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Problem definition
New candidates for Fontys ICT face a common challenge: they lack clear information about the different profiles offered within the discipline. There is no straightforward explanation or division of these profiles, leaving students unsure about what each entails. This confusion persists not only for future students but also for those in their first academic term. As a result, students struggle to make informed decisions about their education and career paths in ICT. Addressing this issue is crucial to ensure that students have the necessary information to choose the right profile for their goals.
Research method
We stick with the DOT research framework and picked the field section for this research. We conducted a survey and interviews to answer these questions:
· Where do we target our audience?
· Where does our target audience spend their time - Digitally 
· Where does our target audience spend their time - Physically 
· How do they find places to study? 
· What are our target’s needs?
. What media products do Fontys already have? 
. What is still unclear for the target audience? 
. What does our target audience want to learn? 
. What does the target audience already know?  
. What are our target audience's expectations?  

Results and data gathered
We found the habits and needs of prospective students in Fontys ICT. Through surveys and interviews with 24 individuals, we learned where our audience spends their time physically and online, as well as their expectations regarding ICT profiles. This insight guides the structure of our media campaign, ensuring it effectively informs and engages our audience about Fontys ICT offerings.

Where do we target our audience?
During our research process, we started with coming up with 15 different research questions. A lot of these fell under the final questions that we wanted to get answered. We ended up doing 2 different field research methods. We sent out a survey, and we did a lot of interviews with different people. In the end, we had quite a good overview of where our target audience spends their time, both physically and online. And therefore, where we can target them. 
The general outline of what came out of this research is that most of the students spend a lot of their time each day either at school or at home. But there are also a few other places that stand out. 6 of the people that we interviewed spend a lot of their time each day with friends. This is quite normal and was to be expected. What was more unexpected was that. Out of the 18 people that we interviewed, 12 of them mentioned that they spend a lot of their time in the city center or the surrounding areas. This means that when wanting to target our audience, the city center would be a very good place to start outside of the school’s that they go to. 
On top of that we also researched where our target audience spends their time online. We know that teenagers nowadays spend a lot of their time on their phone, this makes social media a good way to find people, and to target them there too. Out of the 18 people that were interviewed and the 8 that filled out the survey, 20 people mentioned that they spend most of their time on instagram, 6 on tiktok and 11 on youtube. On top of the normal social media, 9 people that we interviewed mentioned that they like to play games.
The information that we got answers the question in 2 different ways. We now know where we can find our target audience physically, but also where we can target them online. This makes it easier to do user testing later, but also means that we know where we can put up posters or what things we can combine to motivate and inform our target audience.

What are our target’s needs?
For this question, we again interviewed 18 people and on top of that 6 people filled in our survey. This means that we have a total of 24 people that we have gathered input from. During this process we found out what their expectations are, what they would like to learn but also what they like and dislike. We also clarified if it is correct that people do not know what their options are. 
Firstly, we asked them if they knew which profiles there are. 9 out of the 24 people that we asked know what their options are and what they include. 7 do not know what their options are and 5 know some of the options, but do not know everything. This means that 11 of the 24 people that we gathered input from, do not know which options there are. This is a little bit less than half of the people. This clarified the need of making a campaign that clears up more of what the profiles include, and what they will learn in their study when choosing this profile. 
With the next question, we went a bit more in depth about their needs and what their expectations are of the study in general. When starting the study, people expected that they’d get more actual classes then what we actually got. This is not something that we can solve, but it is something that we think is good to mention.
They also expect that the attention lays on coding and learning more on ICT. Where for some profiles this is a big part and all of them do include it, it is not the case that with all the profiles the full attention lays on this. For example, in media the attention lays partly on coding, but also on designing branding means and UX design. This is something that we should make clearer to the students that are starting next semester. 
The last important questions that we asked them was which profiles they would like to know more about. This is important in order to find out which profiles are the most unclear. This question was not asked during the interview, but the main outline from this during the survey was that 6 out of the 8 people that answered it, would like to know more about the media profile. 2 of those 8 would like to know more about the business profile. This means that we should focus on these 2 the most when thinking of ways to improve the way that information about the outcomes is brought out.
Analysis and Conlcusion
People are stupid
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