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An annual research survey has been conducted by CITB since 2013, 
which explores the familiarity and favourability of the industry 
amongst the three core audiences: careers guidance professionals, 
parents of children aged 14-18 and finally young people aged 14-18, 
and thus measures how the image and recruitment of the industry is 
changing.

CITB commissioned Turquoise Thinking Ltd once again to conduct the 
ninth survey in 2020 to build upon and re-test benchmarks that were 
previously established in relation to familiarity and favourability 
associated with its image and recruitment strategy.

The survey explores a number of areas including:

• Engagement, knowledge and understanding of construction 
careers

• Consideration of construction as a career
• Provision of CIAG (Careers Information and Guidance)
• Information and resources used
• CITB careers advertising awareness and involvement with the 

industry

The following report details the findings of the research for October 
2020.

Introduction and background.
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Research objectives.

To provide an updated 
benchmark of key 
target audience 
attitudes, perceptions 
and opinions towards 
the construction industry.  

To determine awareness 

and utility of the Go 

Construct website.

To build upon the 

benchmarks previously 

delivered.

To identify any new 

opportunities for improving 

engagement with CIAG 

and the longer term 

engagement aims of the 

project.

To assist in the 

development of messaging 

that engages the target 

groups.

01 02 0403
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Methodology.

0401

Methodology 

consistent to 

previous years

Online 

methodology 

across all 

audiences

Fieldwork in 

October 2020

Young Persons 

sample achieved 

was 1004

Parent sample 

achieved was 500

Guidance 

Professional 

sample achieved 

was 699

02 03 05 06
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Sample structure.
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Nation / region Careers 

Guidance 

Professionals

Parents Young People

Southern England 240 111 228

Central England 190 121 230

Northern England 184 116 227

Scotland 36 82 185

Wales 49 72 130

Total 699 502 1000

Within the analysis, beyond the basic cross tabulations 

produced, Turquoise have used a number of statistical 

techniques to enhance the output of the data. These include:

• Importance Performance Analysis

• Perceptual Mapping

An explanation of these techniques can be found within the 

relevant sections of the report.

For the purposes of the report, we have only compared to 

2019 and cited in the report any difference prior to this.



Executive Summary.



Executive Summary.
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Overall, there was much consistency with the differing profiles as 2019 –

although amongst guidance professionals there were high levels of those 

from secondary schools witnessed which tend to have lower confidence 

levels. 

• Familiarity was at 55.5% (-5.8% on Nov 2019 and -8.5% April 2019)

• Favourability was also down at 63.2% (- 2.4% on Nov 2019 and 0.8% on 

Nov 2019)

These decreases were largely down to young person and parent samples 

and awareness of CITB advertising.

Young People

There was a high level of consistency to 2019 with the exception of 

advertising awareness amongst young people.

Key findings included almost half of young people being concerned about 

the impact of COVID-19 with BREXIT taking a slight backstep except for 

those aged18 years. Employment opportunities unsurprisingly remained the 

core concern.

64% of young people are planning or considering University study. Females 

showed higher consideration at 70% and males lower at 58%. 17% are 

currently undertaking or considering T-Levels and 39% are considering or 

undertaking an Apprenticeship.

Careers advisors are still a key influencer and ‘go to’ channel for advice 

for young people (33% - an increase since 2019). The internet unsurprisingly 

also featured more highly at 22%.

Attractiveness and knowledge of the industry was at 4.6 mean score 

across both – higher than that in April 2019 but lower than Nov 2019 

(attractiveness only in Nov 2019).

CITB advertising awareness was lower across young people which is 

reflected in their familiarity and favourability index scores at 43% whereas 

in April 2019 it was 60%.

The Go Construct website and ‘What you love about your job’ and ‘Self 

build sessions’ were the most often recalled campaigns.

Overall, career decision factors and perceptions of the construction 

industry are largely the same as 2019 for the majority.

Enjoyment and job security remained the two key motivations and 

consideration factors when deciding upon their career choice. These are 

followed by having pride in my work, matching abilities, career 

progression to higher job roles and salary levels. 

The construction industry is generally perceived by most young people to 

fall short in these areas and therefore communication with young people 

still needs to continue to disrupt this perception – in particular around 

these areas. 



Executive Summary.
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The most positive groups of young people towards the construction industry 
remained consistent with those who would consider working in it, score it 
highly in attractiveness, and having seen CITB advertising being the most 
positive. Typically they are more male, have family in the sector and their 
parents would proactively encourage them.

Parents

Again, there was much consistency to 2019.

Parents continued to be in tune with their children’s career motivations, and 
continued to be generally more positive with regard to the construction 
industry. 

Other key findings showed that parents were also in tune with what 
concerns their children have when considering a career. Most just typically 
believe they think about employment opportunities, but also the impact of 
COVID.

Signposting of students is largely via the internet (51%) and careers advisor 
at school (40%).

Consistency was noted in overall awareness (of any) of the CITB advertising 
campaigns (34% vs 33% in April 2019), with highest awareness noted for the 
Go Construct website. In terms of other campaigns,  ‘What you love about 
your job’ and ‘Self build sessions’ – similar to young people.

The most positive groups of parents towards the construction industry are 
those who score the industry highly, have seen CITB advertising and would 
actively encourage their children. Typically they are dads and have 
children aged 15 years – again similar to 2019.

Guidance Professionals

There have been some shifts since 2019 amongst this group with increases 

in the lack of confidence and provision of construction CIAG to 2019. 

Educational establishments continued to be less confident.

Whilst training and personal research is again key for all, there were 

differences in how guidance professionals in education establishments vs 

non education establishments prefer to gain knowledge about careers. 

Information provided by schools and personal research were key for the 

former, whilst a more varied approach is key for non educational 

establishments - personal research, careers events and industry led 

careers advisor days.

There were also decreases noted in knowledge of career options within 

construction.

Awareness of CITB had fallen -6% overall. Those giving advice to under 

18’s and those more confident showed the greater awareness (77% and 

88% respectively).

CITB advertising awareness had also fallen amongst this group by -8%, The 

Go Construct website gained highest recall along with ‘what you love 

about your  job’ and ‘Find what you love…’ campaigns. 



Young People.



Sample Profile.



Sample Demographics were broadly in line with previous years. The sample 
was reweighted to region.

11© 2020 Turquoise Thinking Ltd

42

56

37

64

40

60

40
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Male Female

Gender (%)2020 October

2019 November

2019 April

2018 April

11
16

25 24 25

8
16

23 25
29

6 9

25 25

36

8
16

23 25
29

14 15 16 17 18

Age Profile (%)2020 October

2019 November

2019 April

2018 April

19
13

8 8 8 8 8 8 8 8 812 11 9 9 9 7 9 9 9 9 9

21 18
7 7 7 7 7 6 7 7 6

21 17
7 6 7 7 7 7 6 7 7

Scotland Wales SW England Yorks & Humber SE England NE England NW England West Midlands East England East Midlands London

Regional Profile(%)2020 October

2019 November

2019 April

2018 April

Slightly higher presence of females within the English sample (58%) and lower representation in Scotland (50%) – but not significant. No significant differences 
with respect to age across countries. Lower representation of Welsh young people in both October 2020 and November 2019 compared to previous surveys.

England = 69%

Wales = 13%

Scotland = 19%



Sample Demographics. Fewer young people still at school was captured in last 
three surveys compared to 2018, with greater numbers studying FT at FE colleges. 
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46%

22%

6%

5%

4%

4%

2%

1%

2%

2%

1%

2%

2%

53%

21%

7%

4%

5%

2%

1%

1%

1%

1%

1%

1%

2%

50%

18%

6%

6%

5%

5%

3%

2%

1%

1%

1%

1%

1%

64%

14%

4%

3%

4%

2%

1%

1%

1%

2%

1%

1%

1%

Still at school (inclu 6th form)

Studying FT at FE College

Studying FT at University

Working PT and studying PT

Working FT

Unemployed / Looking for work

Studying FT at University Technical College

Unemployed / Looking to go into F/HE

Working on an Apprenticeship scheme

Working PT and NOT studying

Gap period / travelling

Studying PT and NOT working

Other

Child Status

2020 October

2019 November

2019 April

2018 April

Beyond this, the sample was broadly reflective of previous findings.



