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Background & Summary

There is a high unemployment rate among youngsters under 25 years old. The EU 
offers services that help these youngsters become employed. However, the EU 
has difficulty reaching the overall target audience. 

The campaign seeks to increase awareness and usage of EU offerings that 
provide professional employment opportunities for youngsters under 25 years 
old, thereby lowering the unemployment rate.

The campaign is based on a dating analogy to illustrate the challenge of finding 
the perfect job, which is similar to finding the perfect partner. The approach of 
the strategy is to make the target audience perceive the campaign as a friendly 
advice, in an attempt to stand out from other job campaigns that may come off as 
authority figures. 

Qualitative in-depth interviews1 were conducted in order to understand the 
values and experiences about the job search in youngsters’ minds. This assures 
the campaign is focused on relevant values to capture the attention of target 
groups. The given values and insights inspired the campaign message: “Get 
Hooked”.   

The expected outcome from “Get Hooked” is for the students to have the EU 
offerings in the top of mind, while going through the job search. More specific, 
the target group is youngsters under 25 years old who are looking for their first 
work experience, but for different reasons are struggling to get this experience. 
When such situations occur, the goal is for them to think of the “Get Hooked” 
campaign and through that the EU offerings. 

The “Get Hooked” web presence has to be well executed in order to create 
attention towards the EU offerings. It is important to have a consistent flow of 
information and job opportunities posted on the sites. This ensures a high 
interactiveness on Facebook and LinkedIn which makes the audience stay aware 
and interested.

1A laddering interview was conducted to find the attributers, consequences and values of the respondents.
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The campaign will run from summer 2014 to the end of summer 2015, in order to 
communicate the message to the target group as they are about to graduate and 
start looking for a job. It will be running over a year in order to capture both the 
students graduating in the winter and in the summer.

1
2
3

Reach

7 million viewers of target group through Facebook, LinkedIn and web portal

Process

2.5 million social media interactions (includes “likes” on Facebook, group 
members on LinkedIn and shares of fish game)

Effect

15% of the 7.5 million unemployed youngsters to apply for the EU services
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Interview Quotes

“Its not all about just 
finding a job. You have to 
find a job you care about.”

“A lot of the skills they are 
asking for and want me to 
have I haven’t been able to 
develop or to build up.”

“I talked with a lady yesterday who said that 
your application is the first date and 
hopefully the next date will turn out for a job 
interview (...) you go out on a date with 
someone, its more likely to turn out to 
another date – if you apply for a job it’s more 
likely to turn into job interview.”

“Sometimes it makes me feel like 
giving up. What can I do? How can I 
gather experience if they don’t let 
me get the experience somewhere?”

“With my friends it’s 
motivating (...) it’s nice to 
have someone who is also 
the same as you.”
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Value Map1

Illustrates consumer values connected to product attributes to ensure better 
marketing strategy effectiveness. 

6 of 20

Insights (cont.)

1 This is part of the Means-end Conceptualization of the Components of Advertising Strategy (MECCAS) model. Data is 

derived from the qualitative in-depth interviews mentioned in the Background & Summary section.
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1 This is part of the Means-end Conceptualization of the Components of Advertising Strategy (MECCAS) model. Data is 

derived from the qualitative in-depth interviews mentioned in the Background & Summary section.



Target Group

• European youngsters under the age of 25 

• Seeking and willing to have new experiences and take chances

• Actively sharing through social media channels

• First time looking for work experience 

Strategy

To reach target group on social media, because: 

● Effective in reaching target group
● Low budget and effective to increase awareness due to interactive and 

sharing features.
● Reach target group in both formal and informal social media sites

Tactics

The approach to reach the target group is by creating a “Get Hooked” web portal, 
which will function as a sub-site for the EU. The portal will contain: a fish game, 
the EU initiatives, job/internship/trainee position opportunities, partners and 
contact information. It will have a simple setup, appealing to the target group.

