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TEACHING POST
YOUR FIRST

FINDING A VACANCY

• Start looking for a job as soon as possible and definitely by the Spring 
term of your final year.

• Find out about any ‘pool’ systems operated by local authorities, where 
new teachers are appointed to the local authority and subsequently 
allocated to schools as vacancies are reported.

• Find out whether the local authority operates a recruitment database.

• Use the internet to seek jobs. There’s a range of website resources, such 
as the Times Educational Supplement (TES) job-finding service at 
www.tes.co.uk and e-teach at www.eteach.com.

• Consider supply teaching as an option.

• If you’re considering supply teaching, contact The Supply Register, a 
supply agency driven by ethical values, at: www.supplyregister.uk.

• Look at the teaching jobs sections of all the local authorities’ own   
websites.

• Speculative applications to schools can be successful if they are sent at 
the appropriate time, or if they make such an impression that the school 
keeps your application on file.

• You can identify vacancies through contacts. 

advice & guidance on MAKING applicationS & 
interview PREPARATION

Category Three: Best Campaign Communication

Health & Safety Matters Campaign

WWW.NUJ.ORG.UK   | FEB-MARCH 2025

M A G A Z I N E  O F  T H E  N A T I O N A L  U N I O N  O F  J O U R N A L I S T S

HARD NEWS
Three years of reporting in Ukraine
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WELCOME
The Trade Union Comms Awards 
holds a special place in the TUC 
calendar. It’s our opportunity to 
celebrate the creativity, skill and 
dedication of union communicators 
across the movement – those who 
work every day to win change, shape 

public debate and make working people’s voices heard.

Whether it’s helping to foreground members’ stories in 
the media and online, driving campaigns on the issues that 
matter most, or increasing public pressure on employers 
and politicians to do better – our communications teams 
continue to rise to the challenge.

In a climate where populist and far-right forces are 
seeking to divide working people, putting unions – and our 
members – front and centre has never been more vital. The 
stories we tell and the values we champion have a crucial 
role to play in strengthening solidarity and showing the 
power of collective action.

I’d like to extend my sincere thanks to our judges for 
giving their time and expertise to review this year’s 
entries. Their specialist experience across a wide range 
of communications disciplines has been invaluable in 
recognising excellence and sharing best practice across 
our movement.

Finally, a heartfelt thank you to our colleagues at Aquatint 
CHP for their generous support in printing this booklet and 
to Pellacraft and Thompsons Solicitors for sponsoring the 
awards. Your continued partnership helps us to celebrate 
and showcase the very best in trade union communications.

PAUL NOWAK
TUC GENERAL SECRETARY

JUDGES

Garech Butler
Director at Aquatint CHP

Hannah Davenport
Trade union reporter

Elly Gibson
Senior media manager 
at Ark
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Gerald Stilliard
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Member of Parliament 
for Harlow
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05TRADE UNION COMMS AWARDS | BEST UNION JOURNAL |

CATEGORY 1

BEST UNION JOURNAL
Once again, this category drew the largest number of entries refl ecting the 
core role journals continue to play in trade union comms.  And it refl ects the 
importance union place in their primary audience – their members. Our judges 
were impressed by all of this year’s entries, as they showed an exceptional 
quality of work and wide range of strong and informative content. The high 
standard made the fi nal decision very close.

WINNER 
The Journalist
NUJ

This magazine is of a very high 
professional standard and has 
the feel of a national publication 
rather than a traditional trade 
union title. The design quality is 
exceptional, and the front cover 
of the edition was very powerful. 
The content is varied and well-
balanced, with a mix of national, 
contemporary and historical 
features. And the judges thought 
it showed how much pride the 
NUJ takes in holding up the high 
standards of journalism.

The Journalist
NUJ

This magazine is of a very high 
professional standard and has 
the feel of a national publication 
rather than a traditional trade 
union title. The design quality is 
exceptional, and the front cover 
of the edition was very powerful. 
The content is varied and well-
balanced, with a mix of national, 
contemporary and historical 
features. And the judges thought 
it showed how much pride the 
NUJ takes in holding up the high 
standards of journalism.

