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Promoting what to whom? 

• Promoting TVET to increase demand is good if 
the product is good/ appropriate 

• Promote the job not the course 

• Before asking people to invest their time and 
money, understand their interests and 
concerns 

• Target communication approaches accordingly 
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ADB’s Shifting Focus Towards TVET 
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Promoting what to whom? 

Genuine and growing demand for education and 
training stems from recent changes in society, 
demanding new skills and knowledge, in tune 

with economic demand and with the aspirations 
of young people. 

 



Promoting what to whom? 

 

Sell the job, not the course 



The exception …… 



Promoting what to whom? 

Before asking people to invest their time and 
money in TVET, understand their interests and 

concerns.  Market research also leads to market 
segmentation. Market segmentation describes 

how groups of people respond differently to 
products etc.  



Example – employers (from Australia) 



 
Example – distinct needs (from Australia)   

 

 



Example – learners (from Australia) 



Promoting what to whom? 

Communication strategies are most effectively 
when well targeted, in line with need and 
aspiration, and well executed.   Of course.  


