmetall has difficulty to bring companies into their communication, especially in the social policy topic. Overall, he assesses that their communication is quite successful on national level, but he wants also to also make Ceemet communication successful and find a way to bring national stories to the European level. Brining European topics to German media is impossible, A. Dennebaum said. 

Hilary Douglas added that communicating policy change as an organisation is hard, so they put people and individual companies to talk on TV.
 
ITEM 3: WORKING WITH BRUSSELS MEDIA: UPDATES & TIPS 

Viktorya Muradyan (Ceemet) gave an overview of the Brussels media scene and the main actors. She explained that many outlets have undergone big changes, both in terms of content and staff. She mentioned that while there are some niche outlets covering policy areas, such as Netzpolitik and Carbon Pulse, social policy remains largely undercovered.

Viktorya M. mentioned a few programmes (Brussels, my love and its editions in 6 languages), outlets, shared some editor contacts (all of which will be available in the presentation). She suggested that in order to get press attention, Ceemet and members needs to be in advance of the news cycle, check the requirements of op-ed submissions before pitching something, avoid sending press releases, get comfortable with many rejections. Viktorya M. added that while it’s not easy to break into traditional media with social topics, there is also naturally less competition. 
It is good to always think about the provided added value for a journalist, build relationships before needing them, follow all journalists you need on socials, interact with their content from personal account, invite journalists as moderators to events and link main organisatonal messages to big event and milestones in the EU policymaking cycle.

Participants also discussed their personal experience working with media. For example, Hilary Douglas (MakeUK, the UK) mentioned about crafting press releases according to the outlet where the journalist works at, almost crafting a ready text, to make the journalist’s job easier and thus have higher chances of the story being picked up. Participants also mentioned that they mostly work with national media and Alexander Dennebaum added that it is quite difficult to talk about European topics in national media and vice versa.

ITEM 4: NATIONAL DEVELOPMENTS  

· News of the sector and focus on communication campaigns, press relations and social media  

Lucile Uhring (UIMM) mentioned that Arcelor Mittal will cut 600 jobs in France. There is negotiation at sectorial level, meetings taking place almost every month. UIMM has compulsory topics to negotiate, so there is always a topic on the agenda. Social partners have concluded an agreement in April on long-term short-time work and will help smaller companies to implement it. 

At the moment, negotiations are focused on employment, more precisely what kind of measure they could implement to help companies facing difficulties to deal with upskiling, reskilling etc. Negotiations will take some months, and it is unclear what will be in the final agreement. UIMM will also negotiate on how to help companies recruit disabled people. 

Lucile Uhring clarified that they have several trade unions in France and some changes in leading team of trade union: CFDT which was quite moderate, now is leaning more radical. She also mentioned that members are asking for more visibility for UIMM on key political dossiers and are complaining that politicians do not want to listen to employers. UIMM is trying to encourage local associations to talk to their MPs. 

Alexander Dennebaum (Gesamtmetall) said that the employers’ protest that took place in Berlin earlier in the year, was quite successful. It was covered by media and gathered around 500-700 members. The economic situation in the country is not good, as MET sectors has lost 130k jobs since 2023.

With the new government, there are a lot of political discussions, for example on working hours and minimum wage. Gesametall is also creating a messaging on key topics. Campaigning and bargaining rounds are generally good, because it is possible to bring ideas to the political process and create messaging around it. The topics of short-term work is coming back to discussion in Germany in the context of economic difficulties to avoid firing people.

Julia Valentin (Teknikföretagen) mentioned that the biggest news in Sweden has been the closure of the only batter company, Northvolt. But there has been a lot of power in that story, as many skilled employees of Northvolt have been hired by other Swedish companies. There has been a big campaign ‘Welcome to us’ encouraging people who lost their jobs to seek employment in other companies and sectors.  
Sweden has also a new collective agreement, which includes a salary raise of 6.4% over two years. There could be some strikes in the harbour, but Teknikföretagen members are not involved or affected. The strikes must come from shipowners’ trade unions, who have become more aggressive recently. 

Julia Valentin also mentioned that there is lots of discussion on energy as there is a plan to build two new large scale nuclear reactors by 2035. Many Swedish companies are interested in funding and public opinion is overall positive as energy prices have been huge. Teknikföretagen has pushed for other forms of energy, such as wind and solar.