WWW.NUJ.ORG.UK   | FEB-MARCH 2025

M A G A Z I N E  O F  T H E  N A T I O N A L  U N I O N  O F  J O U R N A L I S T S

HARD NEWS
Three years of reporting in Ukraine
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HIGHLY COMMENDED 
Amplify
Musicians' Union

The judges were impressed by the journal’s design. 
It’s vibrant, inclusive, and contemporary - making 
it an engaging read. The layout is smart and well-
structured, with accessible stories and a clear, 
readable font. It’s a powerful showcase of the MU’s 
campaigning work and support for musicians.

COMMENDED 
Educate
NEU

The magazine is packed with engaging content and 
makes a worthwhile read for all union members. It 
offers a strong mix of news stories, complemented 
by fresh and dynamic photography. Educators will 
fi nd plenty of material they can bring into their own 
schools and classrooms.

General Secretary 

...to the new Musicians’ Union journal and let me 
introduce you to Jodie Orton, our new editor following 
Keith Ames’ retirement. 

We have moved to a thicker annual publication which 
features key stories from across the year and focuses 
on the work of the Union and our many brilliant staff and 
activists. Meanwhile, we have a digital-first approach to 

news, and you will always find the most current stories on our website and 
across social platforms. 

It is important to me that we are representative of musicians; wherever 
they live and work, whatever their background and however they 
make music. I hope you will see this in the new journal; there 
should be something for everyone.

Please place on your coffee table. Or if you are one of our 
loyal members that collects MU publications, we hope 
this will take pride of place alongside copies of The 
Musician, Conference Reports and the diary. 

This has been a challenging year for many members, 
but we are making genuine progress on many of 
our key priority issues. We know you don’t all 
vote Labour but regardless of your political 
views, I hope you will see what a difference 
our Labour affiliation makes now they are 
in government. I can honestly say doors 
have opened for us. We are representing 
your views and campaigning for you in 
the corridors of power, nationally and at 
devolved level. We hope this means we 
will deliver more for you in 2025 than 
ever before. 

Have a good winter break. May this 
publication keep you company and 
signal hope for what the new year 
brings for musicians.

Naomi Pohl
MU General Secretary

Welcome
 Jodie Orton, Editor

AMPLIFY  Musicians’ Union Journal 2024   |   1

Your magazine from the National Education Union

Union supports Waspis 
Women denied pension rights 
are pushing back. See page 25.

NEU wins member’s assault case 
Teacher awarded six-figure  

sum. See page 26.

Challenging racism 
Educators against the  
far right. See page 19.

November/
December 2024

Better  
support for 

those seeking 
fertility  

treatment  
p28-31
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Teaching Today
NASUWT

A clear and accessible 
publication, opening 
with a strong national 
pay update to set the 
tone. The contents 
page is well laid out, and 
the focus on inclusion 
and equality stands out. 
It offers a rich mix of 
local and international 
stories – plenty to read, 
refl ect on, and share.

PCS People
PCS

The title fi ts well – this 
feels like a magazine 
where members truly 
come fi rst. Judges felt 

readers would leave 
well-informed about 
the union’s wide-
ranging work, which 
is impressive given it 
covers activity across 
400 employers. It’s a 
strong achievement 
and a credit to the 
editorial team.

RMT news
RMT

A strong members’ 
magazine with a wide 
range of content. It 
gives a solid sense of 
the union’s identity 
with its visual portrayals 
of solidarity. Judges 
praised the variety of 
stories, which keep 
members informed 
about campaign 
priorities and union 
wins nationwide.

Landworker
Unite

Landworker has a clear 
identity and style. The 
general secretary’s 
introduction is strong, 
and the news pages 
offer a broad mix 
of stories with well-
chosen photos. The 
campaigns and features 
sections – especially 
the international 
piece – are engaging 
and informative, 
adding real depth to 
the publication.

Arena
Usdaw

This digital magazine 
delivers on its aims, 
covering a broad mix of 
topics with engaging, 
well-written content. 
It’s a valuable quarterly 
update for all reps, 
regardless of their level 
of union involvement. A 
solid, informative read 
that refl ects the union’s 
work and priorities.

