
The Team

Organisations  Country

INTAMT   Germany

GTB    Belgium

FORMEM   Portugal

dafür   Austria

THL    Finland

CEPYME   Spain

PLVKC   Lithuania

DISWORKS  The Netherlands



More people
with a disabilityworking



aƻǊŜ ΨƧƻōǎΩ available



=
More employersΨƻǇŜƴΩ 
to hirepeoplewith a disability



Whatmade the succes? 



VLearn from current successful events

VCƛƴŘ ƻǳǘ ǘƘŜ ǘƘŜƻǊŜǘƛŎŀƭ ōŀǎŜ ΨōŜƘƛƴŘΩ 
this successful approach

VWhat else can we learn of existing theories

VΨ¢ǊŀƴǎƭŀǘŜΩ ǎǳŎŎŜǎǎŦǳƭ ŜƭŜƳŜƴǘǎ ƛƴǘƻ ƳŀǘŜǊƛŀƭǎ 

VEnsure all can make use of it! 

The idea



[ŜǘΩǎ 
start!



Theory of 
Reasoned Action

Trans ς Theoretical 
model

Theory of 
McGuire

Communication-
Persuasion Matrix

Elaboration Likelihood 
model

Self-Determination 
Theory

Theories of 
Stigma and 

Discrimination

Diffusion 
of innovations 

Theory

Social Cognitive 
Theory

Theories of 
Automatic, Impulsive 
& Habitual Behaviour

Social Norm 
Theories

Theories of 
Social Networks

[ŜǘΩǎ 
learn



Theoryof ReasonedAction

Intention to do it Behaviour 

Barriers
Is there any support?

Attitude
What do I believe?
How do I value that belief?

Perceived social norm
What do important others believe?
How important is their opinion for me?

Perceived behavioural control
Am I capable to do it?

[ŜǘΩǎ understand



Theoryof ReasonedAction

ÅI might consider trying it 
for half a year

Let me do it!  

I receive guidance
I receive some funding
It is okay to start with a periodical contract

Attitude
ÅI believe pwd need much guidance
ÅI do not like it when my employees need 

much guidance

Perceived social norm
ÅThis director of the company next to me 

says it is not true 
ÅAnd I highly value his opinion

Perceived behavioural control
ÅHe says I can be trained in this guidance, 

it costs just some hours 

[ŜǘΩǎ understand



i-SMEmodel behaviourchange

[ŜǘΩǎ change

Intention to do it Behaviour 

Automatic reactions

Ability 

Emotions 

ΨtƘȅǎƛŎŀƭΩ ŜƴǾƛǊƻƴƳŜƴǘ

External opportunities

Social environment: what others do

Resistance: aversion

Resistance: scepsis

Social environment: what others think

Self image

Attitude

Knowledge

Self efficacy



i-SMEmodel behaviourchange

[ŜǘΩǎ change

Intention Behaviour 

Automatic reactions

Ability 

ΨtƘȅǎƛŎŀƭΩ ŜƴǾƛǊƻƴƳŜƴǘ

External opportunities

Social environment: what others do

Resistance: aversion

Resistance: scepsis

Social environment: what others think

Self image

Attitude

Knowledge

Self efficacy

Emotions 



i-SMEmodel behaviourchange

[ŜǘΩǎ change

Automatic reactions

Ability 

Emotions 

ΨtƘȅǎƛŎŀƭΩ ŜƴǾƛǊƻƴƳŜƴǘ

External opportunities

Resistance: aversion

Resistance: scepsis

Self image

Attitude

Knowledge

Self efficacy

Intention Behaviour 

Social environment: 
what others do

Social environment: 
what others think



next
steps!

V 'Translating' theoretical concepts 

V into behavioural components 

V to suggestions to influence 
behavioural awareness 

V to concrete ingredients to 
apply when organising an event



The result: What, WhyandHow

Action Guidelines

SMART goal Ingredients Succes

Who is our 
audience? What is our 

ambition with this 
audience?

What 
SMART 

goal(s) do 

we want to 
reach?

Whom is best 
to speak?

What to 
include into the 
programme?

Where shall 
we organise?

What shall we 
organise?

What should be 
the message?

What else to include 
to ensure the highest 

level of success?

What to do at the 
end to find out if 
we reached our 
goal(s)?

Who will 
organise?

What type of 
event shall we 

organise?



The result: What, WhyandHow

Key topics to think of, to increase success

1. When starting to organise

2. When inviting

3. The location of the event

4. Whom is best to speak?

5. What should be in general in the message?

6. What should be in the message when organising an event for an audience that is really interested? 

7. How to interact with the audience? 

8. What to include in the programme? 

9. What to do in general and important for success 

10. After the event



Start with bringingthe audiencein a goodmood!