Views on Careers.



Views on Careers: Having a career that they can enjoy still remains the top 
priority in young peoples mind, followed by job security.

Career Elements Q2 Mean importance (out of 10)

2020 2019
(May)

Total Female Male

Having a career I enjoy everyday 8.7 8.8 8.6 8.8

Job security 8.4 8.5 8.3 8.1

It matches my ability 8.1 8.2 8.0 8.0

Having pride in my work 8.1 8.2 8.0

Being in a career that offers real progression 

to higher job roles
8.0 7.9 8.0 7.8

Salary levels 7.8 7.7 8.0 ↑ 7.6

Positive environmental impact 7.5 7.6↑ 7.3 ↓

Seeing what I’ve created in front of me 7.4 7.3 7.5 7.2

Giving something back to the community 7.2 7.4 7.0 7.1

Flexible working options 7.3 7.3 7.2 7.0

Making others proud 7.1 7.1 7.1 6.9

Opportunity to run my own business 6.5 6.4 6.7 ↑ 5.8

Working internationally 5.8 5.7 6.0 5.6

High 

Importance

Lower

Importance

There were some changes in 2020 to this question, hence 
the table to the left does not directly compare to 2019 in 
all areas.

However, the core priorities for young people remain 
being able to enjoy their career and job security.

Matching their ability is also key as well as having pride in 
their work (new in 2020), career progression and salary 
levels.

Similarly to previous years, there were gender differences 
noted, although perhaps less so than in previous years. 
Females more motivated than males by having a 
positive impact on the environment (7.6), 

Males, on the other hand, are more motivated by salary 
(8.0).

Those stating they hadn’t seen any CITB advertising 
showed higher levels of importance for the top three 
criteria. However, in almost all cases, higher levels of 
importance was also noted by those who find the 
construction industry highly attractive thus suggesting 
they are attainable within the industry.
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Views on Careers: Encouragingly, 45% of young people would consider a career 
in construction. 
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61%
56%
55%

51%
51%
50%
48%
48%
47%
47%
45%
44%
43%
42%
41%
41%
40%
39%

35%
35%
33%

31%
30%
29%
29%
27%

16%

39%
44%
45%

49%
49%
50%
52%
52%
53%
53%
55%
56%
57%
58%
59%
59%
60%
61%

65%
65%
67%

69%
70%
71%
71%
73%

84%

Education

Entertainment, Broadcasting and Communications…

Emergency Services (Fire, Police, Ambulance)

 Science and Pharmaceuticals (e.g Crime scene…

Retail (e.g. Clothing store assistant, online retailer)

Health and Social Care (e.g. Nursing, Social Worker)

Veterinary and Animal Welfare

IT (Information Technology)

Engineering

Food and Catering

Construction (e.g Builder, Architect, Quantity…

Leisure, Hospitality and Tourism (e.g. Hotel Manager)

 Sport and Fitness

Finance, Insurance and Banking

Legal

 Marketing, Advertising and Event Management

Housing and Property (e.g. Estate Agent)

Armed Forces (Army, Royal Navy, Royal Air Force)

Manufacturing

Hair and Beauty

Human Resources and Recruitment

Energy and Utilities (e.g. Electric, Gas, Water Supply)

Retail/Repair of Motor Vehicles

Government/Politics

Agriculture, Forestry and Fishing (e.g. Livestock…

 Transportation and Storage

Mining and Quarrying

Young People’s Career Considerations Q2 Would consider Would never consider The question this year was slightly different to 2019 in 
that it amalgamated ‘construction’ and other 
industries under one heading but gave examples 
(builder, architect, quantity surveyor etc for 
construction and fire, police and ambulance under 
emergency services). Therefore direct comparisons 
have not been made to 2019.

Education, entertainment and emergency services 
were the most popular industries, although science 
and pharma, retail and health and social care also 
gained good consideration. 

Those with significantly higher than average interest in 
construction were males (59% - unsurprisingly based 
on previous surveys); those aged 15 (55%) and those 
who had close family or friends with experience of the 
industry (55%). Similar findings to what we have seen 
previously. 



Views on Careers. To coin a phrase, COVID has become the new BREXIT.
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63%

42%

31%

22%

21%

17%

15%

66%

37%

32%

16%

18%

80%

33%

13%

Employment

opportunities

The impact of

COVID-19

Demand of

occupation locally

The effect of BREXIT

Industry safety

record / industrial

accidents

Industries where

large organisations

have collapsed

None of the above

Which of the following do you consider when thinking 

about a career in a specific occupation? Q3

2020 October

2019 April

2018 April

This question was again adapted from 2019 to include the impact of 
COVID-19 on young people’s career considerations.

For most, as in previous years, employment opportunities are key to 
consideration of careers, however the COVID impact was cited by 
over 4 in 10 young people.

BREXIT on the other hand, whilst still important for just over a fifth, had 
slipped from young people’s radar slightly.

The concern around the effect of BREXIT was significantly higher 
amongst 18 year olds (31%).

Those more likely to consider construction as a career were more 
concerned about the ‘demand for the occupation locally’ (38%), the 
‘effect of BREXIT’ (28%) and ‘industry safety record / industrial 
accidents’ (25%). Equally, those having seen CITB advertising were 
more greatly concerned about both COVID and BREXIT (50% and 29% 
respectively), so something to bear in mind for future communication.



School and Careers 

Advice.



Schools and Careers Advice. T-Levels had greater consideration amongst 
those interested in construction. Just over 6 in 10 young people plan to go to 
University, whilst 39% are currently undertaking or planning to undertake an 
Apprenticeship.
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19%

(20%)

64%

(61%)

12%

(13%)

5%

(5%)
No

Yes

Don't know

Already at

University

Are you going, or considering going, to University? (Q5)

(2019 figures in brackets)

28%

36%

33%

3%

No

Yes

Don't

know

Already

doing

one

Are you going to, or considering starting an 

Apprenticeship? (Q6)

A new question regarding T-Levels was added in 2020, with just under a fifth stating they were either doing or considering this type of qualification. Typically 
this was higher amongst 15 year olds (21%), males (25%), those considering a career in construction (22%), those who found the industry highly attractive 
(48%), have close friends or family in the industry (27%) and had seen CITB advertising (29%).

In 2020, just over 6 in 10 young people claimed they intended to go to University which is relatively consistent to 2019. Similarly to previous years, this 
increased within females to 70% and decreased in males to 58%. Perhaps not surprisingly, just over 1 in 10 18 year olds (15%) were already at Uni.

This year, we asked everyone whether they were planning to start an Apprenticeship. In total 39% stated they were considering or already doing one. This 
as higher amongst males and those more predisposed to the construction industry (have close friends / family with experience in the industry, find it 
attractive,  would consider it and had seen CITB advertising).

Are you currently doing or considering doing T-Levels? 

(Q4)

47%

17%

33%

3% No

Yes

Don't know

Already

doing T-

Levels



Schools and Careers Advice. Desired information channels regarding careers 
was relatively consistent to previous years, with ‘through the careers advisor’ still 
remaining key for a third of young people. The internet played a greater role this 
year (22%) unsurprisingly given COVID and recent restrictions .
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How would you prefer to receive information, advice and guidance about careers opportunities? (%) (Q7)

33

13 14

22

12

5

25
20 18 18

14

5

24

17
22

18
15

5

Through careers advisor

in school

From an employer Careers Fairs Via internet From my family Via social media

Oct-20 Apr-19 Apr-18

Younger 14 year olds showed a greater preference for the school channel (52%), whereas those who had seen CITB advertising preferred ‘employer route’ 
(16%)  or ‘family’ (16%) channels. Those believing the industry to be highly attractive were more likely to prefer ‘careers fairs’ (26%), highlighting their 
importance for the industry as a channel. 



Construction as  

a Career.



Importance-Performance Chart.
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In the last five CIAG surveys, rather than simply asking young people 

their views on how important certain criteria are to them when thinking 

about a career, the survey also explored how they believed the 

construction industry met or fell short in meeting those expectations. 

This has been added again in the October 2020 survey.

By adding this further dimension, we are able to evaluate where the 

focus should be in any marketing plans and communication.