EDUCATION SYSTEM –
‘SURVIVING, NOT THRIVING,’ 
WARNS NEW PRESIDENT

TEACHING
TODAY

MINIBUS LOOPHOLES
MUST BE CLOSED

OFSTED INSPECTIONS
OVERHAUL SET OUT

PAY & CONDITIONS
UPDATE

ISSUE 131  ISSN 1758-2466   £3.00

MEMBERS’ MAGAZINE  MARCH 2024

ISSUE NUMBER 3 VOLUME 28 MAY/JUNE 2025

www.rmt.org.ukwwww.rmtt.oorrgg.uukkk

END RAIL OUTSO
URC

ING

RECOGNITION DEAL AT
LUMO
PAGE 5

DEFENDING BUS
WORKERS
PAGE 10

ENGINEERING SUCCESS
PAGE  24

TOGETHER WE ROLL
PAGE 16

Use the campaign QR code

AUTUMN 2024

READY
TO BE
A REP?
BOOST YOUR SKILLS
AND CONFIDENCE 
WHILE HELPING 
OTHERS

Free Legal Advice

Learn While Working

Show Racism the Red Card

Pregnancy and Redundancy

Issue 2 • 2025 

WELFARE NOT WARFARE: Hundreds of members joined a People’s Assembly march in June, calling on the government to put people before profit. See p10.
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CSCS: How we resisted cuts 
to redundancy pay, and won
Big Picture, page 13

Spending review: We will 
defend our members 
Update, page 5

Unite and build: news from 
our national conference
See our special supplement

They fought, they won: FM members 
vote yes to end long dispute

Groundbreaking victory for members working for outsourcing giants OCS, G4S and ISS, as they agree to accept offer  
of pay rises and improved terms and conditions following months of determined and heroic strike action

T he resolute stand taken by 
our members working in 
facilities management (FM) 

across civil service departments 
has yielded a groundbreaking offer.

The settlement, which members 
voted to accept in ballots in June, 
significantly increases pay and 
improves key terms and conditions, 
including the implementation of 
company sick pay from day one of 
absence, an increase in annual 

leave, full maternity and paternity 
pay, and paid bereavement leave.

Our members are employed by 
outsourcing giants OCS, G4S and 
ISS on the Government Property 
Agency contract. Determined to 
stick to their guns and fight for a 
decent deal they took strike action 
over an extended period and held 
some of the busiest, most vibrant 
picket lines PCS has ever seen.

Earlier this year, PCS General 

Secretary Fran Heathcote initiated 
a new three-fold process covering 
dispute resolution, coherence, and 
insourcing. This led to a national 
funding package being secured to 
settle the disputes – the first of its 
kind for outsourced FM contracts in 
the civil service. This will now 
unlock talks with government on 
our national objectives of coherence 
and insourcing, to secure future 
improvements for FM members. 

Rep Eddie said he was “immensely 
proud” that standing together had 
improved their working lives. 

“We have been fighting for better 
pay that supports us in a cost-of-
living crisis and for improvements 
that lift many above the statutory 
minimums they were forced onto. 
“We stood united and determined 
to win the improvements we so 
desperately needed and deserved.” 

 ■ Turn to page 6 for more.

JOIN PCS  
ONLINE TODAY! 
Go to pcs.org.uk/join 
or scan the QR code

pcs.org.uk
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CATEGORY 2

BEST RECRUITMENT 
AND ORGANISING 
COMMUNICATION
Judges praised the overall quality in this category. Campaigns featured 
striking clips, booklets, and leafl ets with clear, accessible guidance. Many 
showed measurable impact, such as rising membership and more workplace 
reps, demonstrating how strong communication can drive recruitment and 
organising. The entries refl ect the creativity and effectiveness of unions 
in engaging members and delivering results across the movement. And 
they provide valuable inspiration for all union recruiters and organisers.

WINNER 
Awesome Teacher
NASUWT

The judges loved the ‘Awesome 
Teacher’ rebranding of resources 
for recruiting new teachers 
and student teachers for the 
bold design and the clear, well-
crafted content. The materials 
offered practical guidance 
and demonstrated deep 
understanding of the profession, 
successfully fostering pride 
and positivity among students 
and teachers. The campaign 
stood out for its ability to inspire 
and inform, making a strong 
contribution to recruitment 
efforts in education.

STUDENT TEACHER 
HANDBOOK
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HIGHLY COMMENDED 
The RMT Apprentice Charter
RMT

RMT’s impressive recruitment programme targeting 
young transport workers was much admired by the 
judges. The booklet featured a modern, visually 
appealing layout with diverse imagery. Highlights 
included clear information on apprenticeship 
charters and a dedicated section for engaging 
young members, making the campaign both 
informative and highly effective.

