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REQUEST FOR PROPOSAL

PRESENTED BY: 
CAMP NETWORKING CANADA
1. EXECUTIVE SUMMARY:
CAMP Networking is a Canadian networking organization of internationally trained Communications, Advertising and Marketing Professionals. Established in the GTA in 2005, CAMP is a founding member of Toronto Region Immigrant Employment Council (TRIEC)’s Professional Immigrant Networks (PIN) Initiative. 

From 2005 to 2011, CAMP has assisted over 500 members in meeting their career objectives through networking events, educational forums, mentoring programs, volunteer work, and professional development opportunities. 

This proposal emphasizes on CAMP’s goal of expanding Mentorship Program extensively for its members. It also highlights on CAMP’s strategies to reach out to more newcomers from Communications, Advertising and Marketing industry and help them integrate with Canadian market place and culture including the goal to support other PIN members. In line with this goal, CAMP plans to extend its network beyond Ontario to other provinces such as British Columbia, Alberta and Quebec. 
This proposal highlights the need of newcomers for having an institution which will bridge the gap between their International and Canadian experience and provides an arena for them to explore the guidance for settling in the job force through right mentorship, educational programs and partnership with industry experts. 

CAMP strives to align its goals with Canada’s vision of continuous growth and development by supporting new Canadians who are Internationally Educated Professionals and believes that when new Canadians succeed, all of Canada wins.
2. AGENCY HISTORY:

CAMP is Canada's first networking organization of internationally educated and trained professionals in the Communications, Advertising, Marketing and Sales sectors. It was found on 2005 with a vision to help new Canadians network and support each other. 

Since is inception, CAMP is affiliated with TRIEC, the Toronto Region Immigrant Employment Council and has actively contributed in founding Professional Immigrants Network (PIN).
AGENCY HISTORY NEEDS TO BE ELABORATED A BIT. IT SHOULD INCLUDE WHEN CAMP WAS FOUND, WHO DID, WHAT WERE THE ACTIVITIES.
3. OVERVIEW:

CAMP provides a forum for Internationally Educated Professionals (IEPs), where career enhancement is faster as it builds upon the skills, knowledge and connections of its members. The CAMP Executive Team and members volunteer their time and skills and enthusiastically take on roles that help achieve our goals.
Through monthly meetings and events, CAMP members build on the intellectual and social capital that can help them get ahead. CAMP provides a platform for its members to network, explore career leads, share experiences, get mentored from the industry leaders, volunteer their skills and time and make a difference to a cause they support.

3.1 VISION:
Enable, mentor and support Internationally Educated Professionals [IEPs] in the field of Communications, Advertising and Marketing to integrate quickly, effectively and satisfactorily into the Canadian workplace.

3.2 MISSION:
Assist the professional integration of IEPs through networking opportunities, success stories and professional coaching. Connect members with successful mentors, industry leaders and professional speakers.
3.3 OBJECTIVES:
CAMP Networking has set its objectives as “Mission 2015” as mentioned hereunder:
1. To establish new Chapters in Vancouver, Montreal, Ottawa and Calgary over the next three years.
2.  To mentor a minimum of 25 C.A.M professionals, annually across all the chapters.
3. To establish an internship program with corporate houses and for at least 5 CAMP members every year across chapters.
4. To maintain monthly CAMP meetings with mentors to help develop knowledge and network with fellow members.

3.4 VALUE:
CAMP inculcates a value system based on the following principles:

Networking - CAMP strongly supports Networking and Netgiving between industry professionals from within Canada and Internationally Educated Professionals looking to integrate.
Connecting - At all levels, CAMP is about Connecting people to each other and providing a forum for seamless sharing of fresh ideas and opportunities, between existing members and future citizens.

Personal Growth - Integrating into an entirely new value system can be challenging yet thoroughly rewarding. CAMP provides success tips and insights, cultural coaching, motivational sessions and development workshops at frequent intervals.