Questions (Q1 and 8 in young peoples survey) relating to what criteria 

are important to young people, and measuring the expectations of 

how the construction industry performs against these criteria, has been 

plotted as an Performance-Importance graph. 
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The graph breaks down a set of variables into:

− Core strengths – Areas the construction industry are performing 

well in (meet / exceed expectations). Current efforts and 

messages supporting these areas should be maintained.

− Critical weaknesses – Construction industry are not meeting 

expectations in these areas. It is important that resources are 

used here.

− Secondary strengths – Areas in which the construction industry 

are performing well, but are seen as being less important by 

young people.

− Secondary weaknesses – Construction industry is not meeting 

expectations in these areas, however they are less important 

so the critical weaknesses should be addressed first.



Importance-Performance Chart. A largely consistent picture to 2019.
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The chart provides a visual representation of how young people 

perceive the construction industry and how it performs against 

important criteria when thinking about a career. 

― The top right hand quadrant is the area of key strengths. They 

are areas of key importance, and where the industry meets 

expectations of these criteria.

― The bottom right hand quadrant is the key one to focus on. It is 

the area of perceived core weakness. These are areas that 

are perceived as highly important but where the industry are 

perceived to be underperforming.

The chart is based on mean scores for the attributes measured. 

The axes of the graph cross at the overall mean scores for importance 

(x-axis) and expectation (mean expectation of how the industry meets 

the criteria plotted on the y-axis) to provide a perspective on how well 

each attribute is performing in relation to the others. 
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The key career criteria that young people deem important in a career 

are as follows in October 2020:

― Having a career I enjoy

― Job security

― Having pride in my work (new addition)

― Matching my abilities

This year the attributes tested were again slightly different to previous 

years, hence direct comparison is difficult.

Having a career that young people enjoy is the most important to them 

and the construction industry is perceived to fall short on this at a 

general level.

Beyond this, other key areas and where the industry falls short are 

perceived to be ‘job security’, ‘having pride in my work’, ‘matching 

abilities’, ‘being in a career that offers real progression to higher job 

roles’ and ‘salary levels’, which was largely consistent to April 2019.

Areas that the industry are perceived to be performing well, but are 

secondary to young people were consistent to 2019: ‘making others 

proud’, ‘giving back something to the community’, ‘seeing what I’ve 

created in front of me’, ‘working internationally’ and ‘opportunity to run 

my own business’.



Salary Levels

Making others proud

Having pride in my work

Positive environmental impact

Flexible working options

Being in a career that offers real 

progression to higher job roles

Seeing what I've created 

in front of me

Giving something back to 

the community

Having a career I enjoy everyday

Job security e.g. not having to worry 

you may not have a job

Opportunity to run my 

own business

Working internationally

It matches my abilities

Young People. ‘Enjoyability’ in any career is key to young people.
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‘Career enjoyability’ is still key for young people, followed by 

job security, having pride in my work, matching abilities, being 

in a career that offers progression to higher job roles and 

salary levels. All are seen to be currently critical weaknesses of 

the construction industry.



Construction as a career. Mean performance scores.

Thinking about the construction industry specifically, how well do you think a 

career in construction would meet each of the criteria? (Q3)

Mean performance (out of 10)

2020 2019

Having a career I enjoy everyday 6.8 6.4

Job security 6.7 6.1

It matches my ability 6.4 6.0

Being in a career that offers real progression to higher job roles 6.6 6.3

Salary levels 6.7 6.3

Seeing what I’ve created in front of me 8.0 7.9

Giving something back to the community 7.3 7.5

Flexible working options 6.4 6.1

Making others proud 6.6 6.2

Opportunity to run my own business 6.7 6.5

Working internationally 6.0 5.6

Having pride in my work 7.3

Positive environmental impact 6.5
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Knowledge and 
Attractiveness of the 
Industry.



Knowledge and attractiveness of the construction industry both appear to 
closely match each other for young people. Increases were noted for knowledge in 
2020 (+0.5) and attractiveness had decreased marginally (-0.4 since Nov 2019) amongst 
young people, but still up from April 2019 /2018.

Mean scores

Knowl

edge 

Oct 

2020

Knowl

edge 

April 

2019

Knowl

edge 

April 

2018

Attractive

ness Oct 

2020

Attractiv

eness 

Nov 2019

Attractiv

eness 

April 2019

Attractiv

eness 

April 2018

4.6 4.1 4.2 4.6 5.0 3.9 3.9

3.2

4.6
5.5

4.2 4.1 4.6

3.2

4.2
5.3

3.9 3.9

5
4.6

2015 2016 2017 2018 2019 2019 Nov 2020 Oct

Attractiveness and Knowledge of the Construction Industry …

Knowledge Attractiveness
Linear (Knowledge) Linear (Attractiveness)

From the chart above, adding a trendline over the data since 2015 shows a steady increase in both knowledge and attractiveness since that date to present 
day. In November 2019, knowledge wasn’t explored, however attractiveness was. In November 2019 the number of high scorers (scoring 9+10) on the 
attractiveness scale had decreased comparative to the April of that year (4.8% vs 5.4%) despite the mean score showing an increase. In October 2020, this 
had encouragingly increased to 9.3%.

Knowledge and attractiveness closely follow and have shown a statistical correlation in previous surveys.

Consistent to previous surveys, those young people giving significantly higher mean attractiveness scores, were:

• Males (5.5), those who have friends or family working in the industry (5.1), those who would consider working in the industry (6.0), and those who have seen 
CITB advertising (5.5).

The same pattern was evident for knowledge.

Nationally, young people in Wales scored higher than average mean scores for knowledge (4.9) comparative to other nations, but this wasn’t a statistically 
significant difference.

Core reasons cited for low scores of attractiveness were consistent to previous surveys: ‘not my thing’ (17%); ‘not interested’ (18%), ‘already have another 
career in mind’ (9%), ‘it’s physical / hard work’ (5%); ‘don’t know much about it’ (6%).

Reasons for high scores were again a bit vague in nature (not specified or don’t know). 
26
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Parent influence. Fewer young people in this survey had family members with 
experience of the construction industry compared to 2019.
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49%

(37%)
42%

(49%)

9%

(13%)

No Yes Don’t know

Does at least one of your family members or close friends have 

experience working in the construction industry? (Q12) 2019 figures in 

brackets

If you did decide to pursue a carer in the construction industry, which of the following statements 

best describes how you think your parents / guardians would react? (%) (Q13)

30

15

32

10
4

9

19
15

35

15

7 9

19
15

33

15
8

11

Actively

encourage me

Mildly

encourage me

Wouldn't mind

one way or

other

Mildly

discourage me

Actively

discourage me
Don’t know

Oct-20 Apr-19

Apr-18

Over half of those with family connections to the industry would consider it as a career (an increase on 2019 when it was around a third), and just over half of 
them had seen CITB advertising (53% - which is lower than the 70% in 2019).  

Positively, a significant increased number stated that their parents would actively encourage them into a career in the industry (+11%). A similar number 
stated their parents wouldn’t mind. Those who believe their parents would be encouraging, were male, 15 years old, would consider the industry and found it 
attractive as a career prospect, again highlighting that if young people are possibly reassured their parents are favourable towards the industry, they are 
perhaps more open to considering it?



CITB Initiatives and 

Advertising Awareness.



CITB Advertising Awareness. 
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A key part to the research, as in previous years, was to establish awareness of CITB advertising. 

This year, different materials were evaluated to the previous year with the exception of Target Careers and the Go Construct website homepage.

Images were shown and respondents were asked whether they recalled them.

All nations and audiences were shown the same materials.

The following slides show awareness levels of the different advertising used in the CITB campaign.

Direct comparisons have not been made to 2019 in most instances, as campaign activity was different. 
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Image C Image D

Image E

Image A Image B

Image G:

Image F:

Image H:



Overall, there had been and decrease since 2019 in the number of young 

people citing they had seen one or more of the CITB ads (43% vs 60% 2019 

vs 55% in 2018).

There were significant differences by nation although it was higher in Wales 

(48%). 18 year olds showed a higher awareness (53%). 

No other significant differences were noted in the collective awareness 

levels evident within the sample, although those showing the below 

characteristics had significantly higher awareness of CITB advertising 

compared to the average:

These more aware groups showed similarity to previous years.