COMMENDED 
Activate
PCS

PCS’s online resource for activists was praised for 
its clear messaging and intuitive navigation by the 
judges. A standout feature was an inspiring piece 
titled ‘A Politics of Hope’ which captured attention 
and reinforced the union’s commitment to positive, 
forward-looking engagement with workers through 
the union’s activism.

THE RMT  
APPRENTICE CHARTER
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Stand Up 
for Quality 
Education 
– Workload 
Podcast
EIS

Judges praised the EIS 
podcast for its clear, 
well-presented and 
hard-hitting content. 
It demonstrated deep 
understanding of 
workload pressures 
in education. And 
it highlighted 
strong support for 
members, making 
it an impactful and 
authoritative resource.

Public Sector 
Development 
and Monitoring 
Scheme 
(PSDMS) 
FDA

FDA’s impressive entry 
was much admired 
by the judges for its 
impactful initiatives. 
Training and mentoring 
helped Fast Stream 
applicants from lower 
socio-economic 
backgrounds succeed. 
Successes included 
15 new reps, 90 new 
members, and refugees 
securing civil service 
roles – demonstrating a 
strong commitment to 
inclusion and growth.

Nautilus linkup 
with Travel with 
Liberty 
Nautilus 
International

Judges praised 
this campaign for 
successfully boosting 
membership via social 
media. Producing 
five high-quality, 
engaging videos on 
a tight budget was 
impressive, and strong 
viewership reflected its 
impact. The content 
was professional, 
impactful, and a smart 
use of resources 
to connect with 
members effectively.
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0800 0 224 224 
www.thompsonstradeunion.law
@Thompsons.Law

For more than a century, Thompsons Solicitors has tirelessly 
fought for social justice and defended workers’ rights. 

We proudly stand with the trade union movement, 
providing legal support to members and their families.

Visit our website to find out what we can do for you.

OVER 100
YEARS OF 
STANDING 
UP for you

11TRADE UNION COMMS AWARDS |
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CATEGORY 3

BEST CAMPAIGN 
COMMUNICATION
This category attracted another strong pool of entries. And it gave the judges 
another tough job in picking a winner. All the entries showed the power of 
collective organising in the workplace. And from celebrity backers to killer stats, 
they all found creative ways to engage support. Judges were impressed by the 
clarity of campaign objectives, the range of campaign tools and techniques use, 
and the impacts and infl uence that the campaigns achieved.

WINNER 
Health and Safety 
Matters
Usdaw

This was a well-executed 
communications campaign 
with a clear objective and 
outcome. Judges praised its 
cohesive presentation and 
creative use of mixed media 
– print, social, video, and 
online learning. The campaign 
offered practical resources and 
demonstrated impact through 
press releases, handouts, 
imagery, questionnaires, and 
feedback forms. The entry clearly 
demonstrated how each tool 
contributed to a unifi ed strategy, 
successfully engaging members 
and meeting its goals.

Coverage in Activists’ Magazine Network 
dtp.usdaw.org.uk  

NETWORK | Section header

March/April 2025 15March/April 2025

U sdaw’s first annual Health and 
Safety Matters day took place 
on 26 February. Safety reps 

across the country held campaign 
events to raise awareness of what 
they and the union are doing to help 
keep members safe and healthy at 
work. With over 600 campaign packs 
distributed to reps, the campaign 
proved extremely popular with 
the messaging reaching tens of 
thousands of members.

The campaign day this year 
focused on manual handling. Manual 
handling injuries are the second 
most common cause of ill health 
among workers. These aches and 
pains are too often put down to just 
being part of the job with workers 
not believing anything can be done 
about them. Safety reps encouraged 
members to fill in body mapping 
questionnaires, aimed at finding out 
where they are suffering with aches 
and pains and showing how reps can 
deliver for the membership.

The event was launched to 
celebrate the Health and Safety 
at Work Act, which came into 
force on 1 January 1975. The Act, 
which enabled the introduction 
of workplace safety reps and 
committees to improve members’ 
work conditions, has been an 
overwhelming success, reducing 
the number of people killed at work 
each year by around 90 per cent.

