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It is of common necessity among VET schools to promote their paths and raise the awareness that some jobs give 

more opportunities to get in the labor market than others. 

In the following pages we have collected the methodologies, strategies and all the suggestions we have shared 

during the “Let’s Campaign” project because they could be useful for others to promote and disseminate their 

paths or their schools’ information. 

Some of the following promotion activities have been already adopted by the partners and are indicated in this 

“manual” to give prompt feedback about the experience and the result obtained and to collect, at the same time, 

suggestions on how to improve the activity itself. 

As a theoretical framework for the development of the advertising campaign could be considered the B2C (business-to-

consumer) marketing.1 In contrast with the B2B companies that sell products to other businesses, B2C marketing is 

defined as the process of selling services and products to individual consumers. B2C “companies” sell directly to 

consumers. For the purpose of this Handbook, the schools will be considered as companies, the course of study will be 

considered as the product to sell and the students will be considered as customers. 

We decided to manage the business like any other company, thus we have equated: 

 

 

 

 

 

 

 

 

 

After having done this, we compared each of the organizations and brought out various points in a SWAT analysis 

to highlight the strengths and weaknesses of our schools, both from the internal and external point of view. 

  

 
1 https://www.customerdevoted.com/marketing-funnel/how-to-build-a-b2c-marketing-funnel-to-drive-your-sales-on-

autopilot  

REASON FOR THE INITIATIVE 

School Company 

Course of study Product to sell 

Student Customer 
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We brainstormed to collect all 

the impressions that the 

partners had highlighted over 

the years in their own country 

or thanks to their experience. 

The result of the brainstorm is 

collected in the first draft of 

the SWOT 

Analyzing the points emerged, 

we noticed that a further 

common concepts 

summarization was possible, 

so then we highlighted them 

on the final SWOT 
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The next phase is carried out as a real marketing strategy and the work is made based on the real data: 

 

 

 

 

Each school must define the objectives to be achieved with the actions to be undertaken and define the 

timeframe. 

It is important to remember that the results of the activities must be measured or quantified to understand their 

real effectiveness. 

Schools have two "products2" to promote and these have different "sales" times, which means that the activities 

will have different promotion times, methods, and "customers" typology: 

 

 

 

 

Once defined what to promote it is necessary to define the time.  

Below we present the timelines collected among the partners because the promotion and the collection of new 

registrations takes place in times that differ from country to country. 

The promotion of institutions can take place throughout all the year. 

  

 
2 Some institution may have to promote other information, the process remains the same, only target of “customers”, timing, and communication itself will 

have to change and fit for the purpose.  

FIRST STEPS 

HOW TO DEFINE AN ADVERTISING 
CAMPAIGN 

School path Institute  
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New registrations follow very precise rules in terms of time and collection. The diagram here shows the months in 

which registrations must be collected. The advertising campaign must anticipate registration collection time. 

 

3 

 

As previously mentioned, the promotion of the institution itself can be done throughout the year, obviously 

depending on the budget’s availability. 

FIGURE NEW SUBSCRIPTION TIMELINE:  

ITALY, TIME TO COLLECT NEW SUBSCRIPTIONS BEGINS IN OCTOBER AND ENDS AT THE END OF JANUARY  

GERMANY, STARTS IN OCTOBER AND ENDS AT THE END OF JUNE OF THE FOLLOWING YEAR  

SPAIN, TIME TO COLLECT STARTS IN MAY AND LASTS UNTIL THE END OF OCTOBER WITH A STOP IN JULY AND AUGUST.  

 

The timeline must be defined accurately, this helps to understand how to distribute the budget amounts available 

for promotion over time to get maximum result from the advertising campaign.  

It is necessary to define how much time before the event the promotion needs to start (in Italy to collect new 

subscriptions we usually begin 2 to 3 months before deadline). 

  

 
3 Times in which collection of new registrations close are different from country to country, advertising should be planned accordingly – target – means and 

contents must be defined accordingly. 

Start End

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

School’s promotion timeline  

New subscriptions timeline  

TIMELINE 
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The next steps are necessary to define to who communicate, how to do it and what information has to be spread. 

Organizing the information with a scheme can make it easier to be understood. 

 

 

 

 

 

For each category the target person to be reached must be well identified and gender must be taken into 

consideration. 

To collect new subscribers with advertising the most popular targets are: 

Young people: in this case it is important to define the age. Subdividing this target will be helpful in following steps to 

identify the appropriate promotion to realize and understand where to spread out the advertising. Of course, both 

male and female genders must be considered. 

Students from other schools: define the age to identify the appropriate class in which they could be placed and then 

identify the gender. (Students from other school could decide to change their path if unhappy with the one they are 

following, to have an idea of the reason why they are leaving their school could be helpful to set the right 

communication while promoting). 

Unemployed – Dropouts – People who lost the job: define the age and subdivide by the gender, this is preparatory to 

identify the appropriate class and the appropriate path. 

In this target it is important to understand the need they have and the time they have available to attend the school, 

after that it is possible to define how to promote and the right advertising.  

  

Target's subdivision

Target

Promotion main reason Collect new subscriber

Young

Age between 
12-13

Age between 
14-15

other..

Students

students of 
other schools

other

Adults

unemployed drop outs
people who 
have lost the 

job

 

DEFINE TARGETS 

*FOR ALL THE TARGETS GENDER MUST BE CONSIDERED 

* 
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To promote the school4, it is necessary to define the target group (more than one) to whom advertise the school. 

In the diagram above, we have pointed out some examples of target groups which can, of course, be 

implemented according to one’s needs. 

Being the target groups different from each other it is necessary to:  

• Identify where to reach the target groups 

• Differentiate the communication style  

Young people: raise the knowledge of school and paths to create awareness about professions and percentage of 

outlet in the market. The promotion must take care to differentiate the communication itself depending on the gender. 