3.5 CAMP CORE CREED:
CAMP inculcates a value system based on the following principles:

· Collaboration

· Diversity

· Service Excellence

· Empowerment

Collaboration - CAMP strongly supports Networking and Netgiving between industry professionals from within Canada and Internationally Educated Professionals looking to integrate. This means that members and stakeholders have to believe in a strong sense of collaboration. We are a Not 
for Profit group and our future depends on volunteers giving their time and effort.

Diversity - At all levels, CAMP is about connecting people from diverse countries to each other and providing a forum for seamless sharing of fresh ideas and opportunities, between existing members and future citizens.

Service excellence – The process of assimilating new value system is equally challenging and rewarding. CAMP facilitates its members in this process by guiding them through motivational sessions and development workshops that includes tips and information on job search, career leads including cultural coaching. We have to keep our service delivery at the leading edge, constantly looking for the best in its class.

Empowerment – Members have to feel far more enriched by joining CAMP and imbibing what CAMP offers. Selection of speakers and other initiatives have to also add value for our members.
4. SOURCES OF REVENUE:
CAMP has been running its operations as a voluntary organization to facilitate new Canadians from Communications, Advertisement and Marketing background. It has not collected or raised any fund as of now. The speakers are invited for presentation and mentorship programs on personal requests and are not paid any honorariums. Similarly, the event venue is also booked through personal links and is provided on complimentary basis. CAMP does not charge any fee to its members as well. Hence, there is no current source of revenue for CAMP to expand its mission. 

5. PROGRAM DESCRIPTIONS AND FUND RAISING NEEDS:
As CAMP is a non-profit organization run by volunteers, it lacks capital funding to promote the organization, its vision and mission that hinder its reach to more new Canadians. 

CAMP started off as a medium for networking platform for Communication, Advertising and Marketing professionals but has turned out to be a platform where professionals from other backgrounds participate, network and benefit from. 
5.1 NON-FINANCIAL GOALS:
a. Create a resource pool of professionals 
b. Enable access to companies to the growing database of professionals
c. Provide mentorship programs
d. Enable internship within participating companies
e. Enable volunteer program in companies

5.2 FINANCIAL GOALS:
a. Raise funds to enable the increment of networking and mentorship events by arranging weekly or bi-weekly events that would contribute more towards the new Canadians’ goals of settling in Canadian job force
b. Have a few core staff to assist new Canadians’ on daily basis in their job search activity
c. Establish CAMP’s chapters in other cities such as Vancouver, Montreal, Ottawa and Calgary to execute its mission of helping more new comers all around
d. Start bridging courses for new Canadians in Communication, Advertising and Marketing in affiliation with 

However, in order to proceed with all these plans, we lack capital. 

6. TIMELINE FOR FUNDING: 
7. COMMUNITY NEED:
Every year an average of 260,000 people migrate to Canada. Surveys in the past have shown that less than a third of newcomers get a job in their intended field in the first year and only 9% of the remaining in the second year. This could be either due to lack of mentoring programs, valuable partnerships within the industry or language barriers and more such reasons. 
As this is the major challenge of new Canadians, CAMP established its goals aligning them with Canada’s vision of its continuous growth and development by efficiently integrating new comers with the industry experts in order to help them step into the Canadian market place.  This will thus create a win-win situation for everyone; for newcomers to begin a smooth sail in Canada, for government to create an arena where international skills and talent is recognized and productively used and for CAMP to succeed in its mission by helping its members in Canadian job force. And when new Canadians succeed, all of Canada wins!
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Appendix I: Graph I representing migration trend in Canada, Ontario and Toronto 
[Source: Stats Canada]
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Appendix II: Graph II representing migration trend by region 

 [Source: Stats Canada]

Immigration by Percentage distribution

	Source area
	2002
	2003
	2004
	2005
	2006
	2007
	2008
	2009
	2010
	2011

	Africa and the Middle East
	10.3
	11.5
	12.7
	12.0
	11.8
	13.5
	14.2
	14.9
	15.7
	15.3