Usdaw safety reps do a fantastic 
job, all year round, of delivering 
safe working conditions by reducing 
injuries, lowering ill health and 
making a positive change to 
workplace safety culture. Research 
shows that unionised workplaces 
and those with safety reps are 
around twice as safe as non-
unionised sites. If you’re a safety rep 
and weren’t able to take part in this 
year’s campaign, you can run one at 
any time. To find out more and order 
your materials, visit:
www.usdaw.org.uk/HSmatters

PEDRO MIRANDA
Network spoke to Pedro Miranda, 
health and safety rep at Co-op 
Castlewood CDC in Derbyshire, 
about his work supporting the 
campaign.

How many safety reps 
are in your team?
We’re fortunate to have a strong 
team of 13 safety reps across the 
different departments of the site. 
We work closely together, 
particularly within shifts. For 
broader issues affecting all shifts, 
we communicate via email and 
sometimes stay behind after work 
to discuss key matters.

We also meet monthly at the 
safety forum, where the safety 
manager updates us on key issues 
across the business. 

These meetings are also 
opportunities for us to discuss union 
issues after the formal agenda is 
completed.

14

How did you support the 
Health and Safety Matters 
campaign?
At our depot, I took the lead in 
organising activities and ensuring 
the campaign’s success.

I was also asked by our national 
rep to coordinate the campaign 
across multiple Co-op CDCs. I 
engaged with health and safety 
reps from eight different locations, 
providing them with guidance on 
how to run the campaign effectively. 
Before the campaign, I ensured they 
had all the necessary materials and 
understood the expectations for 
the event, secured the release time 
from their managers and gave them 
ideas for maximising engagement on 
the day.

How well was the campaign 
received by the members?
The response was really positive. 
Members appreciated the focus on 
workplace health and safety and the 

role of reps in promoting it.
We actively engaged them by 

explaining our responsibilities, 
conducting a body mapping 
exercise, and listening to their 
concerns. This practical exercise 
helped reinforce the importance 
of maintaining high standards of 
health and safety. The feedback I’ve 
had from the other sites is that all 
their campaigns went well and had 
high levels of engagement from the 
members.

Did the campaign help you 
understand more about the 
members’ concerns?
We already had a strong 
understanding of the members’ 
concerns, because we speak with 
them every day, but running the 
campaign did give us concrete data 
that will reinforce the work we’ve 
already been doing. Our safety 
standards are at a high level, but 
we’re always looking at ways to 

Equalities | NETWORK

TOGETHER FOR A 
SAFER WORKPLACE

Pictured L-R: Co-op Marford Hill Wrexham and Pedro Miranda at Co-op Castleford CDC

Scan to find 
out how to 

run your own 
campaign

improve working practices. The data 
we gathered will be used in a report 
which we will take into our next 
meeting with management.

What qualities do you 
think are important to be a 
successful safety rep?
Persistence, curiosity, and attention 
to detail are essential. A good safety 
rep must be willing to ask difficult 
questions while staying focused on 
solutions. Beyond that, passion is 
key. If you take pride in what you 
do and are committed to making a 
difference, you’ll naturally become 
effective in the role. Experience and 
confidence will come with time, but 
the foundation of success lies in 
dedication and a proactive mindset.

NETWORK | Health and Safety Health and Safety | NETWORK

O ctober 2024 marked 50 
years since the Health and 
Safety Work Act came into 

force, and Usdaw is celebrating this 
legislation by introducing a Health 
and Safety Matters campaign. The 
official date of the campaign is
26 February 2025, but reps can 
conduct their campaign at any 
(appropriate) agreed time/date. The 
aims of the campaign are: 

n To raise awareness and highlight 
to the workforce the importance 
of the health and safety rep role.

n To engage the membership by 
running a Body Mapping exercise 
to find out where members are 

suffering with aches and pains 
and show how reps can deliver for 
the membership.

n To improve the workplace safety 
culture. 

n To answer members’ questions 
about health and safety.

n To discuss the value of being a 
member and have membership 
forms available to sign them up. 

n To refresh the trade union 
noticeboard. 

What do you need to do 
before running the Health 
and Safety campaign day?
Discuss this in your branch meeting 
and with your area organiser to see 

what help may be needed on the 
day, and decide how much you wish 
to do. This will vary depending on 
the size of the workplace. 

