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THE APPRENTICESHIP
LANDSCAPE IN TEXAS



Rapid Growth: Texas has the fastest-growing economy in the U.S., adding over 300,000 jobs
in the last year.

The Problem: Not all Texans benefit equally; women and people of color face persistent
poverty and high unemployment rates.

The Skills Gap:
54% of jobs require skills training beyond high school- only 45% of the workforce has
the necessary skills.
It is projected that 70% of jobs in Texas will require a postsecondary credential, yet
only about one-third of Texas high school graduates currently achieve such
credentials.

The Need: We must create accessible, high-wage pathways that directly fill this
demand.

WHY THIS MATTERS
TEXAS ECONOMIC GROWTH MEETS A SKILLS CRISIS



Apprenticeship Underutilization: Despite clear benefits, there are only 32,625
registered apprentices in Texas.

College Cost vs. Value: The rising cost of a four-year degree (average $28,724/year
including expenses) and high student debt are fueling widespread skepticism in higher
education.

The Perception Problem: Apprenticeships are currently viewed through a narrow,
outdated lens:

Limited to "blue-collar" or manual labor trades.
Framed as a "fallback" or "less prestigious" option compared to a four-year
degree.

THE CHALLENGE
OUTDATED NARRATIVES & HIGH COSTS



Goal: To transform the narrative around apprenticeships to increase access for young
people, particularly women and young people of color.

Target Industries (High-Demand):
Health Care
Advanced Manufacturing
Information Technology (IT)
Community and Social Services

The Focus: Reframing apprenticeships as modern, dynamic opportunities that offer critical
skills and direct pathways to high-demand careers.

OUR CALL TO ACTION
NARRATIVE CHANGE

 “By shifting focus towards rethinking
the way Texans talk about

apprenticeships, we can begin to
unlock the opportunities

apprenticeship programs can provide
for young adults.”



RESEARCH &
FINDINGS



LANDSCAPE ANALYSIS 
Media Audit, Messaging Audit, and In-depth Interviews



CURRENT PUBLIC PERCEPTION  
LANDSCAPE ANALYSIS

Seen as “backup” or
“blue-collar only”

Few real apprentice voices 
or stories

Messaging focuses on
employers, not apprentices

Limited representation: 
mostly men, trades imagery Inconsistent language: 

earn-while-you-learn, 
work-based learning, apprenticeships



MINDSET RESEARCH 
UNDERSTANDING THE MINDSET OF YOUNG ADULTS 



Young adults define success beyond income:
they value stability, happiness, and autonomy.

Apprenticeships become more appealing
when framed as empowering choices, not
fallbacks.

Misconceptions are easily corrected with clear,
authentic storytelling.

Peers are the most trusted messengers—more
than employers or experts.

MINDSET RESEARCH 
Takeaways



MINDSET RESEARCH
Focus groups with young adults



PERSUASION RESEARCH 
Message testing through stories & surveys



PERSUASION TESTING RESULTS
Message testing through stories & surveys

Stories that connect emotionally changed
perception in a way that data alone couldn’t

Testimonials outperformed informational content

Authentic visuals built trust

Overly polished content reduced credibility

“College isn’t for everyone” narratives resonated
deeply



PERSUASION RESEARCH
Message testing through stories & surveys



Values: Success = financial stability plus happiness,
freedom, and work-life balance.

Misperceptions: Apprenticeships seen as trade-only;
confusion with internships/fellowships.

Openness: Misconceptions are easy to fix with simple,
authentic information.

 Motivations: Avoiding student debt, gaining credentials,
exploring careers.

Trusted Messengers: Peers, parents, and relatable 
       stories > formal marketing.

KEY INSIGHTS



 REFRAMING EXAMPLE

EXAMPLES:

Before:
“Apprenticeships fill skills gaps for employers.”

After:
“Apprenticeships help Texans build skills 
and careers that sustain themselves and
their families.”

Before:
“Apprenticeships are a great option for those
who can’t afford college.”

After:
“Apprenticeships are a great option for people
who want to learn, earn, and have experience in
growing industries.”



RECOMMENDATIONS:
TELLING THE RIGHT STORIES



REFRAMING THE NARRATIVE

TELLING THE RIGHT STORIES
REFRAMING THE VALUE PROPOSITION

Position
apprenticeships
as career
accelerators, not
“alternatives.”

Normalize that
college is one of
many valid paths.

Focus on
empowerment
and opportunity,
not deficit or
“escape from
poverty.”



TELLING THE RIGHT STORIES

CENTER AUTHENTIC MESSENGERS

REFRAMING THE VALUE PROPOSITION

Use real
apprentices! 
Their pride,
challenges, and
growth make the
story credible.

Introduce the
person first, then
the program.

Balance emotional
outcomes
(confidence,
purpose) with
practical results
(credentials, pay).



TELLING THE RIGHT STORIES

DIVERSIFY REPRESENTATION

REFRAMING THE VALUE PROPOSITION

Spotlight women
and people of color
to demonstrate the
breadth of
opportunities
beyond traditional
stereotypes.

Use photography
and video that
reflect modern,
inclusive
workplaces.

Include non-trade
industries
(healthcare, IT,
education) to show
the diversity of
opportunity. 



TELLING THE RIGHT STORIES

TAILOR FOR YOUR AUDIENCE

REFRAMING THE VALUE PROPOSITION

For Employers:
Talent pipeline,
retention, ROI, local
workforce strength.

For Young Adults:
Earn-while-you-
learn, mentorship,
flexibility, no debt.

Avoid blending
both in one
message.



TELLING THE RIGHT STORIES

ACCESSIBLE INFORMATION

REFRAMING THE VALUE PROPOSITION

Pair clear
definitions and
FAQs with relatable
storytelling.

Share specifics, like
wages, duration,
credentials, in plain
language.



TELLING THE RIGHT STORIES

LEVERAGE TRUSTED CHANNELS

REFRAMING THE VALUE PROPOSITION

Counselors, career
centers, and social
media (TikTok,
Instagram Reels,
YouTube Shorts)

“Social proof”

Peer-led content
and ambassador
programs



Adopt narrative standards: Integrate inclusive language, authentic imagery, and real
voices into communications.

Partner across systems: Work with education, workforce, and industry partners align
messaging.

Pilot a shared campaign: Use tested story frameworks to co-launch awareness
drives or events focused on specific regions or industries.  (IT/Healthcare in Dallas)

Support amplification: Share apprentice stories through organizational channels.

OPPORTUNTIES FOR STAKEHOLDERS

RESEARCH TO ACTION



 

WHEN WE CHANGE
THE NARRATIVE,
WE CHANGE WHO
SEES THEMSELVES
IN THE
OPPORTUNITY.



ANY QUESTIONS?

THANK YOU FOR YOUR
ATTENTION
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CONTACT 
KASEY.CORPUS@YOUNGINVINCIBLES.ORG