Julia Valentin also mentioned that drugs at workplace have started to become common, and employers want to do checks. Trade unions have started questioning that and asking employers how far they would be willing to go, if such tests became a common practice. 

Lucile Uhring said that in France drug checks at workplace is not a big topic yet, but using and selling have become more common. 

Hilary Douglas (MakeUK) said that 1 in 3 companies in the UK says they will reduce pay and have redundancies, due to extra national insurance contributions and increases in minimum wage. The automative sector is in horrendous difficulties. But the government has made some pledges before the elections, so they want to stick to their promises.

Hilary Douglas said that MakeUK ideas usually come from members, formal ones every 3 months, but there are regular informal touchpoints. Everybody is curious what the government’s Industrial strategy will include (to be announced in June). Hilary says the document will bring clarity for the 7-year cycle. MakeUK has been pushing for:

1. Industrial energy: in the UK, energy prices are the highest in the western world, 4x higher than in the US.
2. People: National grid needs to be expanded, but there is no one to build it, no way to build pipelines to bring wind energy from the coast. The UK now has 52k manufacturing vacancies. MakeUK wants a boost in apprenticeship funding, bootcamps, more technical pathways pre-16, more funding for HRMRS.
3. Access to finance: main barrier is in the lack of awareness of where money is.

· How do members create messaging? Bottom-up or top-down? 

Most members highlighted that the priorities of the topics are set at the highest level, but the details of how and when to communicate are decided by the communications teams. Members also highlighted that sometimes there is a lack of top-down communication on what Ceemet is doing, hence a more direct contact with team members working specifically on communications would be appreciated.

Alexander Dennebaum (Gesamtmetall) mentioned that it would be great if Ceemet would decide on one topic, for example skills or better regulation, and all the members would work on communicating on the topic during the next year and figure out ways how to bring that topic to the national level. He also suggested having more regular meetings online.
 ITEM 5: BRAINSTORM ON CEEMET COMMUNICATION IN 2025  
 
· Joint narratives & messages 

Viktorya Muradyan (Ceemet) has mentioned that it would be great to have joint narratives and messages around certain key topics, such as competitiveness and reindustrialisation, better regulation or talent attraction from abroad, among others. Developing joint narratives will require some time but will make Ceemet communication significantly more impactful.

Lucile Uhring (UIMM) said that competitiveness is the main topic in France. UIMM has stopped talking about reindustrialisation because of redundancies in the industry. So, the focus is saving the employment they have instead of creating more.

Alexander Dennebaum (Gesamtmetall) mentioned that competitiveness is also a big topic in Germany. Mainly, cutting red tape or better regulation, as most of the heavy regulation comes from the EU.

Hilary Douglas (MakeUK) added that due to the upcoming Industrial policy in the UK, reindustrialisation is at the moment the biggest topic in the country.

· Upcoming initiatives & legislative files & Preparation for Q3-Q4 2025    

Viktorya Muradyan (Ceemet) has mentioned that the two key topics for the next months will be the Union of Skills and Quality Jobs Roadmap. Members mentioned that they all require some time to understand what initiatives will be part of the Union of Skills and Quality Jobs will be Roadmap and then develop their own position. 

Due to time limitations, there wasn’t an opportunity to go deeper into these topics, as well as the joint narratives, but members agreed to develop them further in the next meetings.

· Updates and discussions 

The action plan agreed on will be as followed:
· Have more regular meetings, preferably every two months. One online meeting will take place in late August pre-GA. 
· The next COM Working Group will take place in November-December. 
· We will explore the possibility of having our next spring’s meeting in one of the member countries, for example Sweden.
· In August meeting, members of the COM Working Group will decide on a topic to be suggested during the GA as a main umbrella theme for all Ceemet members to communicate on over the next half a year.
· Ceemet will work on developing a content directory, where we can synergise our joint messages and use them both in national and European contexts.
· Ceemet will consider the option of organising an invitation-only breakfast meeting for policy advisers.
· Viktorya will add Hilary to Ceemet newsletter mailing list.

 
ITEM 6: AOB 

The next communication group will be around November-December. The date will be chosen via Doodle.
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