Families (fathers and mothers): Raise awareness on the school existence and the percentage of insertion into the 

world of work; create curiosity in general. We should remember that families influence their children towards the 

schools and courses but not only, also on the future profession of the children. 

Unemployed: make known the paths and possibilities of real outlet in the market at the end of the path.  

Students from other institutions: awareness about professions and percentage of outlet in the market, make know 

the existence of the schools and the paths. 

Companies: make known the paths and courses as well as draw attention to students to be hired at school end. 

Employment Agencies5: make known the schools itself and overall, the fact that, after appropriate training in the VET 

schools, people looking for a job will quickly get it. The employment agencies are in touch with many stakeholders. 

  

 
4 Greek partner: in our country there aren’t specific schools in the construction even if there is an increasing demand of skilled workers. 
5 Spanish partner said that in their experience employments agencies (for adult students) are an excellent link, we should consider creating alliances and 

collaborations with this kind of means. 

Youngs

• students in 
general

• students from 
other school

Families

• Fathers

• Mothers

• Others

Trade 
associati

ons

Employment 
agencies

Companie
s

• who need skilled 
workers

• who need 
workers

• Leaders that can 
be a means

Unemploye
d

• Drop outs

• workers looking for 
a job

• People who have 
lost the jobs

Promotion main reason: promote school 

SCHOOL 
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In the previous steps we have identified the goals and the target groups, now we need to clear out the idea of the 

message we want to spread out and where we can find our target group and reach it with the promotion. 

We have to keep in mind that while advertising to a target group, the message must be adequate to what we 

want to promote, the time in which the message must be broadcasted must be chosen carefully. 

All the information should be planned also depending on budget, etc. 

 

 

 

 

Very different choices could be made in terms of strategy and some tips follow. 

Path for adult and path for regular students (VET schools) must be differentiated, also the marketing strategy and 

the communication itself should be chosen accordingly. 

  

Young
New 

registration

Time

From Oct. to 
Jan

Young
School 

promotion
All year long

IDENTIFY PLACES WHERE TO 
ADDRESS THE PROMOTION 

Example:  

• Define what 

communicate  

• Define where 

communicate 
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To identify the places where the target groups could be reached and consequently develop the best strategy, we 

should think which places these groups frequent or where there is a concentration of this target group. 

The appropriate communication register will have to be used to be attractive. 

 

 

 

 

 

 

  

Primary school

Secondary School

College

Orientation Path

Summer camp

Internet

On-line test

Social

Influencer

YouTube

Youth magazine

Music Channel

Luna Park

Cinema / Fair

Sport teams / playng fields

Young

Schools

Primary and secondary schools

College

Erasmus mobilities

Orientation paths

Labor intermediaries

Internet

Social

Influencer

Magazines

Cinema

Fair

Families

Fathers *

Mothers *

Parents in general

THE PLACE 

Places where to reach: 

To create this diagram, we have thought 

about the places the young are grouped in, 

e.g. places they frequent more, where it is 

easy to find them, place where they pass 

time. 

The target group of this category is young 

aged between 10 to 16/17. 

Other target groups could be reached in 

these places. 

To reach this target group we should use 

channels that are identical to other targets but 

this is only the means through which 

communication is conveyed, the 

communication to transmit must be adapted to 

the target. 

* Mothers are great influencers of children and 

in most cases persuade their husbands. 

* In the construction fathers are probably more 

influencers than mothers since construction is a 

male job. 

We do believe that the families and fathers are 

the most interesting means. 
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Secondary schools

College

University

Erasmus mobilities

Orientation paths

Labor intermediaries

Companies that need skilled workers

Internet

Social

Influencer

YouTube

Music channels

Youth Magazines

Cinema

Fair

Students from 
other institutions

Internet

Social

Leading companies in the sector

Trade associations

Magazines

Fair

Labor intermediaries

Government agencies

Architects

Companies in the 
need of skilled 

workers

 

Partners’ experience:   

Belgian partner: When IFAPME promote, they address the advertising to the whole family and young people, they never 
concentrate only on a member of the family as could be the mothers.   

Italian partner: Mothers in Italy are a great influencer of the children's decisions, in many cases also persuade their 
husbands. 

In general, we feel the need to find ways to attract more girls starting to work into the construction market. 

To reach this target group it is necessary to 

pay close attention to: 

age,  

aspirations,  

the needs 

We have to register them into the right path 

because an 18-year-old student would find 

difficult to be in class with 15-year-old 

classmate. 

  

Leading companies in the sector (construction 

or whatsoever), means to involve them in 

teaching paths since they are for sure 

innovative and can update on new products, 

means also to collaborate closely with them to 

acquire information on the market need and 

changes. 

A good idea to disseminate the name of the 

school or the path is also to ask to companies to 

exhibit the logo or co-marketing with school at 

fair or whatever they do. 

Places where to reach: 
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In the following pages suggestions on how to promote to attract the targets and achieve the goals are reported. 

Some partners, who experienced these promotions in the past, have shared what they did and shared the 

feedback they got from the experience. 

These tips would be a help or an inspiration for those who could be interested to begin an advertising campaign. 

 

 

 

 

In primary and secondary schools, we can reach out the following targets: 

 

To promote professions or vocational schools among young people between 9 to 12 years old is certainly a long-

term activity but we can say that any activity carried out starting from this moment is preparatory to start 

creating awareness of professions. 

When the young reach the age between 12 and 14, here we start to promote to collect new registrations. 

From 16 to 19 years, it is necessary to consider what experiences they have already achieved and in which training 

it will be appropriate to enroll them. 

  

Young

Families

Mothers - Fathers

Companies that need skilled workers

BEST PRACTICE TIPS 

Age around 9/19 years 

old. Depending on 

budgets available 

even younger. 

HOW TO ADVERTISE TO 
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• Increase collaboration with teachers and supply them with teaching material showcasing school logo. 

• Keep contacts with schools visiting regularly to maintain relationships. 