You will also need to talk with 
your employer to agree a suitable 
time and place for your campaign 
stand, and consider agreeing a time 
when there will be plenty of your 
colleagues around for you to talk to 
about the campaign.  If you come up 
against any problems, contact your 
area organiser. 

If your workplace functions on a 
24-hour basis, you might want to 
agree a rota with your fellow reps to 
ensure there is someone available to 
run the campaign stand during the 

GET INVOLVED IN OUR 
NEW CAMPAIGN DAY

various shifts.  
Once you are ready, you can order 

the campaign materials from 
www.usdaw.org.uk/HSmatters
selecting the size most appropriate 
for your workplace. To spread the 
word in your workplace, advertise 
the event by putting up a poster 
on your union noticeboard and/or 
posting on social media.

What to do on the day 
of the campaign?
Hand out the Reps Make A 
Difference flyer to the workforce to 
help explain your role as a health 
and safety rep and answer any 
questions. 

Speak to non-members about the 
benefits of Usdaw membership – 
have membership forms handy for 
them to complete.  

Also, ask the member to complete 
the Body Mapping exercise – be 
sure to explain to them that the 
information they give you will not be 
shared with the employer. 

Promote the day by taking 

pictures and posting them on social 
media. To help us promote the 
event in the union magazines, send 
your pictures and any comments 
you have about your day to the 
magazine team at: 
network@usdaw.org.uk  

What to do after the 
campaign day?
Assess the Body Mapping sheets 
you have collected and look for 
trends, then write to your employer 

with your findings and work in 
partnership with them to decide on 
solutions. 

It is also important to keep 
members updated on how the 
issues are progressing and when 
any changes have been agreed. 

If you need any guidance 
or assistance, contact the 
health and safety section at: 
healthandsafety@usdaw.org.uk 
or alternatively by phone call to: 
0161 413 0927.

Legal Plus | NETWORKNETWORK | Health and Safety

November/December 2024 15November/December 2024

T his year marks 50 years 
since the Health and Safety 
at Work Act came into force, 

and Usdaw wants to celebrate this 
landmark legislation by introducing 
a Health and Safety Spotlight Day 
campaign on 26 February 2025.

What are the aims of the 
Spotlight Day?
n To raise awareness and highlight 

to the workforce the importance 
of the health and safety rep role.

n To engage the membership by 
running a Body Mapping exercise 
to find out where members are 
suffering with aches and pains 
and show how reps can deliver for 
the membership.

n To improve the workplace 
safety culture. 

n To answer members’ questions 
about health and safety.

n To discuss the value of being a 
member and have membership 
forms available to sign them up. 

n To refresh the trade union 
noticeboard. 

What do you need to do 
before running the Health 
and Safety Spotlight Day 
Campaign? 
Discuss this in your branch meeting 
and with your area organiser to see 
what help may be needed on the day 

and decide how much you wish to 
do. This will vary depending on the 
size of the workplace. 

You will also need to talk with 
your employer to agree a suitable 
time and place for your campaign 
stand, and consider agreeing a 
time when there will be plenty of 
your colleagues around for you to 
engage with about the campaign. If 
you come up against any problems, 
contact your area organiser. 

If your workplace functions on a 
24-hour basis, you might want to 
agree a rota with your fellow reps to 
ensure there is someone available to 
run the campaign stand during the 
various shifts.  

Once you are ready, email the 
health and safety section at:  
H&S@usdaw.org.uk informing 
them of when you intend to run 
the day, and they will send out a 
campaign pack. 

To spread the word in your 
workplace, advertise the event by 
putting up a poster on your union 
noticeboard and/or posting on 
social media.

What to do on the day 
of the campaign?
Hand out the reps’ function poster 
to the workforce to help explain 
what you do as a health and safety 
rep, and answer any questions. 

Speak to non-members about the 
benefits of Usdaw membership - 
have membership forms handy for 
them to complete.  

Also ask the member to complete 
the Body Mapping exercise and be 
sure to explain to them that the 
information they give you will not be 
shared with the employer. 

Promote the day by taking 
photographs and posting them on 
social media. 

To help us promote the event in 
the union magazines, send your 
pictures, and any comments you 
have about how the day went, to 
the magazine team at: 
network@usdaw.org.uk  

What to do after the 
campaign day?
Assess the Body Mapping sheets 
you have collected and look for 
trends, then write to your employer 
with your findings and work in 
partnership with them to decide 
on solutions. 