CITB Advertising Awareness. Overall, 43% of young people claimed to 

have seen one or more of the CITB ads shown. This is drop since 2019 (60%).
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46% of those who would 

consider construction were 
aware of CITB advertising

69% of those who gave an 

attractiveness score of 9-10 

for the industry were aware 
of CITB advertising

54% of those with a family or 

friend in the industry were 
aware of adv

When looking at the individual ads, demographic differences noted on 

awareness of each can be see on the next slide.



CITB Advertising Awareness. Highest awareness was for ‘what do you love 
about your job’. 
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20% 19% 18%
22%

15% 17% 19%
15%

Image A Image B Image C Image D Image E Image F Image G Image H

Are you aware of the following ads? (Q14-Q21)

Higher 

awareness

amongst 18 

year olds

(35%) 

Higher 

awareness

amongst males

(22%), 18 year olds 

(21%) and those

in Wales (25%)

Higher 

awareness

amongst males

(35%), 18 year olds 

(34%) and those in 

Wales (39%)

Higher 

awareness

amongst 

males (29%)

Higher 

awareness

amongst males 

(22%), 18 year olds

(22%), but lower 

awareness 

in Scotland (10%) 



26% 25% 25%

21%

33%

17%

9%
7%

9% 9% 8%
5% 6%

1%

30%

37%

29%

23%

27%

8%
10% 9% 9%

12%

7% 8%

1%

40%

32%

28%
26%

24%

15% 14% 14%

10% 10% 9%
7%

1%

38%

42%

29% 29%

23%

15%
13%

9%

15% 16%

9% 10%

1%

Social

networking

sites

Internet Schools

careers events

Posters in

schools /

colleges

None Careers office Bus advertising Magazines Outdoor

posters

Local

newspapers

Radio

advertising

Go Construct National

newspaper

advertising

Other

Places where construction advertising has been seen (Q22) 

Oct-20

Nov-19

Apr-19

Apr-18

CITB construction advertising. Core channels cited were relatively consistent 
to 2019 and a larger proportion cited ‘none’ in 2020.
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Facebook: 18%

Instagram 17%

Twitter 9%

Snapchat 10%

LinkedIn 6%

All channels had declined since 2019 – although ‘careers office’ was new this year. 

Similarly to previous findings, the more positive student groups (score the industry highly for attractiveness and have family or friends with experience in the 
industry) all tend to cite a greater range of media avenues. 

18 year olds were more likely to mention Snapchat (16%).

No nation differences were noted.



Parents.



Sample Profile.



Sample Demographics of parents were broadly in line with previous surveys 
although a larger proportion of younger 35-44 year olds was seen this year.
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37

62

39

61

38

62

40

60

Male Female

Gender (%)
2020 October

2019 November

2019 April

2018 April

12

45
37

78

38 41

1310

47

36

79

35

44

12

25-34 35-44 45-54 55+

Age Profile (%)2020

October

2019

November

16 14
8 8 7 8 7 8 8 9 7

16 13
8 8 8 6 9 9 8 8 9

17 16
7 8 7 7 7 7 7 8 7

20 18

7 7 7 7 7 7 7 7 7

Scotland Wales SW England Yorks & Humber SE England NE England NW England West Midlands East England East Midlands London

Regional Profile(%)2020 October
2019 November
2019 April
2018 April England = 69%

Wales = 14%

Scotland = 16%



Sample Demographics of children was also broadly consistent to previous 
years. 
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60

50

57
53

59

53

Male Female

Child Gender (%)
2020 October

2019

2018

A fairly even split of male and female children was observed and a relatively even spread of child ages represented within the parent sample. 

24

31
26 25

13

20

33
28 29

11

27
31

28
24

11

32
28

25
22

13

14 15 16 17 18

Childs Age Profile (%)
2020 October

2019 November

2019 April

2018 April



Sample Demographics of child status is reflective of previous surveys.
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58%

24%

6%

2%

2%

11%

2%

3%

2%

1%

1%

66%

20%

4%

3%

2%

9%

2%

2%

2%

1%

2%

74%

19%

3%

2%

2%

5%

1%

2%

1%

1%

76%

15%

3%

3%

2%

6%

1%

2%

2%

1%

1%

Still at school (inclu 6th form)

Studying FT at FE College

Studying FT at University

Working PT and studying PT

Working on an Apprenticeship

scheme

Working FT

Working PT and NOT studying

Unemployed / Looking for

work

Studying FT at University

Technical College

Studying PT and NOT working

Other

Child Status

Oct-20

Nov-19

Apr-19

Apr-18

Similarly to the young persons profile, the parent sample this year picked up parents with greater numbers of children studying at FE college and fewer in 

school.

7

18

27

18 16 13

14

23
28

20
15

10

A B C1 C2 D E Prefer not to say

Social Grade (%)

CIAG Parent Profile GB profile



Views on Careers.



Views on Careers: Similar to young people’s views, having an enjoyable career is 
deemed key by parents. Second to this is job security.

Career Elements (Q1)
How important do you consider each of the 

following to be when thinking about your 

children’s future careers? (10 point scale)

Mean importance (out of 

10)

2020 2019

Having a career they enjoy everyday 8.7 9.0

Job security 8.6 8.8

Having pride in their work 8.3

It matches their ability 8.2 8.2

Being in a career that offers real progression to 

higher job roles
7.8 7.8

Salary levels 7.8 7.8

Positive environmental impact 7.6

Seeing what they’ve created in front of them 7.6 7.4

Flexible working options 7.5 7.2

Giving something back to the community 7.4 6.9

Making others proud 6.8 6.4

Opportunity to run their own business 6.6 6.3

Working internationally 5.8 5.2

High 

Importance

Lower

Importance

Similarly to the young persons survey, there were some changes in 
2020 to this question, hence the table below does not directly 
compare to 2019 in all areas.

Parents views on what’s important in a career again generally 
match the views of young people. This has been a consistent finding 
across the last few years.

However, the core priorities for parents with regard their child’s future 
career remain ‘being able to enjoy their career’ and ‘job security’.

‘Having pride in their work’ and ‘matching their ability’ are also key 
as well as ‘career progression’ and ‘salary levels’.

There were gender differences noted with mothers showing 
significantly higher mean importance scores for ‘having an 
enjoyable career’ (8.9), ‘having pride in their work’ (8.5), ‘it matches 
their abilities’ (8.4) and ‘job security’ (8.8). Older parents (55+) also 
scored ‘having pride in their work’ (8.9), ‘it matches their abilities’ 
(8.8) and ‘an enjoyable career’ (9.3) higher, whereas younger 
parents (under 35) believed ‘working internationally’ (6.6) was more 
important than the average.

Again, similarly to students, parents who perceive the construction 
sector to be attractive show higher levels of importance for most 
aspects as do those who would actively encourage their children 
into the construction industry.
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Views on Careers. Employment opportunities is deemed by parents as being key 
in students consideration of a career.
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58%

37%

23%

22%

18%

16%

11%

66%

28%

17%

26%

10%

Employment opportunities

The impact of COVID-19

Demand of occupation locally

The effect of BREXIT

None of the above

Industries where large organisations

have collapsed

Industry safety record / industrical

accidents

Which of the following do you think your child considers when 

thinking about a career in a specific occupation? (Q2)

2020

2019

Again this question changed slightly for parents in 2020 with the 
addition of the COVID impact.

For most parents, and mirroring young people’s beliefs, employment 
opportunities is key to consideration of careers, with the impact of 
COVID coming second. Local demand came in third.

Concern regarding BREXIT fell slightly as seen in the young persons 
survey.

Collapses of large organisations was more of a concern this year 
comparative to the previous year, which maybe a direct correlation to 
COVID and the impact on the economy.

Again, similar to young people, parents who have seen CITB advertising 
placed greater concern on COVID impact, BREXIT and industry 
collapse, highlighting communication is probably needed from CITB to 
reassure parents around these matters.



Construction as a 

Career.



Importance-Performance Chart. 

42

In the last five CIAG surveys, rather than simply asking parents their 

views on how important they believed certain criteria are to young 

people when thinking about a career, the survey also explored how 

they believed the construction industry met or fell short in meeting those 

expectations. 

By adding this further dimension, we are able to evaluate where the 

focus should be in any marketing plans and communication.