	Asia and Pacific
	58.8
	59.4
	54.7
	57.7
	61.0
	56.7
	52.8
	52.8
	49.4
	50.8

	South and Central America
	12.6
	11.3
	12.0
	11.3
	10.0
	11.1
	11.8
	11.9
	14.9
	14.6

	United States
	4.5
	4.6
	6.0
	6.5
	6.3
	6.0
	7.1
	6.8
	6.6
	6.6

	Europe and the United Kingdom
	13.9
	13.2
	14.6
	12.4
	10.8
	12.6
	14.1
	13.6
	13.4
	12.6

	Source area not stated
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0

	Family class
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Africa and the Middle East
	22.2
	21.0
	20.6
	18.3
	22.7
	21.5
	20.9
	22.1
	23.9
	23.4

	Asia and Pacific
	51.7
	51.4
	49.7
	56.1
	50.2
	47.5
	49.2
	47.7
	51.5
	52.7

	South and Central America
	5.8
	6.0
	6.3
	5.2
	5.2
	7.2
	7.6
	8.1
	6.5
	7.1

	United States
	1.4
	1.4
	2.2
	2.4
	3.3
	3.6
	3.3
	2.4
	1.8
	1.9

	Europe and the United Kingdom
	18.9
	20.2
	21.1
	17.9
	18.7
	20.2
	18.9
	19.8
	16.4
	14.8

	Source area not stated
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0

	Economic immigrant
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Africa and the Middle East
	35.1
	36.7
	38.5
	32.0
	31.5
	33.1
	41.2
	47.4
	44.7
	45.6

	Asia and Pacific
	40.6
	39.1
	37.2
	33.1
	32.5
	34.2
	29.3
	29.1
	27.4
	25.8

	South and Central America
	11.3
	14.3
	14.1
	21.3
	23.4
	21.7
	21.5
	16.1
	18.0
	19.9

	United States
	0.1
	0.2
	0.4
	2.2
	3.8
	3.0
	2.2
	2.4
	4.8
	4.6

	Europe and the United Kingdom
	12.8
	9.7
	9.7
	11.2
	8.5
	7.7
	5.6
	5.0
	5.0
	4.0

	Source area not stated
	0.0
	0.0
	0.1
	0.2
	0.3
	0.3
	0.2
	0.1
	0.2
	0.2

	Refugees
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Africa and the Middle East
	13.9
	14.1
	20.3
	23.0
	18.7
	19.2
	16.4
	16.6
	18.5
	17.1

	Asia and Pacific
	26.4
	28.7
	26.1
	28.3
	33.4
	28.5
	29.4
	27.7
	25.0
	26.1

	South and 
Central America
	20.0
	21.1
	24.7
	24.0
	23.8
	26.3
	25.1
	28.0
	31.5
	30.6

	United States
	14.3
	13.9
	9.7
	7.9
	7.0
	7.8
	10.4
	9.7
	8.3
	9.5

	Europe and the United Kingdom
	25.4
	22.3
	19.2
	16.5
	17.0
	18.0
	18.4
	17.9
	16.5
	16.5

	Source area not stated
	0.0
	0.0
	0.0
	0.1
	0.1
	0.2
	0.3
	0.0
	0.2
	0.1

	Others
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Africa and the Middle East
	20.2
	19.7
	21.0
	18.8
	20.6
	20.5
	20.8
	22.3
	23.8
	23.8

	Asia and Pacific
	52.0
	51.4
	48.6
	52.6
	50.3
	47.6
	47.5
	46.5
	48.1
	48.4

	South and Central America
	8.5
	9.2
	9.4
	9.4
	9.7
	10.9
	10.7
	10.6
	10.1
	11.0

	United States
	2.3
	2.7
	3.2
	3.5
	4.3
	4.4
	4.5
	3.9
	3.3
	3.5

	Europe and the United Kingdom
	17.0
	17.0
	17.8
	15.6
	15.1
	16.5
	16.4
	16.8
	14.7
	13.2