It is also important to keep 
members updated on how the 
issues are progressing and when any 
changes have been agreed. 

If you need any guidance on your 
results, or any further assistance, 
please contact the health and safety 
section at: H&S@usdaw.org.uk or 
0161 413 0927. 

Raise awareness and improve safety at your workplace by taking part in 
Usdaw’s first Health and Safety Spotlight Day on 26 February 2025
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SHINING THE LIGHT
ON SAFETY AT WORK

  
  HEALTH AND SAFETY SPOTLIGHT DAY CAMPAIGN   WEDS 26 FEBRUARY 2025 26

feb

Comms_Awards_2025_Booklet_AW.indd   12Comms_Awards_2025_Booklet_AW.indd   12 14/11/2025   15:42:3914/11/2025   15:42:39



13

HIGHLY COMMENDED 
Funding the Nation
FDA

A standout union campaign, driven by strong 
member engagement. It produced a report 
that directly shaped government policy – an 
impressive achievement. A well-executed media 
and communications strategy for reps supported 
the effort, with 45 per cent of the union’s HMRC 
members engaging with the fi ndings. Clear 
objectives led to real policy change. 

COMMENDED 
Stop the Cuts
Equity

Judges were impressed by the results achieved 
following an open letter featuring high-profi le 
members and the impactful speeches by Equity 
activists. The rallies achieved strong engagement 
from reps and members. And the campaign’s 
objective was exceeded. It’s a great example 
of how coordinated union action can infl uence 
government funding.

TRADE UNION COMMS AWARDS | BEST CAMPAIGN COMMUNICATION |

Real Say 
Better Pay 
NUJ

This campaign 
showcased the power 
of collective workplace 
organising. NUJ reps 
used a smart and 
strategic mix of tools 
– pay surveys, posters, 
letters, and social 
media – to push for 
better pay at PA. The 
result was a historic 
win, achieved through a 
coordinated effort.

Fair Pay RFA 
Nautilus 
International 

This campaign united 
the union movement 
to demand fair pay 
for the Royal Fleet 
Auxiliary. Through 
engaging social media 
and a dynamic YouTube 
channel, it informed 
and empowered 
members, building 
solidarity and amplifying 
its message across 
multiple platforms.

 Funding the Nation:
 Optimising HMRC 
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CATEGORY 4

BEST MEGAPHONE 
PETITION IN A UNION 
CAMPAIGN
This new category celebrates how unions use Megaphone petitions as part 
of wider campaign strategies. A strong petition is just the beginning – a good 
Megaphone campaign mobilises those signatories to infl uence decision-makers, 
build public support, attract media attention, and show workers they’re backed 
to win. Judges looked for campaigns with a clear, well-executed theory of 
change and engaging petition text that helped drive meaningful action.

WINNER 
Save Bethnal Green Working Men’s Club
Equity

This campaign was a powerful example of rapid response action. 
Within hours of the venue’s sale announcement, a petition 
launched, gaining over 10,000 signatures in 48 hours and 
major media attention. Equity’s rallies and outreach built strong 
community support, pausing the sale and enabling the creation of 
‘Friends of BGWMC’ a group now fundraising to buy the club as a 
community asset. Judges praised its speed, impact and strategic 
use of Megaphone.
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HIGHLY COMMENDED 
Tetley Tea Workers Can't 
Aff ord to Buy Tetley Tea 
GMB

GMB North East, Yorkshire & Humber 
launched a powerful email petition 
supporting Tetley Tea workers striking 
against poverty pay. With emotive 
messaging and a clear target, it mobilised 
over 850 supporters to email Tata’s HR 
manager and raised nearly £3,000 for the 
strike fund. The campaign demonstrated 
how digital tools can drive community 
support, apply pressure, and show practical 
solidarity – making it a standout example of 
effective online organising.
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CATEGORY 5

BEST USE OF 
SOCIAL MEDIA
This category received many strong and varied entries across the mixed 
media that social media platforms allow. Judges were impressed by how 
effectively unions have been using the opportunities platforms provide to 
engage not only with their members, but wider public audiences too. Video 
content was especially engaging and well-produced. And it’s impressive 
that union content now ranges from short-form clips to long-form content 
distributed as video and podcasts.