Questions (Q1 and 3 in parent survey) relating to what criteria are 

important to young people, and measuring the expectations of how 

the construction industry performs against these criteria, has been 

plotted as an Performance-Importance graph. 
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The graph breaks down a set of variables into:

− Core strengths – Areas the construction industry are performing 

well in (meet / exceed expectations). Current efforts and 

messages supporting these areas should be maintained.

− Critical weaknesses – Construction industry are not meeting 

expectations in these areas. It is important that resources are 

used here.

− Secondary strengths – Areas in which the construction industry 

are performing well, but are seen as being less important by 

young people.

− Secondary weaknesses – Construction industry is not meeting 

expectations in these areas, however they are less important 

so the critical weaknesses should be addressed first.



Importance-Performance Chart. A largely consistent picture to 2019.

43

The chart provides a visual representation of how parents perceive 

young people feel about the construction industry and how it performs 

against important criteria when thinking about a career. 

― The top right hand quadrant is the area of key strengths. They 

are areas of key importance, and where the industry meets 

expectations of these criteria.

― The bottom right hand quadrant is the key one to focus on. It is 

the area of perceived core weakness. These are areas that 

are perceived as highly important but where the industry are 

perceived to be underperforming.

The chart is based on mean scores for the attributes measured. 

The axes of the graph cross at the overall mean scores for importance 

(x-axis) and expectation (mean expectation of how the industry meets 

the criteria plotted on the y-axis) to provide a perspective on how well 

each attribute is performing in relation to the others. 
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Parents were consistently in tune with their children about key important 
criteria.

This year, the key career criteria that parent feel their children deem 
important in a career are as follows :

― Having a career I enjoy
― Job security
― Having pride in my work (new addition)
― Matching my abilities

This year the attributes tested were again slightly different to previous 
years, hence direct comparison is difficult.

Having a career that young people enjoy is most important to parents 
and the construction industry is perceived to fall short on this at a general 
level.

Beyond this, other key areas and where the industry falls short are 
perceived to be ‘job security’, ‘having pride in their work’, ‘matching 
abilities’, ‘being in a career that offers real progression to higher job roles’ 
and ‘salary levels’, which were largely consistent to April 2019.

An area that parents placed greater importance on than young people 
and where construction scored favourably, was ‘seeing what they’ve 
created in front of them.’

Areas that the industry are perceived to be performing well, but are 
secondary to parents were consistent to 2019: ‘giving back something to 
the community’, ‘making others proud’ ‘working internationally’ and 
‘opportunity to run my own business’.



Salary levels

Making others proud

Gives me pride in my work

Positive environmental impact

Flexible working options

Being in a career that offers real 

progression to higher job roles

Seeing what they've 

created in front of them

Giving something back to 

the community

Having a career they …

Job security

Working internationally
Opportunity to run their 

own business

It matches their abilities

Parents again closely match young people in what they believe are key 
criteria to career decision making.

Low 

Importance

SECONDARY 

WEAKNESSES

SECONDARY 

STRENGTHS

CORE      

STRENGTHS

CRITICAL 

WEAKNESSES
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Construction as a career. Mean scores.

Thinking about the construction industry specifically, how well do you think a 

career in construction would meet each of the criteria? (Q3)

Mean performance (out of 10)

2020 2019

Having a career they enjoy everyday 7.3 7.3

Job security 7.1 7.1

It matches their ability 6.9 6.9

Being in a career that offers real progression to higher job roles 6.9 6.9

Salary levels 6.8 7.0

Seeing what they’ve created in front of them 8.0 8.2

Giving something back to the community 7.3 7.4

Flexible working options 6.5 6.3

Making others proud 6.9 6.8

Opportunity to run their own business 6.8 6.8

Working internationally 6.2 6.2

Gives them pride in their work 7.4

Positive environmental impact 6.8
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Knowledge and 
Attractiveness of the 
Industry.



Knowledge and attractiveness of the construction industry again show a 
correlation in parents and has remained consistently positive across the last 3 years. 
Attractiveness mean score had increased +1.3 points in 2020.

Mean scores

Knowledge 
Oct 2020

Knowledge 
April
2019

Knowledge 
April
2018

Attractive-
ness Oct 
2020

Attractive-
ness April 
2019

Attractive-
ness April 
2018

5.5 5.0 5.1 6.6 5.3 5.6
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3.9

4.9
5.2 5.1

5.0

5.54.6 5.2
5.6 5.6 5.3

6.6

2015 2016 2017 2018 2019 2020

Attractiveness and Knowledge of the Construction Industry Q4 and …

Knowledge Attractiveness
Linear (Knowledge) Linear (Attractiveness)

Attractiveness witnessed an increase amongst parents in 2020, however knowledge has remained relatively static. In November 2019, those parents scoring 
the industry highly attractive (9+10) dropped from 59.4% to 15.8%. In October 2020, this increased back up to 31% (still lower than April 2019).

As seen earlier with young people, knowledge and attractiveness closely match and have shown a statistical correlation in previous surveys.

Consistent to previous surveys, parents who gave significantly higher mean attractiveness scores, were:

• Male (7.3), would encourage their child if they wanted to enter the industry (7.4), under 35 years (7.5) and those who have seen CITB advertising (8.0),.

A similar pattern was evident for knowledge i.e. males (6.3), would encourage their child if they wanted to enter the industry (6.0), under 35 years (6.6) and 
those who have seen CITB advertising (6.0).

No national differences were observed amongst parents for knowledge and attractiveness.

Core reasons for high scores were consistent to previous years: ‘good career / job’ (17%), ‘good prospects’ (12%), ‘good money’ (10%) and ‘it’s a valued 
industry / construction is always required’ (8%).

Core reasons cited for low scores of attractiveness were: ‘not my thing’ (11%); ‘not sure my skills fit’ (9%); ‘not interested’ (8%), ‘it’s physical / hard work’ (7%); 
and ‘don’t know much about it’ (8%).

Parents who score the industry highly, do so because they perceive it as a good career choice, offering good salary potential and good career prospects.



Parent influence. The same proportion of parents had suggested a career in 
construction to their children this year as in 2019 (34%). However, there was more 
ambivalence around encouraging them to pursue a career in the industry.
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66%
(66%)

34%
(34%)

No Yes

Have you ever suggested or recommended a career in 

construction to your child / children? (Q7) (2019 figures in 

brackets)

If your child expressed an interest in pursuing a carer in the construction 

industry, which of the following statements best describes how you would 

respond? (%) (Q9)

39

18

33

6 3 2

49

14

26

5 3 3

44

20

31

2 1 3

Actively

encourage

them

Mildly

encourage

them

Wouldn't mind

one way or

other

Mildly

discourage

them

Actively

discourage

them

Don’t know

2020 2019

2018

The same proportion of parents had suggested a career in construction this year compared to 2019. Interestingly, more likely to be under 35’s (62%) and 

those more positive groups seen earlier i.e. score the industry highly (71% amongst those who score it a 9 or 10), had seen any CITB advertising (62%). The top 

trades or professions suggested by parents, to their children, were architecture (20%), building (13%),civil engineering (11%), general building (7%) electrician 

(5%) and plumbing (5%).

Slightly fewer parents would actively encourage their children into the industry this year with greater ambivalence seen (33% vs 26% 2019).



Parental signposting. The internet remained the key channel to signpost children 
to, closely followed by a careers advisor.

51%

40%

25%

23%

19%

18%

20%

8%

9%

1%

56%

43%

27%

20%

19%

19%

18%

9%

7%

1%

67%

57%

31%

29%

25%

26%

21%

6%

6%

1%

The internet (general)

Careers advisor at school

/ college

Family member or friend

who works in the industry

Teacher at school /

college

CITB website

Local construction

business

Go Construct website

Don’t know

bconstructive

Other

Parental Signposting of Young People (Q11)

2020

2019

2018
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Looking at how parents signpost their children on information regarding 
the industry, whilst the overall pattern of which signposts are more 
widely used was similar to 2018, the proportion of parents citing each 
aspect had dropped.

Dads were more likely to signpost to the CITB website (32%), as were 
those parents who gave high attractiveness score (31%). Go Construct 
was also a more widely used signpost for this latter group (28%). Both 
websites were also more likely to be cited by those who had seen any 
CITB advertising and/or had family and friends in the industry.