Facebook and LinkedIn are the most used social networks today - using these 
networks, the EU offerings can be spread in a fast and effective way due to the 
interactive, sharing culture. 
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Tactics (cont.)

LinkedIn

● Information about the EU offerings and news about the EU partners will 
be posted to keep the target group informed and interactive

● Interactive in terms of people being able to share experience about finding 
jobs

● Share link when they have gotten a job/experience through EU
● Parts of LinkedIn group shown on Facebook

Facebook

● Fish adds in the sideline to capture target groups attention
● Interaction through the fish game will be created - which will show the 

individual’s ideal job represented as a fish, and show matching work 
opportunities available.

● The target group can share their identified “fish” in their network
● To create reliable attention, the campaign will partner with schools, 

colleges and universities, which have services that are already on social 
media, such as student counseling sites
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The campaign draws on the analogy of a dating process. The challenge of finding 
the perfect match in a job search, can be compared to the search of finding the 
perfect partner. This analogy adds a level of humor and decrease pressure which 
opens audience to be receptive of the campaign message. It appeals to the target 
group because they are assumed to be, or to have had experience, actively 
dating.

The message will speak to the target audience with a message similar to that of a 
friend, in the target audience, offering encouragement. 

Key Message 

● EU will, through their powerful network, match the individuals of the 
target group with companies, that they may not already know about, in 
other EU countries 

● More work experience will strengthen the individuals abilities and will 
become more employable. Through this, the individuals will get a boost in 
their self-esteem when afterwards applying for jobs in their own country 

The “Get Hooked” campaign will help the target group move forward in their job 
search, by getting them to realize all the opportunities available in the EU. 
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In relation to the dating process the phrase “there are plenty of fish in the sea” 
has been transferred into an eye opener of all the opportunities EU has to offer. 
The “fish” are the work opportunities and the “sea” is the job market in the EU 
that the audience may not currently be aware. 

This analogy is to say there is a larger pool of work opportunities available and 
one of those opportunities in that pool will be the right match.

Main Campaign Image
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Facebook

Facebook page for Get Hooked. (Includes posts of people successfully getting 
“hooked” by companies in the EU.)
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Facebook (cont.)

Facebook page of university partner. (Includes posts promoting Get Hooked 
page.)
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Facebook (cont.)

Share of ideal job as fish on personal feed. (Includes invitation to friends to find 
out what their fish looks like.)
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Facebook (cont.)

Share of ideal job as fish on personal feed. (Includes invitation to friends to find 
out what their fish looks like.)
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LinkedIn

LinkedIn group for Get Hooked. (Includes updates of recently posted jobs and 
helps users see if they have connections.)
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Web Portal

Web page for Get Hooked campaign. (Includes details about EU partners and 
opportunities. Showcases people who have been hooked. Is the starting point for 
the ideal job as a fish game.)
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Web Portal (cont.)

End page for ideal job as a fish game. (Includes easy share on social media 
buttons along with potential job matches based on ideal job.)
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The target group will be reached through Facebook and LinkedIn as these are the 
most used social media and therefore effective at raising awareness about the EU 
offerings. 

● Facebook will account for 60 % of the marketing plan, because it is a highly 
interactive media and enables the target group to comment and share the 
campaign easily, which enhances the awareness about the EU offerings

● LinkedIn accounts for 40 % of the marketing plan. The main focus of this 
site is to distribute information about the EU offerings and the EU partners 
that the individuals can be hooked with

Through site ads on Facebook and LinkedIn as well as “likes” and “sharing” the 
campaign will be exposed through social media. 
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In order to rate the effectiveness of the campaign “Get Hooked”, different 
measurements will be collected:

● A comparison of the application numbers before, during and after the 
campaign

● The number of views on the campaigns web portal, Facebook and LinkedIn
● Draw different data from Facebook and LinkedIn:

○ The number of times the campaign was shared through social media
○ The number of times shared links draws in new audience vs other 

traffic sources
● When apply to the EU, a question will be asked concerning where the 

applicant has heard about the EU offerings 
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