• Stay in touch with key people e.g., people carrying out orientation paths, career guidance officers or 

career choice coordinators. (Age 12/13) 

• Hold training or events or meetings, either at our place or their premises. 

• Develop and provide educational material showcasing school or paths logos. 

• Hang up posters (also along the streets) and distribute information material, catalogue, postcards or 

whatever about school and or paths, materials could be with gadgets as: construction games but also key 

holders, padlocks, children’s books, coloring books (choose the one that best fits the target) 

• Distribute hand to hand material in front of schools. 

• Organize events attracting into schools, such as open days, round tables, webinars. To attract more 

people, it could be helpful to invite a popular influencer6 to school during the event. Events might be 

organized in the evening if they are addressed to families or parents. The aim should be to explain today’s 

labor market situation and make clear that young people who complete a VET pathway have more 

chances of being hired and finding a job with a good salary and become quickly economically 

independent. 

• Realize cartoons or small movie to be shown during school’s time or on mirror films. 

• Take advantage of former 7students asking them to be testimonial’s and participate during promotion or 

events’ time. 

• Social media adequate to target group with influencers8 or without, channel as You Tube, Instagram or 

whatever following the fashion of the moment.  Banners, popup advertisement, any post must be 

adequate to target and must arise curiosity. Advertising on online shops where the targets purchase 

more. 

• On-line test 9that young use to orientate themselves or to test their skills. The On-line tests guide young 

towards paths more akin to his abilities and desires. Tests are already available on-line, but VET paths are 

not suggested on the results. 

 
6 See Belgium partner experience with an influencer  
7 Spanish partner: Former students are very good form of promotion as young people identify with them. 
8 Find an influencer who is followed by young people and can help to promote paths, school or anyhow to get the change of the idea that has been created 

over the job to be promoted. 
9 German partner: we are using a test that analyzes the potential, currently these tools are managed with paper tools and by people. Something to be put 

on-line could be created perhaps by modifying something that has been already realized. 

Where to reach this target group

Schools

primary, secondary, colleges

Magazine Sports
Trade 

association

Career/job guidance

Luna Park
Leading 

companies in 
the sector

Internet
Social - You Tube - Online test -

Music Channels 

Cinemas Fair

What can we do? 
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• On-line games: create a game about the job or give lives or points in exchange to video view or school 

virtual visit, also adult relax playing games. 

• Through simulator apps, organize events with competitions10, using apps like Minecraft or other more 

fashionable at the moment. The winner will have the chance to stay one day at school with the influencer 

of the app. Decide the prize. 

• Organize tournaments, e.g. play football with digging machines. 

• Youth magazine11: advertise on more followed magazine or realize a school’s yearbook where companies 

in the sector can advertise as well as provide contents. In this magazine we would talk about what is done 

during the year with the young people. This type of magazine as well as being an excellent memory of the 

school year becomes a means to promote the school because it could be distributed in various places.  

• Newspapers12 or local magazines: get the newspaper to write about the school and the job, this should 

bring to the attention of people that the schools and the work give a lot of possibilities.  

• Music Channels: advertising in the hours in which the target group listens to the music. Young could be 

attracted if free download of playlists in exchange of listening to an advertisement or a view of a video 

are offered. Get the target to take the action that leads to access the content of interest for them. 

• Luna Park 13& Cinema: advertising on Luna Park and in cinemas gives a lot of visibility, parks are visited 

somehow by all targets. Give free tickets to those who come to visit the school. At cinemas disseminate 

school brochures and presentations or demonstrate an add before the movie. 

Organize events where a stay or a ticket for an amusement park or a cinema is up for grabs. 

• Sports: advertise in stadiums - organize tournaments; sponsor teams or create a sport team.  

• Fairs:14 organize stands or interactive spaces at fairs15.  

• Netflix, Prime Video, promotions in these places could be Advertising on the site, create an emotional 

movie based on the work or on the school, make a movie into the school, allow free access for a limited 

time after a visit to the school 

• Summer centers or theme nights on weekends or during the summer, e.g. organize summer camps (if 
free, even better) where entertain children during the holidays and with the opportunity to introduce 
them to the work. Families are very sensitive to free opportunities where they can leave their children 
since most of the summer camps must be paid. 

• “After the bell”: support for studying and doing homework in the afternoon after school. 

• Labor intermediaries: increase cooperation with them, make them understand the need to start to 

convey more people into the sector. 

• Trade association and Government agencies: co-marketing with them while participating together in 

events.  

• Leading companies in the sector, architects, or relevant figures into the sector: collaborate and raise the 

awareness of future needs or just to get more visibility for the schools. Create up-to-date paths with 

leading companies or ask to participate as trainers and recognize the school as a talented collaborator. 

 
10 Italian partner: Concerning competitions, we had an experience, but we got a disappointing result as the winner didn’t come to collect the prize, maybe 

because the prize was too poor, it was a backpack and a t-shirt. 
11 German partner: we used to have a magazine in the past “apprentices in crafts newspaper”, the realization of a magazine involves significant costs in 

addition, people, and time. It is necessary to have who writes the texts, who takes the photos etc. For this reason it is a complicated form of promotion 

Italian partner: It is complicated to have up-to-date and interesting content. 

Belgium partner: what could be done in a magazine could be transferred digitally, that’s what we have done. 
12 Italian partner: we had some interesting experiences, we made free construction works and our achievements were reported by the local newspaper. 
13 Italian partner our school welcomes students coming from a maximum distance of 20 km, the amusement park in our case is not a place that we can 

consider because it is too far from us. 
14 German partner: Participating in some fairs (depending on the fair) could require significant investments, in addition exhibition space cost a lot, 

investments in the stand, which must convey to high-level image, must be done. 
15 Austrian partner: in our country some local chamber of commerce uses to organize special "Boys Day" and "Girls Day" as a kind of job fair. This was an 

interesting event because it allowed children to discover less known professions. 

