ENGLISH SECTOR PROMOTIONAL INITIATIVES
RECOMMENDATIONS FROM KEY 2009 DOCUMENTS 
1.  Excerpt from the English sector’s Plan d’Aménagement, Section 6 – Le   Plan  d’Aménagement : Section 6.2.7 : Recrutement &  Promotion 6.2.7., p.72
6.2.7
Recrutement et promotion

Les efforts de promotion et de publicité, en langue anglaise, devront être maintenus, voire augmentés. La formation professionnelle et technique doit être considérée comme un choix valable parmi l’ensemble des choix qui s’offrent aux jeunes qui veulent un diplôme pour mieux se préparer au marché du travail. Cet effort doit s’inscrire, comme présentement, dans un plan global de valorisation de la formation professionnelle et technique du Ministère, il doit cibler la population et les jeunes des écoles secondaires, voire même primaires. Il ne s’agit pas de présenter la formation professionnelle ou technique comme la seule voie, mais comme une voie permettant aux jeunes de se réaliser, selon leurs aspirations, leurs habiletés et leurs aptitudes.

Les campagnes de sensibilisation devront tenir compte des jeunes et des adultes qui ont quitté les bancs de l’école sans obtenir de qualification. Il est nécessaire que les institutions, le MELS, voire Emploi-Québec, collaborent étroitement à rejoindre ces jeunes et moins jeunes afin de s’assurer qu’ils détiennent une information adéquate sur les services offerts en formation continue et du support dont ils peuvent bénéficier. Il leur appartiendra par la suite de compléter les études pour obtenir un diplôme facilitant leur intégration ou leur retour sur le marché du travail.

.

2.  Excerpt from the ELVEC Collaborative Action Plan for 2009-2014, Section 8:  Key Components of the Plan:  Sections 8.C & 8.D. Targeted & Sustained Information & Marketing Recommendation 6, p. 62-63.
8.C.4.
Encouraging Youth through College & School Board Collaboration

The PVTTCC’s 2007-2008 telephone survey of colleges and school boards
 revealed common frustration regarding the marketing challenges posed by the Anglophone community’s long-standing bias in favour of university education.  Changing attitudes takes time and consistent effort.  English sector boards attribute their promotional success in large measure to the fact their modest marketing budgets have been supplemented for several years now by the MELS Information & Promotion budget entente financing.  On average, about fifteen regional initiative projects are subsidized each year.  Apart from a presence in the initial year of the budget, colleges have not participated in managing or accessing this fund. (One exception is College de la Gaspésie, which, at the suggestion of SSCA-DPP, has now accessed the fund in 2008 and 2009 to help with vital recruitment of Anglophone students.).  As part of rapprochement efforts, a college representative joined the budget management committee as of January 2009.

8.D.
Targeted & Sustained Information & Marketing

To maximize and consolidate efforts to encourage increased enrollment in vocational and technical programs, the English school boards propose the following three-fold information and marketing actions:

RECOMMENDED ACTION 6:

· Over the course of the 2009-2014 strategic period, maintain the allocation of Ministry funding for targeted English language Information and Promotion activities and resources at both the central and regional levels.
· Organize a cooperative effort of MELS’ Direction des communications, SSCA-DPP and SFPTFC and English school boards and colleges to measure systematically the effectiveness of English-language information and marketing programs.

· Identify aspects of marketing on which colleges and school boards could work collaboratively to raise the profile of vocational-technical training careers and market more effectively to potential English-speaking clientele. 

� Provincial Vocational & Technical Training Collaborative Committee, Partnerships & Collaborative Projects Base Survey of Quebec English School Boards & Colleges, November, 2008, unpublished telephone survey.