Nationally, the only significant difference to note was England were far 
less likely to use a school careers advisor (32%)



CITB Initiatives and 
Advertising 
Awareness.



CITB Advertising Awareness. 

51

A key part to the research, as in previous years, was to establish awareness of CITB advertising. 

This year different materials were evaluated to the previous year with the exception of Target Careers and the Go Construct website homepage.

Images were shown and respondents were asked whether they recalled them.

All nations and audience were shown the same materials.

The following slides show awareness levels of the different advertising used in the CITB campaign.

Direct comparisons have not been made to 2019 in most instances, as campaign activity was different. 
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Image C Image D

Image E

Image A Image B

Image G:

Image F:

Image H:



Overall, there had been no change since 2019 in the number of parents 

citing they had seen one or more of the CITB ads.

Dads, under 35’s and those with children aged 17 were significantly more 

likely to have been aware of advertising, as well as those showing the 

below characteristics:

CITB Advertising Awareness. Parent awareness of CITB advertising had 

remained static in 2020 (34% 2020 vs 33% in 2019).
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47% of those who would 

encourage their child if they 

were interested in the 

construction industry were 
aware of CITB advertising

67% of those who gave an 

attractiveness score of 9-10 

for the industry were aware 
of CITB advertising

When looking at the individual ads, demographic differences noted on 

awareness of each can be see on the next slide.

53% of those who 

themselves, or had friends in 

the industry, were aware of 
CITB advertising



CITB Advertising Awareness. Highest awareness was for Go Construct website. 
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23%
26%

17%
20%

17% 18% 20% 19%

Image A Image B Image C Image D Image E Image F Image G Image H

Higher 

awareness

amongst those

with children

aged 15 

(21%) 

Higher 

awareness

amongst those

with children

aged 15 

(26%) 

Higher 

awareness

amongst those

with children

aged 15 

(30%) 

Higher 

awareness

amongst those

with children

aged 15 

(26%) 

Higher 

awareness

amongst those

with children

aged 15 

(21%) and dads

(19%) 

Higher 

awareness

amongst dads

(13%) 

Are you aware of the following? (Q12-Q19)



Guidance Professionals.



Sample Profile.



Sample Demographics were broadly in line with previous years. 
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46
52

42

58

36

64

Male Female

Gender (%)2020 October

2019 April

2018 April

9

28 28
21

14

2

28
32

24

14

5

23

34

21
17

18-24 25-34 35-44 45-54 55+

Age Profile (%)2020 October

2019 April

2018 April

6

20

31
24

16

4
8

13

28
22 21

88
15

23 24 21

8

<1 year 1-2 years 3-5 years 6-10 years 11.20 years >20 years

Time in Role (%)

2020 October 2019 April 2018 April



Sample Demographics.

57© 2020 Turquoise Thinking Ltd

40%

16%

13%

2%

3%

6%

5%

2%

4%

3%

3%

1%

28%

22%

19%

3%

3%

10%

4%

1%

4%

4%

4%

1%

24%

16%

12%

11%

8%

6%

5%

5%

5%

4%

3%

2%

Secondary School

Higher Education Institution

University Technical

College England

Careers Wales

National Careers Service

(England)

Further Education College

Private training provider

Other

Skills Development

(Scotland)

Local Authority

Jobcentre Plus / DWP

Connexions

Oct-20

Nov-19

Apr-19

Apr-18

20%

3%

6%

10%

16%

6%

3%

10%

10%

8%

6%

2%

24%

6%

3%

10%

8%

2%

3%

14%

14%

8%

8%

3%

15%

11%

10%

10%

9%

9%

9%

8%

8%

4%

4%

2%

School teacher with responsibility for

providing careers advice

Careers Advisor - adults only

Careers Advisor - young people (<19)

Member of HE Institution responsible for

providing careers advice

In-house school careers advisor (main

role)

Other

Careers Advisor - all ages

Member of school management team

responsible for providing careers advice

Member of school management team

contract to an online service provider

Member of FE College responsible for

providing careers advice

Member of private training provider

responsible for providing careers advice

Youth worker with responsibility for

providing careers advice

Oct-20

Nov-19

Apr-19

Apr-18

Organisation Type (Q1)
Job Role (Q2)

There were some fluctuations evident in the guidance professionals sample in terms of organisational type and roles. 

Greater numbers of secondary schools were represented this year (40% vs 25% vs 24% 2019), but subsequent lower numbers of HE institutions, UTC’s and FE 
colleges. There were double the numbers of in house school careers advisors to recent years.



Sample Demographics. Some regional differences were observed alongside 
the age groups advice is given to. 

58© 2020 Turquoise Thinking Ltd

5 7 11 10 14
7 10 9 9 8 9

18
12 8 7 8 8 8 8 8 8 911

23

7 6 9 5
11 8 6 6 7

14

27

7 8 6 5 6 6 7 7 6

Scotland Wales SW England Yorks & Humber SE England NE England NW England West Midlands East England East Midlands London

Regional Profile (Q3)(%)Oct-20 Nov-19 Apr-19 Apr-18

27%
32%

43%
48%

38%
34%

25%
19%

14% 15%

26%

34%
31%

25% 26%

18%
21%

28%

36%
43% 42%

39% 41%
36%

25%
30%

41%
45% 43%

40%
35%

27%

12 to 13 13 to 14 14 to 15 15 to 16 16 to 17 17 to 18 18 to 25 25+

Oct-20 Nov-19 Apr-19 Apr-18Age to which guidance is given (Q4)

There were fewer numbers of guidance professionals in Scotland and Wales in this survey. 

Given the increase in secondary schools, there were higher numbers of those giving advice to 12-18 years comparative to other recent surveys and fewer 
giving advice to adults (18+). Guidance professionals providing advice to these younger age groups are more like to have mixed views of their confidence 
around providing guidance about construction, but are proactive about it despite this. 



Perceptions of the 
Construction Industry and 
Construction CIAG Provision.



Attractiveness of the construction industry: after a slight dip in November 
2019 for guidance professionals, the attractiveness score has risen again in line with 
previous surveys.

Mean scores

Attractiveness 

(Q5) October 

2020

Attractiveness 

November 2019

Attractiveness 

April 2019

Attractiveness 

April 2018

7.2 6.9 7.5 7.2
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7.2 7.2 7.4 7.2 7.5

6.9 7.2

2015 2016 2017 2018 2019 2019 2020

Attractiveness of the Construction Industry Q5 (mean 

score out of 10)

The opposite graph shows guidance professionals views on how attractive the 
construction industry is. As can be seen, between 2015 and April 2019, the scores 
were consistently high with April 2019 achieving the highest mean score yet of 7.5.

However, in November 2019, this score dipped to its lowest at 6.9, but has now 
seen a rise again in line with previous levels in April 2020.

Continued greater positivity towards the industry was seen amongst those who 
report being confident in providing advice and guidance on the industry (7.7) and 
those who proactively provide construction CIAG to all individuals (7.9). Equally 
those who are aware of CITB and have seen their advertising are also more 
positive (7.5 and 7.3 respectively).

Looking at the differences by nation, Wales gave a higher than average mean 
scores (7.7).

The core reason for high scores was: ‘variety of roles / opportunities’ (17%). 
However, other reasons given included, ‘in demand / always work / secure / 
booming’ (20%), ‘good prospects’ (15%), ‘good career’ (14%) and ‘well paid’ (10%) 
which were all consistent to previous 2019 April survey

The two core reasons cited for low scores were: ‘hard work’ (6%) and ‘poor job 
security’ (6%), 

November 

2019



CIAG Provision and knowledge. There was an uplift in the numbers of 
guidance professionals lacking confidence in construction CIAG.

Which of the following is most true of you with 

regards to providing careers information, 

advice and guidance about the construction 

industry (Q7)

%

2020 2019

I feel confident about providing CIAG myself to 

anyone interested in the industry

50% 54%

I do not feel confident about providing CIAG 

and would refer someone interested to a 

colleague

25% 18%

I have mixed views on my level of confidence 

about providing CIAG 25% 28%

Which of the following best describes your 

overall approach to providing construction 

careers information, advice and guidance (Q8)

I proactively provide construction CIAG to all 12% 11%

I proactively provide construction CIAG where I 

feel it is appropriate

48% 56%

I provide construction CIAG only if asked to 39% 33%
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There were slightly higher levels of guidance professionals expressing a 
lack of confidence this year (25% vs 18%).