Italian partner: In our experience fairs have been an excellent way to get closer to young people and raise in them awareness.  
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• Mailing16: collect the data and e-mail address. We should remember that during the pandemic many of 

the above activities were not allowed. We have also to consider the privacy issues and country rules for 

collecting the data of the minor. 

• Student mobility: promote and increase mobility of students with summer camp or visit to a factory, fairs, 
or other schools to see the last innovative paths and tools, organize apprenticeship weeks abroad. 

• UpToDate and innovative educational courses or innovative paths could promote the school itself. To 
obtain these paths it is necessary to constantly collaborate with companies in the sector, both 
manufacturers and users. 

• Massive open online course (MOOC)17. 

• Unique paths perhaps patented18: create patented courses where to convey workers, companies.  

• Scholarships that reward the most deserving student. The sum to be allocated to the scholarship must be 
very attractive. 

• Prizes or discounts to those who bring new members who follow the path for the entire academic year. 

• Special actions for attracting girls: competitions and events aimed at women with "male" professions. 

• Special actions for attracting women: increasing the visibility of female images in all sectors. 

• “Speed jobbing” 19 : replicate speed date activities but transport them to the world of student or worker 
recruitment. 

• Facebook group 20 in order to facilitate the meeting between people, posts posted must be useful adds 

and not promotion adds. 

• Give students aged between 12 up to 14 the opportunity to spend hours in high school to test the type of 

profession and school.21 

• Use of some words both in the name of the school and in the name of the path, some words act as a 
repellent. 22 

 

 

 

 

 

Common experiences shared confirm that targets often have a negative opinion about VET courses and schools. 

It is essential to start working on branding to change this image, ant the following actions are suggested to reach 

the goal: 

• Uniform: using uniforms creates a sense of exclusivity and seriousness. Furthermore, the fact that 
students wear uniforms becomes a form of school promotion when they move outside the school. 

• Make the premises modern and up to date. 

• Innovate paths 

 
16 Austrian partner: In Austria we can get details of young people from themselves; we collect the information through fair website or on-line application, 

we then use the data to invite them to events (the law allows us to do it) but, unfortunately, they can easily cancel their data from the mailing list. 
17 Spanish partner: they implement massive courses to give visibility to the school and attract new students. 
18 Belgian partner: to patent a path is difficult and requires a lot of time. 
19 Belgian partner: they pointed out this initiative which is interesting and to be implemented. 
20 Spanish partner: See Facebook page from FLC. 
21 Lithuanian partner: see their experience, where students could choose to participate to 110 hours and at the end a certificate is issued. 

22 See experiences of various partners who have changed the name of the school over time. (Italy – Lithuania) 

 

 

INCREASE THE VALUE OF THE SCHOOL 
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Suggestion’s influencer:   

Khabane Lame is a Senegalese-born TikToker based in Chivasso, Italy. He rose to fame in 
2021 after his TikTok videos, in which he silently mocks overly complicated life hack videos, 
went viral. As of 2021, Lame is the second most-followed TikToker. He can be followed by 
people of all ages and categories https://www.tiktok.com/@khaby.lame 

 

Suggestions for Internet:   

• Increase the ranking of the school’s web-site. 

• Make videos that showcase the work. 

• Advertise the school by addressing well the target. 

• Advertise on on-line shopping web-site like Shein, Zalando.  

Suggestions for social networks:   

Search for the most used social network from the category and create the contents. 
Currently the social networks in use are:  

Facebook – Instagram - Tik Tok - ASKfm   - Just chatting   - Twitch 

 

Suggestions:   

• Digging machine events. 

• Co-marketing with leading company. 

Suggestions for on-line game:   

• Give free lives in exchange for listening to an advertisement. 

• Give points. 

• Organize events with the most followed players. 

• Use banners on the games with advertising. 

Suggestions for on-line Shop:   

• Advertise on shops on-line tha are most followed – create a banner or pop-up. 

• Give discount on purchase when they visit the school. 

 

Suggestions for Magazine:   

• School’s yearbook should be a magazine that families at the end of the year 

purchase as a souvenir, a testimony of the year passed together, full of pictures of 

the work done during the class time, companies in the sector can advertise in this 

magazine (and pay to do it). The magazine becomes "THE SCHOOL CATALOG" to be 

disseminated as an advertisement. 

• Advertise in magazines read by young people. 

Suggestions for Music channels:   

• Offer free skips in exchange for listening to a school advertisement. 

• Advertise on the channels that are most followed by young people. 
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Suggestions for Movies:   

• Some movies increase the will to choose a profession. 

• Show movies explaining the profession at school or other places. 

Suggestions for Newspaper:   

• get local newspapers to talk about the school often 
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Partn ers ’  exper ience:    

German partners Talentbruke – WHKT – Lux Impuls: On Instagram, popular influencers with a high reach often 

advertise vocational schools. or training. 18 million Germans now use Instagram, 16% of whom are 13-19 years old (3 

million users). 

  www.crowdmedia.de/instagram-nutzerzahlen-in-deutschland-2018/27.08.2019  

 

 

Advertising messages through influencers have a strong effect on children and young people:  

Children often do not distinguish between advertising and "normal" posts on social media channels by well-known 

personalities.  

This is partly due to the hardly visible indications such as "Advertisement" or "Sponsored Post" in the corresponding 

posts.:  

• In this study, over 1600 internet users over the age of 14 in Germany were asked about their information behavior on social media.  

• Especially young people between 14 and 17 years of age attach great importance to the opinion of influencers.  

• 41% of respondents find their idols on the internet particularly credible.  

• These results make it clear that influencers not only have a strong advertising effect on young people, but increasingly act as role models.  

• The "role model" function of influencers for young people is underpinned by a recent survey by Bitkom, which specialises in market 

research for the digital economy.  

YouTube “stars" and influencers are now more popular among young people than athletes and actors. Moreover, one 

in three would like to be an influencer. Likewise, the career aspiration "YouTuber" was increasingly named as an answer 

for shaping one's life in the future. 

