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UNI Americas Communications:
Creating stories and images and building 
visibility for unions and their campaigns

During the last period, UNI 
Americas Communications 
has not only spread the 
offi cial position of the 
Regional Offi ce with regard 
to political and union issues 
in the Americas. It has, 
since 2011, become a media 
platform, and an effective 
tool to reach the strategic 
objectives adopted by the 
Congress in Nagasaki. Once 
the new Communications 
Department was established, 
the department intensifi ed 
UNI’s web presence with 
increased posting of articles, 
and multiplied, through strong 
activism using social media, 
the contact with affi liated 
unions and workers in general. 
Furthermore, UNI Americas 
Communications played a 
key part in efforts to organize 
workers in all sectors, and 
affi liates, their struggles, 
campaigns and wins took 
more and more space. The 
Regional Offi ce moved from 
being the only source of 
contents we published to the 
channel to publish articles, 
pictures and videos of the 
affi liates.

Achievements

We started by publishing daily articles on the UNI 
Americas’ webpage and regularly updating high-
lights on the home page. Together with the articles 
written by our directors, we, gradually started pay-
ing increasing attention to the material produced by 
affi liates, adapting its contents to a regional and glo-
bal audience. The next step was to post on the so-
cial media each article published on the web, reach-
ing more people and allowing for interaction with 
that public. Afterwards, we started following those 
colleagues, affi liates, unions, social movements, 
personalities and politicians who use social media 
to share their political views. 
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As a result, we went from 80 to 2,514 Facebook fol-
lowers, and from 60 to 283 Twitter followers within 
12 months, which represents a multiple of 31.43 
times on Facebook and 4.72 times on Twitter. The 
difference in both social networks can be explained 
by the lesser degree of popularity of Twitter in Latin 
America. In any case, this is a big success. This was 
not only the result of the work carried out by staff 
of the Regional Offi ce but also the support of hun-
dreds of workers, activists and union leaders who 
help spread our work.

Another big success was to explore ways to increase 
the diversity of our production and publication of 
content. For example, we posted music videos that 
we believed were representative of different realities 
in the Americas, and of people’s struggles for a bet-
ter life. This is the case of the video “Latinoamérica” 
(2010) by the Puerto Rican band Calle 13 or the 
video “Hoy bailaré” (2011) by the Argentinian singer 
León Gieco. We also covered extensively the memo-
rable strike staged by Houston janitors organized by 
the SEIU with articles, pictures and videos. Another 
example is the current fi ght of Prosegur strikers in 
Paraguay against their unfair dismissal after the 
coup on 22 June 2012.

However, maybe the biggest step forward has 
been to cover in real time actions of strategic im-

portance to UNI Americas. The main objective was 
to be involved in and support those actions. From 
the communications perspective, the objective was 
to enhance these actions, publicize them as much 
as possible, and build a story and an image with 
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them. The second objective was to show that UNI 
Americas Communications could in practice do 
more than just publish second-hand stories, it could 
report from the field and in real time. The STRM’s 
fight for a legitimate union in Atento Mexico, and 
the elections of shop stewards in the UNION in 
Carrefour Colombia are successful examples.

Objectives 2012-2016

We would not have been able to achieve these huge 
successes in such a short time without hard work. 
However, it is true that this was easier because the 
starting point was very low. It is impossible to main-
tain the same growth rate in terms of the audience we 
have on the Internet or the number of people we en-
gage through social media. The challenge during the 
next period is to “systematize” and “professionalize” 
the successful but “experimental” and “voluntary” work 
carried out over the past 18 months. Without neglect-
ing the quantitative dimension of our production and 
audience, we must enhance the qualitative dimension 
of our work, focusing our communications on specif-
ic target audiences, and using them to build certain 
speeches, images and infl uence.

The Communications Department will combine 
training and support activities aimed at staff in the 
Regional Office to help develop their skills, and to 
produce quality presentations, audio-visual mate-
rial, etc. This will support the participation of UNI 
Americas in all forums where it shares its views 
and the work with affiliates in the region in all sec-
tors. To advance our strategic objectives, we need 
leaders with strong communication skills but who, 
at the same time, are able to prepare or request 
and receive printed or digital information/communi-
cation materials that illustrate and/or reinforce the 
impact of their words on governments, companies 
and unions.

Web articles published should be of professional 
quality, and should support workers and unions 
when reporting developments and strikes. Al-
though we cannot publish all articles in the most 
widely spoken languages in the Americas (Portu-
guese, Spanish and English) our interventions on 
the social media must be published in all these 
languages because this is the main arena for our 
battles on the Internet. Similarly, we must optimize 
our use of social media to publish more material 
than on other media platforms. We should also use 
real-time coverage of strategic actions to draw at-
tention, and influence opinions and trends among 
the general public.
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The publication of photos and videos must be a sys-
tematic production of audio-visual contents based on 
style guides, stories, scripts and images selected and 
prepared together with the affi liates to achieve the re-
gional strategic objectives, and not the result of col-
lecting the hard but artisanal work of affi liates. This 
requires progressively building union communicator 
networks to provide training, share experiences and 
defi ne joint courses of action for each UNI Americas 
sector. The objective is to unify media platforms and 
policies, and build a synergy in communication among 
affi liates in order to avoid duplication and wasted ef-
forts and resources.

Work Plan 2013

• Develop and share with staff in the Regional 
Office and affiliates an audio-visual presen-

tation that gives an overview of the history, 
strategy and examples of the work of UNI 
and UNI Americas.

• Prepare guides for the drafting of press ar-
ticles, filming and taking pictures to harmo-
nize and specify the contents produced by 
the Regional Office.

• Build a database of media, politicians, com-
panies and unions to follow up on their activ-
ity on social media, and interact with them.

• Start publishing all our postings on social 
media in Portuguese, Spanish and English, 
and analyse th eir impact and the composi-
tion of the audience in terms of gender, age, 
and nationality among others.

• Organize the first UNI Americas Communi-
cators Forum so that unions that plan and 
systemize their communication work may ex-
change experiences.