Those in educational establishments (of which they were more in this 
survey vs others) again expressed significantly lower levels of feeling 
confident (47% feel confident vs 50% average), whereas those in non 
educational establishments tended to show greater confidence (59% 
vs 50% average).

Those who have seen CITB advertising and are aware of CITB are 
significantly more confident (56% and 59% respectively). Equally those 
more confident are more likely to score the industry more highly.

Alongside confidence levels, levels of proactiveness of providing 
construction CIAG had decreased slightly this year as well. 

Those giving advice to adults were significantly more likely to only give 
construction CIAG if asked (50%), whereas those giving advice to 
children tended to be proactive in pushing the industry where they felt 
it was appropriate. 

Having mixed views on confidence seemed to lead to higher numbers 
proactively providing construction CIAG to all. 



CIAG provision and knowledge. Training and personal research remained the 
top preferred routes to obtain knowledge of careers.

52%

50%

47%

32%

40%

30%

31%

61%

60%

54%

41%

32%

26%

62%

69%

48%

41%

24%

Training

Personal

research

Careers

events

Industry-led

careers

advisor days

Use of

information

provided to…

Enterprise

advisors

Direct from

employers

How do you prefer to gain you 

knowledge of careers? (Q11)

2020

2019

2018
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From the table below, there were some notable differences seen within the sample, as to how guidance 
professionals prefer to gain knowledge.

Educational establishments prefer personal research and information provided by schools, whereas those 
providing specifically advice and guidance to under 18 years prefer more of a range: careers events, 
industry led careers advisor days and information provided by schools. National variation was minimal.

↑↓ = statistical significant differences 

Preferences Training Personal 

Research

Careers 

Events

Industry 

led 

careers 

advisor 

days

Information 

provided 

by schools

Enterprise 

Advisers

Direct 

from 

employers

Overall 52% 50% 47% 32% 40% 30% 31%

Education 

establishments
52% 54%↑ 47% 33% 46%↑ 32% 32%

Non education 

establishment

55% 36%↓ 47% 30% 20%↓ 26% 26%

Give CIAG to adults 50% 54% 42% 28% 19%↓ 23%↓ 30%

Give CIAG to <18 yrs 54% 51% 51%↑ 35%↑ 48%↑ 32% 33%

England 51% 50% 47% 31% 41% 32%↑ 30%

Wales 63% 53% 51% 35% 27% 18% 39%

Scotland 50% 47% 53% 50% 44% 17% 44%



CIAG Provision and knowledge. There had been slight decreases in guidance 
professionals knowledge noted across most aspects of construction career options 
this year (cf Apr 2019).

How knowledgeable do you feel about the following 

career options within construction? (Q10)

Mean knowledge (out of 10)

2020 2019

Career opportunities that are available in the construction 

industry
6.7 7.1

Pathways to Professional Institution 6.2 6.1

Recognition (e.g. Chartered status) 6.1 6.2

Professional roles where a degree and in some cases a post 

graduate qualification may be required 6.6 6.9

Technical and semi-professional roles that require college 

training or experience
6.7 6.8

Specialist crafts and trades requiring practical ‘hands on’ 

skills and Apprenticeship training
6.6 7.0
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The greatest knowledge remains with career opportunities that are available in the industry as well as the technical and semi professional roles. The lowest 
knowledge was again around recognition. However, all bar one have seen a decrease in knowledge this year, as there had been a marginal increase for 
pathways to a professional institution.

The following slides look at sample differences and knowledge, although, as seen before, there was a trend for the more confident, proactive guidance 
professionals who were aware of CITB and seen CITB advertising to be more knowledgeable across the board.



Mean knowledge scores of career 

options by organisations

Career 

opportunities 

available

Specialist crafts 

and trades

Technical and 

semi-professional 

roles

Professional roles 

requiring degree 

/ PG degree

Recognition Pathways to 

Professional 

Institutions

Overall 6.7 6.6 6.7 6.6 6.1 6.2

Education establishments 6.6 6.5↓ 6.6↓ 6.5 6.1 6.1

Non education establishment 7.2↑ 7.2↑ 7.0↑ 6.8 6.4 6.5

Give CIAG to adults 7.0 6.7 6.9 6.9↑ 6.6↑ 6.7↑

Give CIAG to <18 yrs 6.8 6.7 6.7 6.5 6.0↓ 6.0

England 6.7 6.6 6.7 6.6 6.1 6.3

Wales 7.2 7.3↑ 7.1 7.0 6.9↑ 6.4

Scotland 6.5 6.8 6.5 5.7↓ 5.0↓ 4.9↓
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CIAG Provision and knowledge. Knowledge of professional roles, recognition, 
and pathways to professional institutions, were more prevalent amongst those in 
educational establishments.

Guidance professionals within educational establishments need more information / help with specialist crafts and trades and technical / semi professional roles.

Scotland showed lower knowledge across a number of areas.

↑↓ = statistical significant differences 



Relationship with CITB, 

and Awareness of, 

CITB Initiatives.



CITB awareness and partnership. Overall awareness of CITB had decreased by 
-6% this year, returning to awareness levels seen in 2018.
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17%

(14%)

74%

(80%)

9%

(6%)

No Yes Don’t know

Have you heard of CITB, the industry training board for the 

Construction Industry? (Q9) 2019 figures in brackets

Guidance professional awareness of CITB was higher amongst those giving advice and guidance to under 18 years (77% vs 74%) and also amongst those more 
confident (88%). No significant differences were noted by nation, although awareness was higher in Wales (82%) and Scotland (81%).



Construction industry careers initiatives. There was a reduction witnessed for 
a number of CITB initiatives and CITB supported initiatives compared to April 2019.
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45%

43%

34%

26%

19%

20%

7%

7%

17%

16%

16%

12%

7%

7%

6%

7%

62%

54%

47%

30%

28%

12%

12%

11%

60%

32%

18%

21%

10%

Careers information on CITB website

CITB Apprenticeships

Careers information on GoConstruct

SkillBuild skills competition for colleges

Open Doors events

Future Made

Housebuilding careers campaign…

My Way In

Construction Ambassadors

England - Construction Live

Construction Skills Fund Hubs

England Constructionarium

Wales - GoConstruct Experience

Talent Retention Scheme

Scotland - Building Blocks

None

Awareness (Q12&13)

2020

2019

2018

7.4 (316)

7.5 (300)

7.7 (239)

7.3 (180)

7.5 (135)

7.0 (143)

7.8 (48)

7.2 (46)

7.4 (121)

7.6 (115)

7.3 (111)

7.5 (82)

7.5 (50)

7.7 (49)

7.4 (39)

Mean Usefulness 
(sample size in brackets)

The initiatives explored in 2020 were different to those in 2019 and 
hence comparisons have only been made where appropriate.

Overall, 88% of guidance professionals were aware of one or more 
CITB initiatives (85% in April 2019) and 48% of CITB supported initiatives 
(53% in 2019). 

Awareness of CITB initiatives was once again, not surprisingly, higher 
amongst the more positive guidance professional groups previously 
seen i.e. confident, those who would proactively provide CIAG 
where appropriate and those who find the industry highly attractive. 
Equally awareness rose to 90% in those who provided advice in non 
educational establishments.

All comparative initiatives had witnessed a drop in awareness in 
October 2020. Awareness of careers information on the CITB 
websites and careers information on the Go Construct website was 
higher amongst those giving advice to under 18’s (49% and 39% 
respectively). 

In terms of nations, obviously some of the initiatives explored this year 
were nation specific. Just under a fifth of those in England were 
aware of Construction Live (18%), but almost half of those in Wales 
were aware of Go Construct Experience (45%).

Again, all initiatives tested gained good usefulness mean scores from 
guidance professionals (using a 10 point scale), the highest being for 
Housebuilding careers campaign (caveat small subsample), closely 
followed by Talent Retention Scheme and careers information on Go 
Construct.



CITB Advertising Awareness.
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A key part to the research, as in previous years, was to establish awareness of CITB advertising. 

This year different materials were evaluated to the previous year with the exception of Target Careers and the Go Construct website homepage.