 

Social media, influencers, and digitalized advertising 

Consumer behavior of young people has changed considerably due to digitalization. 

This is especially true for Generation Z, whose representatives as "digital natives" are not at all familiar or at least 

unfamiliar with a world without digital platforms. 

According to a survey by the market research institute Appinio, the video portal YouTube can be considered "the new 

television" (Germany, beginning of 2018). 

More than 1900 young people between the ages of 14 and 24 were surveyed, 65% of whom said they preferred the 

video platform to conventional television. 

Around a third (66%) use YouTube daily, 17% several times a week and 6% once a week. Only 0.01% said they are never 

consumers on the video platform. 

 

Examples: Advertising campaigns on internet websites  

 

 

�� 
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Under the slogan "Good education can be learned", the Senate Youth Administration together with the state-run 

teacher training colleges in Berlin advertise their services. The centerpiece of the campaign is the website  

www.berlins-guteerziehung.de,  

the graphic motifs can also be found on postcards and in underground television.  

There is an exchange on the topic of internships abroad in e.g. France, Brazil or in general within the framework of 

Erasmus, as well as other special offers, such as a therapy dog "Henry", lessons in German sign language or mediator 

training and conflict controller training.  

Source:  

https://erzieher-werden-in-berlin.de/werbekampagne-der-staatlichen-erzieherfachschulen/  

Example of the Berufsförderungswerk der Bauindustrie NRW GmbH 

 

 Directly after the slogan on the website:  

 

https://www.berufsbildung-bau.de/ausbildung/infos-zur-ausbildung/  

 

Example: Chamber of Crafts - advertising posters (addressed to women)  

 

 

 

Sources: Chamber of Crafts advertising posters:  

https://www.hwk-bls.de/artikel/frauen-koennen-handwerk-22,0,643.html  

https://hwkhalle.de/neue-imagekampagne-fuer-betriebe  
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Advertising method of vocational schools: 

 

 

 

Source: https://bbs-melle.de/berufsfachschule-pflegeassistenz/  

Advertising methods of vocational colleges on Instagram:  

      

Source: https://www.instagram.com/p/CWFysc3M5zZ/  
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National wide event: Girls Day / Boys Day 

 

Event organized at national level, where girls and boys can try on and experiment with various types of profession and 

interface themselves with companies. 

 

 
 

 
Result: Girls' Day has an impact 

- 72% of the schoolgirls said that the day was very helpful or helpful in getting an idea of what they would like to do when 

they grow up. 

- 72% got to know new and interesting occupational profiles. 

- 49% can imagine working in the occupational field presented. 

- 43% express interest in staying in touch, doing an internship, training, or studying in the company or institution visited.  

 

As far as the spectrum of career choices is concerned, before the Girls ‘Day 40% of the participants could imagine working 

in a technical profession. After the campaign day, it was 45%. The situation was similar for IT/computer science 

professions: here it was 37% before the Girls' Day and 42% afterwards.  

There was also an increase in the number of girls who said they had concrete career aspirations in IT/computer science 

professions and technical studies: while 8% of the schoolgirls who took part in an offer from the IT sector stated IT 

professions as their career aspirations before the campaign day, the number doubled to 17% after the day. The same 

applies to the desire to choose technical studies. Here the number rose from 5% to 11%.  
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Advertising methods of vocational colleges on Instagram:  

     

Source: https://www.instagram.com/bke_koeln/  

 

Source: https://www.instagram.com/fal_berufskolleg_duisburg/  

Evidence on the use of social media for promotional activities:  
 

According to a 2018 study by the German Institute for Marketing, 78.6% of companies that want to attract attention 

actively use social media marketing for their communication.  

The 21.4% who did not do so at the time stated that they did not have the time or resources for it or that they lacked 

the necessary know-how. 

In 2016, 90.9% of the companies surveyed in the same study setting were still using SMM.  

The current and future importance of SMM in the respective industry is assessed as high or strongly increasing.  

Study: https://www.marketinginstitut.biz/fileadmin/user_upload/DIM/Dokumente/DIM_Kurzzu 

sammenfassung_Studie_Social_Media_Marketing_2018_April_2018.pd 
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Various links to job fairs in which schools also advertise:  

 

• https://www.schulen-und-wirtschaft.de/portfolio-items/jobmesse-essen/ 

• https://jobmessen.de/dortmund 

• https://www.car-future.com/de/connects/bochum/ 

• https://www.ingenieur.de/recruiting-tage/dortmund/  

 

 

 

 

• https://www.karrieretag.org/duesseldorf/  

• https://www.karrieretag.org/aachen/ 

• https://www.karrieretag.org/koeln/ 

• https://www.karrieretag.org/bonn/  

 

 

 

• https://www.reality-jobmesse.de 

• https://jobmessen.de/duesseldorf 

• https://online-karrieretag.de/digital/duesseldorf  

 

 

Links to the pages:  

• https://www.instagram.com/dashandwerk/ 

• https://www.aubi-plus.de/kunden/schulen/schulmarketing/  

 

 

Conclusion of important aspects for campaigns:  

› Implementation of project work  

› Showing further career opportunities  

› Offers of international exchanges / mobility 

› Considering life situations 

› Showing the versatility of the profession 

› Demonstrating private connection aspects (digital skills) 

› Meeting at eye level at an early stage 

› Showing benefits “Employer branding“ etc. 
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Partners’ experience:   

Belgian partner IFAPME presents a promotional campaign coordinated by the EFE Basin Instances of Verviers, Liège and 

Luxembourg with sectoral representatives.  

The campaign “SIMON FAIT LE TAF” (Simon does the job) was made with Simon Herck, a well-known influencer in French-

speaking Belgium (149.657 followers on Facebook and 198.000 followers on Instagram) and the target was young people 

between 13 and 16 years old. 