Ingredients: a selection

Audience

Give the audience 
something, they want to 
give something back 

Organise the event, where 
the good practice is done 
by somebody your 
audience know 
and respect

Peers

[Ŝǘ ΨǇŜŜǊǎΩ ƻŦ ȅƻǳǊ 
audience officially 
organise the meeting

DƛǾŜ ΨǇŜŜǊǎΩ ŀ ǇǊƻƳƛƴŜƴǘ 
role in the meeting, then 
your audience can identify 
with the speaker

Message

Use simple and positive 
messages: check them 
beforehand with your 
audience

Repeat the message many 
times, in the same way and 
in different ways 

Location

Organise the event in 
places where the audience 
ǳǎǳŀƭƭȅ ΨƭƛƪŜǎ ǘƻ ōŜΩ

Organise the event, where 
the good practice is done 
by somebody your 
audience know and respect



Let us 
help...



Supporting materials

{ǘƻǊȅ ǘŜƭƭƛƴƎ ǾƛŘŜƻΩǎ

¢ǊƛƎƎŜǊ ǾƛŘŜƻΩǎ

LƴǎǘǊǳŎǘƛƻƴŀƭ ǾƛŘŜƻΩǎ

Step by step guide

iSME stories



Action guidelines
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Who is our audience? 

 

What is our ambition with this 

audience? 

What type of event shall we organise? 

 

Who will organise? 

 

  

 

 

 

 

 

 

 

 

  

Why do we choose this audience? Why is this our ambition? 

 

Why do we choose for this type of 

event? 

Why do ΨtheyΩ organise? 

  

 

 

 

 

 

 

  

What SMART goal(s) do we want to reach:  

 

 

 

 

 

 

 

 

 
  

 

SMART goal 

The first topic is aimed at formulating SMART goals for your event. 

When formulating your SMART goal, you start with deciding who will 

be your audience, then you formulate your ambition with this 

audience, and think about the type of event you would like to organise 

and the last part is to formulate one or more SMART goals you would 

like to reach.  

 

Who is my audience? 

First of all, you have to decide who will be your audience; what 

audience or audiences do you need to works towards reaching your 

ambition? It can be an audience that is directly in the position to hire 

persons with disabilities, like CEOΩs of SMEs. It can also be an audience 

that can influence others within the organisation to hire persons with 

disabilities, like for instance HR professionals, managers, union representatives. You choose your audience based on 

what you would like to reach: the audience that has a strong influence in realising your ambition. 

 

The characteristics of an audience have a strong impact on all aspects related to your event. For instance, organising 

an event for HR of SMEs is different than organising an event for CEOs of SMEs. They have different roles and 

positions in the organisation, and they most probably have different knowledge about personnel issues, different 

knowledge about strategic aspects of the organisation, different peers whom they respect and look up to and they 

might be open for different messages compared to the CEOs of the SMEs. Knowing your audience means being more 

able to tailor your programme, your message and your speakers to your audience. 

 

What is my ambition with this audience?  

Once you have chosen your audience, you look again at your ambition. What is your ambition with this audience? In 

other words, what is it what drives you to get this audience where you want them to be?  

 

Å A goal is a desired result that you wish to achieve; a target you want to reach.  

Å An ambition is a desire, it is what drives you to get where you want to be. 

 

If your audience consists of CEOs, your ambition might be that they all are open to hire a person with a disability. If 

your audience consists of supervisors or managers, your ambition might be that they see the possibilities for their 

department to hire persons with a disability, and then they might be able to discuss with their CEO about hiring a 

person with a disability. Once you have formulated your ambition with your audience, you can make your ambition 

more specific and formulate SMART goals you would like to receive with this audience.  

 

What type of event shall I organise? 

The type of ΨeventΩ is strongly dependent on your goal and on your audience. If you formulate goals related to 

Ψinforming your audience about something relevantΩ, you better just use the channels used by your audience and send 

your message via these channels. For instance, if employers in your region have their own business forum, you can 

make arrangements to use this forum to send your message.  

If you formulate goals related to Ψcreating awarenessΩ or related to Ψdesired behaviourΩ, like the SMART goal just 

formulated, then organising an event works better. It works better since the direct contact with the audience gives 

you the possibility to interact, which is needed to convince and motivate individuals in the audience, and to take away 

possible resistance. Then, you can either choose for an online event, or a physical event. This depends on your budget 

and has also to do with the ΨattitudeΩ of your audience towards the subject of the event.  

 

The subject of the event is always related to the placement of persons with a disability in the open labour market, and 

in this case especially in SMEs.  