Images were shown and respondents were asked whether they recalled them.

All nations and audience were shown the same materials.

The following slides show awareness levels of the different advertising used in the CITB campaign.

Direct comparisons have not been made to 2019 in most instances, as campaign activity was different. 
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Image C Image D

Image E

Image A Image B

Image G:

Image F:

Image H:



Similar to the young person sample, overall, there had been a decrease 

since 2019 in the number of guidance professionals citing they had seen 

one or more of the CITB ads (78% vs 86% April 2019 vs 75% in 2018).

There were no age or nation differences in the collective awareness levels 

evident within the sample, although those showing the below 

characteristics had significantly higher awareness of CITB advertising 

compared to the average:

In addition, there was greater awareness amongst non educational 

institutions (85%). 

CITB Advertising Awareness. Overall, 78% of guidance professionals 

claimed to have seen one or more of the CITB ads shown (vs 86% April 2019).
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88% of those who stated 

they were confident in 

giving construction CIAG 

were aware of CITB 
advertising

85% of those who gave an 

attractiveness score of 9-10 

for the industry were aware 
of CITB advertising

When looking at the individual ads, sample differences noted on 

awareness of each can be see on the next slide.

85% of those who stated 

they were aware of CITB 

were aware of CITB 
advertising



CITB Advertising Awareness. Highest awareness was for Go Construct website 
and ‘what do you love about your job’. 
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50%

64%

34%
42%

35% 36%
40%

34%

Image A Image B Image C Image D Image E Image F Image G Image H

2019

61%

2019

67%

Higher 

awareness

amongst those

giving advice to 

under 18’s (66%) 

Those more aware, were the positive groups identified earlier i.e. more confident in giving construction CIAG, aware of CITB and perceive the industry as 

highly attractive. 

Lower

awareness

amongst those

giving advice to 

under 18’s (39%) 



Familiarity and Favourability 

Index.



Familiarity and favourability indexes have decreased in 2020 since 
2019.
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The familiarity index employed by CITB uses the questions: A) ‘have you seen or heard any of this careers information and marketing material produced by 
CITB before completing the survey?’ (All audiences) and B) ‘have you seen or heard any careers advertising about the construction industry recently’ (Young 
People).

The favourability index employed uses the following questions: ‘how attractive to you would a career in construction be?’ (Young People), ‘If your child 
expressed an interest to you in pursuing a career in the construction industry, would you encourage or discourage them?’ (parents) and ‘how attractive do 
you consider a career in the construction industry to be?’ (guidance professionals).

The tables (next slide) and diagrams highlight the changes in these across time.

Familiarity Index

55.5% Oct 2020
61.3% Nov 2019

64.0% Apr 2019

59.0% 2018

53.0% 2017

42.8% 2016

41.4% 2015

47.6% 2014
26.8% 2013

Favourability Index

63.2% Oct 2020
65.6% Nov 2019

64.0% Apr 2019

61.9% 2018

66.2% 2017

60.5% 2016

58.8% 2015

58.5% 2014

58.6% 2013



There has been a small negative shift since 2019.
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Familiarity 2013 2014 2015 2016 2017 2018 April

2019

Nov 2019 Oct 2020 Annual shift

Youth 16.0% 40.3% 33.3% 36.0% 48.0% 55% 60% 56% 43% -13%

Parents 10.0% 28.9% 25.2% 24.0% 25.0% 29% 33% 36% 34% -2%

Influencers (GPs) 36.0% 57.5% 46.1% 52.0% 69.0% 75% 86% 80% 78% -2%

Youth (seen advertising) 45.0% 63.6% 61.2% 59.0% 70.0% 77% 77% 73% 67% -6%

TOTAL 26.8% 47.6% 41.4% 42.8% 53.0% 59% 64% 61.3% 55.5% -5.8%

Favourability 2013 2014 2015 2016 2017 2018 April

2019

Nov 2019 Oct 2020 Annual shift

Youth 38.2% 34.6% 32.1% 41.8% 53.3% 39.2% 39.8% 49.5% 46.0% -3.5%

Parents 74.3% 72.8% 72.4% 68.0% 71.0% 74.5% 76.7% 78.9% 71.7% -7.2%

Influencers (GPs) 63.2% 68.1% 71.8% 71.2% 74.2% 71.9% 75.4% 68.5% 71.9% +3.4%

TOTAL 58.6% 58.5% 58.8% 60.3% 66.2% 61.9% 64% 65.6% 63.2% -2.4%



Conclusions and 

Recommendations.



Young People

Enjoyment in a career is still key for young people. However job security is 
still also important, so the COVID-19 impact on employment and jobs, 
alongside Brexit, still affect their decision making process, the former more 
so.

The construction industry is still perceived to fall short on both enjoyment 
and job security – two key areas that still require messaging to negate and 
disrupt these perceptions.

Slightly higher numbers of students are considering University, possibly as a 
way to see how the impact of COVID on the economy and job front plays 
out. 

Almost 4 in 10 would consider an Apprenticeship. The idea of working and 
learning, alongside the Government funding during COVID-19, gives both 
students and employers greater options.

Encouragingly, almost half of young people would consider a career in  
construction, with education, entertainment and emergency services being 
top of the career consideration list. Males, 15 year olds, and those with 
close family and friends with experience in the industry remain the key 
positive group of the industry.

Awareness of CITB advertising had dropped this year, which impacts upon 
knowledge and attractiveness scores, and also general positivity towards 
the industry as we have seen that those more aware of CITB’s advertising 
are generally much more positive about it and score knowledge and 
attractiveness higher. 

Awareness of any CITB advertising had fallen from 60% in April 2019 to 56% 
in November 2019 and then 43% this year. Equally, advertising about 
construction industry generally had fallen from 77% on April 2019 to 67% this 
year. This in turn appears to have had the greatest affect on the familiarity 
index.

Conclusions.
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The ‘what do you love about your job’ campaign gained highest 
awareness – which taps into their core motivations as well as challenging 
them in its language style.

Given many young people use both the internet and careers advisors in 
schools for information about construction CIAG, and the fact that COVID 
has closed schools meaning this channel has effectively been obsolete for 
the last 6-7 months, it is perhaps not surprising advertising awareness is 
lower. 

Parents

Parents are again very in tune with what their children want. They simply 
want their children to be happy in whatever job they choose but they also 
want them to have a career that offers them employment opportunities 
and job security and are equally concerned about COVID impact upon 
their child’s employment and career.

There was greater ambivalence around encouraging young people to 
the industry this year (cf 2019) which has impacted upon the favourability 
index score. 

Parents continued to signpost their children to the internet and careers 
advisors within school – the latter which, as seen above, is realistically 
going to have been affected by the closures of schools. 

Interestingly, CITB advertising awareness was relatively consistent to 2019, 

although marginally down, so unlike the youth sample, this probably 

hasn’t contributed vastly to the reduction in the familiarity index score.



Guidance Professionals

There were greater numbers of guidance professionals from secondary 
schools in this years survey which may explain the slightly lower levels of 
confidence seen this year in providing construction CIAG. This was also 
combined with a reduction in CITB awareness.

Equally knowledge of providing construction CIAG across differing areas 
also witnessed a decrease across the board for most aspects.

However, attractiveness scores of this group of the industry has increased 
slightly since November 2019, although still slightly lower than that seen in 
the previous April 2019.

Awareness of CITB advertising and initiatives had also seen a dip (the 
former was greater than parents but not as much as young people) 
comparative to 2019. Thus this has also contributed towards the reduction 
in the familiarity index.

Awareness of Go Constrict was high, similar to the other groups, and the 
‘what do you enjoy about your job’ also gained high awareness.

Conclusions.
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The ‘what do you enjoy’ campaign seemed to cut through the 

differing samples tapping into core motivations. Whilst continuing 

this, it will be key to reassure core groups of employment 

opportunities and job security aspect of construction, particularly in 

light of COVID which is concerning factor for parents and young 

people.

Recommendations.

1

2

Clearly Go Construct is key to informing audiences and will only play 

a greater role potentially given the COVID situation, hence 

signposting to this will need to be clear and focussed. CITB 

advertising awareness may have dropped due to other issues 

relating to schooling (exams etc during COVID) becoming more of 

a focus for students or could be a result of reduced advertising by 

CITB? 
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