 

Promotional videos were made with the influencer discovering different occupations and meeting professionals of the 

trade in their daily life. Particular attention has been paid to the fact that the influencer speaks the language of teenagers 

(without filter and even with “bad language”) and use the codes of social networks, to attract a young audience to the 

professions presented. 

For the campaign a website (“My job”, https://mon-metier.be/) and social pages have been created for the purpose of 

informing young people about different VET careers and paths in French-speaking Belgium. 

 

 

 

The videos gathered 1 452 000 views and 761 reactions on Facebook and Instagram. 

More than 7000 Facebook users clicked on the link to the website presenting the occupations.  

Unfortunately, it is not possible to establish with certainty a correlation between these impressive figures and the 

enrolment in training courses for the trades presented. 
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Another campaign with an influencer was made by Constructiv, the construction training fonds in Belgium.  This time the 

influencer chose (Véronique Gallo) was targeting parents.  

Through testimonial videos where the influencer was playing the role of a mother whose son is considering switching 

from general education to vocational training, the campaign aimed to reverse negative stereotypes about VET and to 

promote VET as a path to excellence and fulfillment for young people who enjoy manual activities and who are not happy 

in general education. In the video, the father was mentioned as a figure convinced that only a university diploma can 

ensure a good job position and a solid economic income. 

The 3 videos gathered a lot of comments on social media, notably from parents of young people in VET sharing their 

positive real experiences. 

 

 

 

 

 

Conclusions 

Influencer campaigns should be designed with the audience in mind. Choose the right influencer and make sure they 

speak the language of the target audience, so that the videos are attractive and increase the chances of clicks to the 

information provided about schools and courses. 

As a result, it is difficult to find a global influencer at the European level that will be attractive to a multilingual audience, 

unless you choose a celebrity whose fees will undoubtedly be very high. For example, the overall cost of the Simon fait le 

TAF campaign aimed at the French-speaking Belgian public is over 25,000 euros. 

 

   

Video 1/3 Video 2/3 Video 3/3 
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IFAPME has experience on “Open Doors” events, and some forwarded exclusively to girls, but there is no data to evaluate 

the return on these activities.  
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Speed jobbing: 

 

TV broadcast talking about the trades 

 

New testimonials, real people, people who know what they are talking about. 

“THERE IS NOT ONLY THE UNIVERSITY” – “Descolarization” (see Ivan Illic) 
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mettere riferimenti dei partners con nome riferimento 

 

Disclaimers – quello del programma erasmus Sulla Copertina 

Il presente progetto è finanziato dalla commissione europea….. cercare logo 

Disclaimer  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Partners’ experience:   

Italian partner SCVAP: to have the newspaper talk about the school and to promote the educational path, agree with 

municipalities to restore or to make free works of public utility. This has 2 results: make know the school and have the 

students practice what they have learned at school. 

 

In summer 2022 SCVAP experienced with summer camp, totally free of charge. 

This initiative was enthusiastically welcomed by both parents and children, an article in the newspaper was made at 

the end of the period. 

“MASCARA AND CONCRETE” 
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SCVAP, thanks to his close contacts, is able to get students enter quickly in the world of work. This, however, does not 

seem to be a promotional factor because the world of construction as well other professional paths suffers from resistant 

prejudices in the people involved in the main sector. 

The name of the school has changed from Centro Edile Andrea Palladio to Scuola Costruzioni Vicenza Andrea Palladio. 

Changing the name and deleting some words makes the school more attractive. 

                                      

 
Competition 

 

 

 

Ediltrophy is a competition between construction schools. 

The first selection takes place at the regional level, the winners of this 

first step are then faced with a competition at the national level. 

During the competition the students must create an artifact in a pre-

established time which, after the competition, is left as a tribute to 

the city hosting the competition. 
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Partners’ experience:   

Spanish partner FLC: launched «Hoy» the brand with which since 2018 they attract young people to VET construction and 

host action such as recruitment, advisory services, training, and job orientation. 

Target of the campaigns are: 
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The arguments are:  

The construction sector has a lack of skilled labor and an ageing workforce. Young people do not find the sector 

attractive, so it is necessary to promote it to attract them. The campaign highlights positive aspects: 

• Free training. 

• High labor market insertion. 

• Internships in companies in the sector. 

• Accompaniment in the training process. 

Once they have finished their training, they can enter the labor market or continue their training in another 

vocational training course or higher cycle. 

 

Young people see the construction sector as “brick sector”: the sector in which young people with bad marks end 

up, or those, who have no other career options, end up. The campaigns aim to change this mentality to the one of a 

sector full of opportunities, powerful, competitive and innovative. 

Images of the most attractive training areas are used: masonry factories, electricity, fire extinguishing, lifting 

platforms, outdoor training, forklifts, equipment, etc., as well as testimonials from students and trainers: 

The HOOKS are: 

• Why are you training in the construction sector?  

•  And why with Fundación laboral de la Construcción?  

•  What is this course giving you? (Professional impact)  

•  Would you recommend young people like you to join the Foundation's courses?  

•  Where do you see yourself in the future?  

•  Has your perception of the sector changed?   

•  What do you think of the sector now? 

• What resources does the Foundation make available to students on training courses?  

• Apart from giving training at the Foundation, what do you do?  

• How do you perceive the evolution of the students when they finish the training? 

 

 

�� 



 Best practice manual  

                               

33
The European Commission's support the production of this publication does not constitute an 

endorsement of the contents, which reflect the views only of the authors, and the Commission cannot 

be held responsible for any use which may be made of the information contained therein. 

 

Project n° 2020-1-IT01-KA202-008374 

Cooperation for innovation and the exchange of good practices 

KA202 - Strategic Partnerships for vocational education and training 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

The dissemination phase included: 

 Landing by territory 

● CreaZon of a page with highlighted informaZon about the courses, testimonials and why train with Fundación 

Laboral. 

 ● Form to request more informaZon. 