	Source area not stated
	0.0
	0.0
	0.0
	0.0
	0.0
	0.1
	0.0
	0.0
	0.0
	0.0

	Category not stated
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0

	Total
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100


Appendix III: Table I representing migration trend by category and region
 [Source: CIC]
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Appendix IV: Graph III representing migration trend by category and region  [Source: CIC]

Permanent residents percentage distribution by category

	Category
	2002
	2003
	2004
	2005
	2006
	2007
	2008
	2009
	2010
	2011

	Spouses and partners
	14.9
	17.9
	18.8
	17.3
	18.0
	19.0
	17.9
	17.4
	14.5
	15.5

	Sons and daughters
	1.6
	1.6
	1.3
	1.2
	1.3
	1.4
	1.3
	1.2
	1.1
	1.1

	Parents and grandparents
	9.7
	8.8
	5.4
	4.8
	7.9
	6.7
	6.7
	6.8
	5.5
	5.7

	Others
	1.0
	1.1
	1.0
	0.8
	0.8
	0.9
	0.6
	0.4
	0.4
	0.4

	Family class
	27.2
	29.4
	26.4
	24.2
	28.0
	28.0
	26.5
	25.9
	21.5
	22.7

	Skilled workers - p.a.*
	23.1
	20.5
	20.3
	19.9
	17.5
	17.4
	17.5
	16.2
	17.4
	14.8

	Skilled workers - s.d.**
	30.5
	27.0
	27.8
	29.7
	24.6
	23.9
	24.4
	21.9
	25.1
	20.9

	Canadian experience 
class - p.a.*
	 
	 
	 
	 
	 
	 
	 
	0.7
	0.9
	1.6

	Canadian experience class - s.d.**
	 
	 
	 
	 
	 
	 
	 
	0.3
	0.5
	0.8

	Entrepreneurs - p.a.*
	0.5
	0.4
	0.3
	0.3
	0.3
	0.2
	0.2
	0.1
	0.1
	0.1

	Entrepreneurs - s.d.**
	1.4
	1.0
	0.8
	0.8
	0.9
	0.7
	0.5
	0.4
	0.3
	0.2

	Self-employed - p.a.*
	0.3
	0.2
	0.2
	0.1
	0.1
	0.1
	0.1
	0.1
	0.1
	0.0

	Self-employed - s.d.**
	0.6
	0.4
	0.3
	0.3
	0.3
	0.2
	0.1
	0.1
	0.1
	0.1

	Investors - p.a.*
	0.5
	0.4
	0.7
	1.0
	0.9
	0.9
	1.1
	1.1
	1.1
	1.2

	Investors - s.d.**
	1.5
	1.2
	1.9
	2.7
	2.3
	2.3
	3.0
	2.9
	3.0
	3.1

	Provincial/territorial nominees - p.a.*
	0.3
	0.6
	0.9
	1.0
	1.9
	2.7
	3.4
	4.7
	4.9
	6.1

	Provincial/territorial nominees - s.d.**
	0.6
	1.4
	1.8
	2.1
	3.4
	4.5
	5.7
	7.4
	8.0
	9.3

	Live-in caregivers - p.a.*
	0.7
	1.0
	1.1
	1.2
	1.4
	1.5
	2.5
	2.5
	2.7
	2.0

	Live-in caregivers - s.d.**
	0.2
	0.5
	0.8
	0.6
	1.3
	1.1
	1.8
	2.5
	2.2
	2.5

	Economic immigrants
	60.2
	54.7
	56.7
	59.6
	54.9
	55.4
	60.3
	60.9
	66.6
	62.8

	Government-assisted refugees
	3.3
	3.4
	3.1
	2.8
	2.9
	3.2
	3.0
	2.9
	2.6
	3.0

	Privately sponsored refugees
	1.3
	1.5
	1.3
	1.1
	1.3
	1.5
	1.4
	2.0
	1.7
	2.2

	Refugees landed in Canada
	4.6
	5.1
	6.7
	7.6
	6.3
	4.9
	2.8
	2.9
	3.2
	4.3

	Refugee dependents
	1.8
	1.8
	2.7
	2.1
	2.4
	2.2
	1.6
	1.3
	1.3
	1.7

	Refugees
	11.0
	11.7
	13.9
	13.6
	12.9
	11.8
	8.8
	9.1
	8.8
	11.2

	Retirees, DROC and PDRCC*** 
	0.1
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0