WINNER 
New video fi rst social 
media strategy
NASUWT

For a new social media strategy, 
the engagement it has achieved 
is impressive – especially on 
TikTok, where one post reached 
nearly 600k views. The use of 
short-form video has broadened 
the union’s campaigning reach 
and visibility. And the content 
is lively and responsive, with a 
strong mix of humour, visuals, 
sound, editing, and informative 
content. The judges were 
impressed by how the union has 
embraced the format creatively 
– even reaching audiences in 
other languages.
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COMMENDED   
Demand Better in  
Film and TV 
Equity

Equity’s ongoing campaign 
to renegotiate film and TV 
agreements has achieved 
strong engagement, with 
nearly 200k views and 600 
shares. The campaign’s social 
media presence is robust, using 
interviews and events to create 
content that resonates with both 
members and the wider public.

COMMENDED   
Weekly Show | CWU
The judges praised CWU for showing great initiative 
in being the first union to produce a live weekly 
show. It’s getting thousands of views each week, 
and its audience is growing. It a great way to 
communicate with members and the wider public, 
and we are sure that other unions will follow the trail 
they have blazed.

HIGHLY COMMENDED 
Music Streaming Sucks if You’re a  
Non-Featured Artist Like Rachel Bolt
Musicians’ Union

This was a very effective post, gaining over 115,000 likes organically. 
It delivers a compelling narrative, with clear use of stats. It highlights 
a key issue relevant to both members and non-members. And it 
features great use of music – of course!

Uncensored – Why Yacht Crew 
Need Union Representation
Nautilus International

Nautilus International's 
campaign showed 
the effectiveness of 
creating strategic 
partnerships for 
online campaigning 
– especially if your 
partner has a good 
social media presence. 
Their partnership with 

Yachting International 
Radio achieved a 140 
per cent increase in 
followers compared to 
the previous month.

Awareness 
months
BFAWU

This social media 
campaign highlights 
diversity and raise 
awareness. It includes 
very eye-catching 
posts at a time when 
activity in support of 
inclusivity for all workers 
is particularly necessary 
in our political climate.

And it's great to see 
QR codes being used 
in the campaign posts 
for recruitment.
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CATEGORY 6

BEST COMMUNICATION 
FROM A SMALLER UNION
In the second year for this category, our entrants showed that size is not 
everything. Smaller uses may not have the same resources as larger unions. 
But judges were impressed at the professional quality and imagination on show 
in their campaigns. And even if next to no budget, they showed that you can 
still achieve impact and get results.

WINNER 
Nautilus TV
Nautilus International

Nautilus TV has produced a highly professional standard of video 
content, with a good variety of items and presentation styles. 
The judges praised the union for trying a new way to reach and 
engage with its existing membership and potential new members. 
The content is easy to follow and most importantly relevant to 
members. And video content makes the senior management 
team more accessible to the membership. It’s easy to see why the 
engagement fi gures are strong.
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HIGHLY COMMENDED 
Become an Advance Rep  
Advance

The judges were impressed that this 
clear and effective campaign was 
produced with no budget – yet is still 
managed to achieve a 60 per cent 
increase in signing up new reps. This 
smashed their target twice over – a 
great result for the union, and hopefully 
an inspiration to much bigger unions.

COMMENDED   
Redeveloped  
WGGB website
WGGB

This website refresh is eye-catching 
and shows great awareness of what 
works. It is easy to navigate whether 
on a computer or a mobile phone. And 
whether you are using the website to 
get information and news, or to ‘get 
involved’ in campaigns, the new design 
make the union more accessible.

Comms_Awards_2025_Booklet_AW.indd   19Comms_Awards_2025_Booklet_AW.indd   19 14/11/2025   15:42:4514/11/2025   15:42:45



Q U A L I T Y  P R I N T  &  M E R C H A N D I S E

Units 3 & 4 Elm Grove Industrial Estate
Wimbledon SW19 4HE
Offi ce: (020) 8947 2316

E: garech@collegehillpress.co.uk

XXXXX A4 TUC Comms Award Ad 2025.indd   1XXXXX A4 TUC Comms Award Ad 2025.indd   1 11/11/2025   13:2911/11/2025   13:29
Comms_Awards_2025_Booklet_AW.indd   20Comms_Awards_2025_Booklet_AW.indd   20 14/11/2025   15:42:4514/11/2025   15:42:45