 ● Access to registraZon for informaZve webinar. 

Webinar 

● CreaZon of an informaZve webinar to publicize the offer training, why train in construcZon, informaZon on 

courses, why train with Fundación Laboral. 

 ● ParZcipaZon of the FoundaZon staff, trainers and students is required to give their views. 

Emails 

● Sending emails presenting the 2020/2021 offer course and invitation to participate in the informative webinar. 

 ● The mailing was sent to: 

  Students who registered last year but did not formalize their registration. 

  Guidance advisors of the Secondary schools. 

  Users who have registered using the form on the landing page. 

Territorial social networks 

● PromoZonal content was developed to present the training offer, why train in construcZon and why train in 

Fundación Laboral. 

  ● Two presentaZon videos were created: 

  Courses: what you can learn, why train with Fundación Laboral and students’ testimonials. 

  Webinar: what you can learn and why sign up. 

 

The recruitment phase included: 

 

 Emails 

● Sending emails informing about the opening of the registration period for the courses and a link to view 

the webinar. 

 ● The mailing was sent to: 

  Users who registered for the webinar. 

  Users who registered via the form on the landing page. 

Territorial social networks 

● The publicaZon of content related to the offer training and registration deadlines for the courses 

continued. 

 ● The possibility of viewing the webinar through the landing page was offered. 

The campaign was: web page https://fparagon.fundacionlaboral.org/  (this page is not working anymore) 
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Youtube : https://www.youtube.com/watch?v=mc5VXWOqs14&feature=youtu.be  

 
 

Posters: 

 

 

 

 

 

 

 

 

Program of each VET cycle: 

 

 

 

 

 

 

 

 

 

 

The result of the campaign has been: 
Navarra 

 8 leads by web (landing). 

 55 leads by social media. 

Aragón 

 6 leads by web (landing). 

 103 leads by social media. 

 17 leads by webinar. 

La Rioja 

 6 leads by web (landing). 

 74 leads by social media. 

Cantabria 

 7 leads by web (landing). 

 30 leads by social media. 

 29 leads by webinar. 
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Implement free massive open online course 

(MOOC): if related to topics of strong interest, 

help to attract contacts. 

 

Improve the image of the sector and 

implement relations with public and private 

companies and organizations. 

Instead of using the school's Facebook page to 

promote courses, use it to let users interact 

with useful content such as the publication of 

job offers. 
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Partners’ experience:   

Spanish partner IFC: From 2013 to 2017 they have recruited young Spanish people for the German vocational education 

in the construction area. In the 5 years they recruited and prepared more than 500 young Spanish students for German 

companies. 

To find and to attract young Spanish people to be interested in German VET careers they did these principal things: 

 

 
 

1 - Preparation of extended Information about VET careers 

2 - Extended information about career possibilities after VET  

3 - Slogan: VET education opens the door for many career opportunities. Even for university degrees. It´s the best start for 

everybody interested in technical professions 

4 - Presentation, presentation, and presentation. 

 

 
 

Presentations everywhere. 

In IFC every week for two years two days a week in the morning and in the afternoon 

We also visited: 

Schools 

VET schools 

Unemployment agencies 

Other associations 

All over Spain 
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IMPORTANT: in the second year they invited Spanish VET students (from the first year) to come from Germany to tell 

their experiences with their own language. 

 

 
 

Social media advertise: 
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Partners’ experience:   

Slovenian partner Gospodarska zbornica Slovenije: Since 2012 Slovenia every year meets 10 interesting engineers 

(women) and selects the Engineer of the year. During the event 10 interesting female engineers are presented to the 

public. These are women who, with their personality and work, can motivate, inspire or encourage young people (girls) to 

decide on an engineering study or career path. 

 

The selection of engineers, their narrative, their stories and their contribution to the development of technology, society 

or the economy are important in the selection. The direction is to recognize that "they are doing something that makes 

sense for society and the world." 

 

Here the link to the website https://inzenirka-leta.si 

 

 
 

Promotional video with popular Slovene rapper 

 

 

 
 

https://www.stat.si/StatWeb/News/Index/8278 

 

 

 

 

To promote less familiar occupations among 

young people CCIS made a video: 

 »Knowledge for life«,                            

launched in 2019, still relevant, 60.00 views 

Motto of the project: »I will study what I 

want to become«.   

Video addresses young people. 

To promote jobs and occupations the video 

can be used by companies, schools, and 

other stakeholders on the job market. 
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Educational quiz on construction terms, facts and trends with popular Slovene rapper with many attractive prizes! 

 

  
 

https://www.stat.si/StatWeb/News/Index/8278 

 

 

 

New online focused platform issued by social partners:  for the future of construction 

 

On 1 April 2022, the CCIS launched a targeted campaign aimed to improve the image of the construction industry among 

young people and in general and prove that the future in construction is bright hoping to inspire people to pursue a career 

in construction. 

They spread out their good stories and invited everyone else to entrust with their experiences and success stories to be 

uploaded in a new joint portal of the two social partners (employers and employees): zaprihodnostgradbenistva.si –  

 

 
 

3 ANIMATION VIDEOS PRODUCED IN 2022 PROMOTING CONSTRUCTION INDUSTRY  

 

To change the negative connotation about the construction sector and the construction careers among young people who 

have to make a decision about their future careers and enrolment in secondary and high schools. 

 

• https://www.youtube.com/watch?v=hbZMpKnPP3A 

• https://www.youtube.com/watch?v=Qv1Js4Cp_Kg 

• https://www.youtube.com/watch?v=BN6eqecF6qY  

 

 

 

WHAT? 

Quiz game promoting construction 

industry 

WHY?  

For primary school pupils (over 500 

visited the fair) to learn about 

occupations in construction industry.  

WHERE AND WHEN? 