	Temporary resident permit holders
	0.0
	0.0
	0.1
	0.0
	0.1
	0.0
	0.0
	0.0
	0.0
	0.0

	H and C**** 
Cases
	0.3
	1.1
	1.3
	1.2
	1.7
	1.8
	1.4
	1.2
	1.0
	1.1

	Other H and C cases outside the family class / Public Policy
	1.3
	3.0
	1.7
	1.3
	2.3
	2.9
	2.9
	2.9
	2.1
	2.2

	Other immigrants
	1.7
	4.2
	3.0
	2.6
	4.1
	4.8
	4.3
	4.2
	3.2
	3.3

	Category not stated
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0
	0.0

	Total
	100.0
	100.0
	100.0
	100.0
	100.0
	100.0
	100.0
	100.0
	100.0
	100.0


*Principal applicants **Spouses and dependents *** Deferred removal orders class and post-determination refugee claimants in Canada ****Humanitarian and Compassionate

Appendix V: Table II representing migration trend by category
 [Source: CIC]

8. NEED FOR FUNDING:
Since its inception CAMP has been working as a non-profit organization and running its administration and programs through volunteers. It has been organizing networking and mentorship events, which have helped many new Canadians. There is no membership fee, which makes it convenient for the newcomers to become a part of CAMP and benefit from it. With better promotion and management of CAMP, it will be able to reach a wide network of people and help more new Canadians and operate with its belief of Integrate, Inspire and Innovate. CAMP aims to implement following approaches:
· More job-based website links
· Regular updates on what’s happening in CAMP sectors OR links to mainstream websites
· Better outreach program to the new immigrants

· Have tie ups with more Corporates 
· Affiliations with licensing bodies

8.1 RESOURCES NEEDED FOR PROJECT SUCCESS:

 Following organizational capacities are needed to implement the program
· Project Lead (paid)

· Administrative Assistant (paid)

· Community Outreach (paid)
· Mentors (volunteers) 
· Speakers (paid)

9. GOVERNANCE:

9.1 ORGANIZATIONAL STRUCTURE:
[image: image5.jpg]

10. PROJECT PLAN:
10.1.  IMPLEMENTATION PLAN:
	Objectives/Actions
	Timeline

	a. Organize weekly or biweekly events

	CAMP is currently organizing monthly networking events and it aims to organize these on weekly or biweekly basis for its existing and new members to benefit maximum from members, mentors and network
	March 2013

	b. Mentorship Program

	Contact corporates, industry experts and career guides to design Mentorship program and roll out mentorship program extensively 
	March 2013

	c. Employment Opportunity

	Liaise with industry experts and corporations to identify suitable jobs posting and vacancy announcement for both paid and voluntary opportunities for CAMP’s members and process regular updates on CAMP website
	February 2013


	Objectives/Actions
	Timeline

	d. Establish CAMP Chapters in other cities

	Identify key members to work as Chapter Board Members and hire key staff for project and administrative purposes 
	February 2013

	Design and submit proposals for Chapters in Ottawa, Vancouver, Calgary and Montreal
	December 2013

	Roll out Chapter projects in Ottawa and Montreal
	2014

	Roll out Chapter projects in Vancouver and Calgary
	2015

	e. Launch Bridge Courses

	Liaise with professional and educational institution and layout bridging course curriculum to facilitate CAMP’s members in bridging the gap between International and Canadian education and experiences
	December 2013


	Objectives/Actions
	Timeline

	f. Database Access

	Partner with corporations and arrange CAMP’s members database and make it available to the corporations/institutions/job market for the employers to screen and hire suitable candidate. Play a vital role in creating employment opportunities for CAMP’s members
	January 2014