 

SMART 
goal

Who is our  
audience?

What is our  
ambition 
with this 

audience?

What SM ART 
goal(s) do we 

want to 
reach?

Who will 
organise?

What type of 
event shall 

we organise?
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The ingredients  

Here you find the list of all ingredients that you can use to plan and organise your event. Read them carefully, 

depending on the event, you can make use of different ingredients.  

Be creative in using them, the more you include the more chance on a successful event!  

 

1 When starting to organise 

Let ΨpeersΩ of your audience officially organise the meeting. 

 

2 When inviting 

Always use personal greeting when contacting the individuals in the audience. 

Include a message that meets their needs and interests; this can differ, depending on your audience. They might 

expect to find answers on their needs, they might expect to have a nice moment because they meet their peers, 

they might look forward to listening to an interesting speaker, they might come because they enjoy the location, 

the foods, drinks, or Χ any other reason that attracts them to come. Ensure you know why they come and 

ensure to include a clear Ψwhat is in it for meΩ message in your invitation.  

Package the message nicely: use an attractive message, use a catchy name, a nice design, it will make those 

invited more open for the message, and they will think more positive about the message. 

 

3 The location of an event 

 Organise the event in places where the audience usually Ψlikes to beΩ. 

 If possible, organise the event in a place where the Ψgood practiceΩ, i.e., the desired behaviour can be viewed by 

 the audience. 

 Even better, organise the event, where the good practice is done by somebody your audience know and  really 

 respect. 

 Ensure the environment is clean, quiet, Ψlooking goodΩ and pleasant. 

 Ensure a Ψwarm welcomeΩ starting from the first invitation, via the itinerary to the event location, parking, 

 entrance, vestiary, etc.  

 

4 Whom is best to speak? 

 In any case: Give ΨpeersΩ a prominent role in the meeting, then your audience can identify with the speaker. 

 Include an expert speaker who is regarded as Ψan authorityΩ. 

 Include an expert speaker who knows ΨpracticeΩ. 

 Include a speaker that is trusted and respected by the audience, that can really show the desired behaviour. 

 Include more than one, if possible. Let them pay attention to Ψall those they know and show the desired 

 behaviour and are happy with itΩ.  

 Better, when all these speakers have a sympathetic character. 

 And, even better, when the speakers are attractive. 

 

5 What should be in general in the message? 

 Use simple and positive messages: check them beforehand with your audience. 

 Ensure to limit the presented information, keep it simple and very clear and short. 

 Always deliver messages as Ψan adviceΩ for the audience, never try to ΨsellΩ something to your audience. 

 Let the ΨauthorityΩ expert inform the audience with facts and figures as objective as possible, including the 

 pros and cons of the Ψdesired behaviourΩ. 

 Let the expert speaker who knows ΨpracticeΩ give clear, simple and specific information related to the desired 

 behaviour, including the pros and cons in Ψpractical termsΩ. 

 Let the speaker that is trusted and respected by the audience show the desired behaviour and tell his story. 

 Only provide the audience with ΨcertaintiesΩ, avoid as much as possible information containing uncertainties. 

Guidelinesfor organisingevents stimulatingSMEsto beopen to the recruitment andhiringof persons with a disability.



Focus on the audience



Again, usingthe Theories

[ŜǘΩǎ ŘƛǾŜ ƛƴǘƻ the audience!

ÅWho is your audience?

ÅWhat characterises them?

Å How to increase their intentions?

ÅIƻǿ ǘƻ ΨƻǇŜƴΩ ǘƘŜƛǊ ŘƻƻǊΚ



A needfor personnel& open to hire persons with a disability

Your audience

IƛƎƘ ΨneedΩ for personnelbƻ ΨneedΩ for personnel

Open to hire persons 
with a disability

Not at all open to hire
persons with a disability

How to bringthem onestep further?



Force-field analysis

Open to hire persons with a disability

Not at all open to hire persons with a disability

IƛƎƘ ΨneedΩ for
personnel

bƻ ΨneedΩ for
personnel

Socialmedia campaign
¢ǊƛƎƎŜǊ ǾƛŘŜƻΩǎ

Physicalevent
Online event
Storytelling
Avoiddetails

Physicalevent
Online event

Storytelling
Includedetails

Provideconcrete tools

Face to face meetings
InstructionalǾƛŘŜƻΩǎ

Socialmedia campaign
¢ǊƛƎƎŜǊ ǾƛŘŜƻΩǎ
{ǘƻǊȅǘŜƭƭƛƴƎ ǾƛŘŜƻΩǎ



[ŜǘΩǎ ǎƘƻǿ 
how it works 
in practice!



Guidelines in action!