At the construction industry fair in April 

2022,in the eastern part of Slovenia, 

which is less developed 
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Paid digital campaign - video on social media of construction sector in Slovenia   

 

 
 

https://www.stat.si/StatWeb/News/Index/8278 

 

 

APPRENTICESHIP IN SLOVENIA 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Corporate scholarships 

 

 

 

 

During a 4 weeks period (around April) when 9th graders are deciding 

their enrolment in secondary school, an online campaign consisting of 

three animation videos is carried out to implement and support the 

SUSODCO project in package and locally by video. 

The digital advertising campaign is divided between 

- Facebook and Instagram campaign, 

- Tiktok,  

- Google (video and display network) campaign. 

 

Part of the VET programme of secondary schools with 3-years 
vocational programme: 

• min. 50% of the educational program must be completed 
as vocational training in a company (employer): Trainees 
do practical training in companies, with remuneration 
ranging from 250 to 400 euros. 

• CCIS is responsible for the 3 partit contract between 
student, employer, and Ministry. 
 

 

The objective of the apprenticeship 

• higher qualification to better match the demand of the economy (job market) 
• softer school-to-work transition: early vocational socialization 
• early employment of young people and balanced needs and demands for staff on the job market 

How to become an apprentice? 

• Future apprentices choose a company which is verified by the CCIS and sign an apprenticeship contract. 
 

The purpose of corporate scholarships is to connect employers and 

students.  

Long-term human resource planning enables companies to actively 

participate in the training and development of future employees and 

thus contribute to the long-term development of the company.  

Corporate scholarships are on average the highest of all scholarships 

available in Slovenia, but still, many remain each year. 

 

Exchange room app (izmenjevalnica) 

The Fund no longer provides funding to co-finance staff scholarships, but it does enable employers to register their 

need for staff scholarships on the one hand, and young people to find staff scholarships on the other. 
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Fair MEGRA 2022 where all 2° and 3° educational organizations presenting their programmes 

 

 
 

 

Open-door day of the Slovene economy      “job shadowing event for youth“ – On 2022 they made the 5th edition - 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Competition of the Slovene Secondary (VET)  Schools of Construction - GRADBENIADA 

 

To encourage young people for further vocational education mainly in the field of shortage occupations:  masons, 

painters, ceramists and carpenters.  

Sports and professional skills competition for pupils of all 5 Slovene Secondary Schools of Construction. 

CCBMIS takes part at the accompanying programme together with construction companies (in 2018 with a test of 

social skills for pupils in the frame of the project SSHH (Soft Skills for Hard Hats - Developing managerial skills for 

construction workers) 

 

500 primary school pupils, who are facing one of the most important 

decisions of their lives deciding on their career path have the chance to be 

introduce to: 

• all the educational institutions in Slovenia involved in construction,  

• the largest Slovenian construction companies,  

• the variety of careers in construction,  

• the wide range of job opportunities and 

• the latest digital technologies that are making their way into the 

construction sector.  

 

Last event took place on Spring 2022, 67 company visits 

were made with 1 800 students from 37 different primary 

schools, 44 companies participated. 

The aim is to get acquainted with the professions in the 

working environment where the work is done. 

During the visits the young people receive all the 

necessary information about where they can continue 

their education and where they can look for employment. 

  

�� 



 Best practice manual  

                               

42
The European Commission's support the production of this publication does not constitute an 

endorsement of the contents, which reflect the views only of the authors, and the Commission cannot 

be held responsible for any use which may be made of the information contained therein. 

 

Project n° 2020-1-IT01-KA202-008374 

Cooperation for innovation and the exchange of good practices 

KA202 - Strategic Partnerships for vocational education and training 

  
 

Advertising 

 

Companies in the construction sector have begun to create advertising campaigns which "being fun" lead the viewer to 

empathize with the trade. 

This is a great method of promotion! 
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Partners’ experience:   

Lithuanian partner Profesinio Mokymo Centras Zirmunai: their country starts a reform of the career guidance 

system: from September 1st 2022, career guidance and counseling becomes mandatory for all students. Each school 

will have an appointed career counselor.  

Students of the 9th-12th grade can choose to study a module related to a specific profession in a VET school (instead 

of having Technology lessons at the secondary school), the duration of a module is 110 hours, and a certificate is 

issued upon completion, the certificate is recognized by the employers, this is a good opportunity to try several 

professions before leaving the school. 

Also, this partner decides to change the name of the school to avoid bad image that the name could bring to the mind 

of new students. 

 

Summer camp, allowing youth to get in touch with the profession. 
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Zirmunai is part of a community: thanks to the typology of their paths they can offer services to the community, they 

can fit into various events offering services, in this way the school gets a lot of visibility. 

 

 
 

This school visits secondary schools introducing the professions with the help of their students (they use them as 

influencers) 
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Collaborations with key figures in the sector and other interested figures. 
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In our Project we came together to share best practice examples on promotional strategies on how to 

make VET attractive to young pupils.  

The project we carried out made us understand that schools must begin to manage promotion 

campaigns like any company selling goods or services, we are not excluded from the world of marketing, 

on the contrary, it seems that we really must ride it.  

We have been able to establish a manual with examples of promotional campaigns, but we did not 

reach the point to identify the best strategies.  

With this manual we make sure that Students are for schools the lifeblood that allows the institution to 

continue its activity.  

Now let's start organizing ourselves and in the near future we will collect the results, which thanks to 

this project, we are encouraged to start creating and, in some cases, copying. 

RESULT FROM THE CAMPAIGN 

 

Scholarships: 

 

 
 

The school visit, carried out at the end of September 2022, with the opportunity of the meeting opened our eyes to how 

and how much the renewal of the institute is of fundamental importance.  

Today "living" in modern premises transfers the idea of innovation, let's remember that schools aim to train and bring 

innovation to the education of young people. 

This partner is proving to be very active in terms of promotions and is doing an excellent job. 

During the last five years they have been collecting information on the effectiveness of promotion activities, focusing and 

investing in what is more attractive to new members. 

 

 

 

�� 