10.2 ORGANIZATIONS AND PARTNERSHIPS: 
· CAMP

· TRIEC

· PINs

· Corporate bodies

· Members

NEED TO EXPLAIN ABOUT THE ROLES TO BE UNDERTAKEN BY EACH STAKEHOLDER
10.3 PROJECT COMMUNICATION STRATEGY:
Stakeholders will be categorized into categories; one as donor and second as participant. Project funders are categorized as donor and members and corporations are categorized as participants. CAMP will organize quarterly steering committee meetings to communicate about project progress with its 
donors including monthly report presentation whereas it will organize monthly meetings with corporations to discuss about mentorship programs, employment opportunities. For members, CAMP will publish quarterly newsletters to communicate about major events and news. CAMP’s website will also include information regarding project progress, events and employment opportunities.

10.4 PROJECT EVALUATION: 
We will also submit a project report upon the completion of the 2013/14 fiscal year. We will keep detailed accurate, complete records of expenditures made under the grant, and participate actively in the evaluation of project activities during the course of the 2013/14 fiscal year.

Upon request, we will the provide an audited financial statement of the income and expenditure related to the grant by an independent certified public accountant as documentation that the grant money is spent on the purposes for which it was provided.

Further, evaluation of CAMP’s overall effectiveness as a specialized networking and mentorship institution is measured by its members, partners and committee’s satisfaction, and the level of successful services provided. We will organize quarterly meetings and group discussion programs with steering committee members, members and corporations to review project management, progress, impact and also to develop new plan of actions and strategies. 

10.5. OUTCOME AND OUTCOME EVALUATION:

We will implement a survey system for every event where the participants could present their feedback about the events and their views and thoughts on improving the events further in order to align the purpose and outcome of 
event directly with their expectation or goals. This system would help to implement new strategies in improving and maintaining the quality of CAMP’s networking and mentorship events. Further, it would also help to align funder’s goal with CAMP’s vision and mission. 

10.6 PROPOSED BUDGET:
	INCOME
	EXPENSE

	SOURCES
	AMOUNT
	USES
	AMOUNT

	Revenue
	
	General Operating Support
	

	Government grants & contracts
	
	Salaries & Fringe Benefits (for project budgets detail each position to be funded)
	

	Banks & Foundations
	
	Salaries, Fringe & OTPS
	

	Earned Income
	
	Salaries, Fringe & OTPS
	

	Fundraising
	
	Insurance & taxes
	

	Donations
	
	Consultants & professional fees
	

	In-kind support
	
	In-kind expenses
	


10.7 RISK ASSESSMENT:
10.7.1. SWOT ANALYSIS:
STRENGTH

· Renowned institution with huge membership base from different backgrounds who are internationally trained and highly skilled professionals

· Affiliated with government body TRIEC

· Founding committee member of PINs

· Strong association with industry experts and corporations who assist as mentors

WEAKNESS

· Limited number of events and limitation in expanding mentorship program extensively due to lack of fund

· Voluntary based organization, which lacks dedicated and committed staff to handle organization and administrative affairs

OPPORTUNITIES

· To organize networking events frequently to assist new comers learn from and associate with industry experts and each other

· To run mentorship programs extensively

· To start bridging courses in association with renowned institutes

· To establish its chapters in other cities in order to reach out to more new comers

THREAT

· Risk of discontinuation of CAMP due to lack of fund

Description of Programs Include testimonials from: organizations/partners, funders, users. 
10.8. ORGANIZATIONS/PARTNERS TESTIMONIALS:

10.9. FUNDERS TESTIMONIALS:
10.10. MEMBERS’ TESTIMONIALS:

“As a Toronto region network of international professionals in Communications, Advertising and Marketing, CAMP helps new Canadians to get ahead in the work place.

Success stories shared at monthly meetings unlock helpful learning. And, experts from industry, government and non-profits share tips and tricks of great value.

Sign up at CAMP today and see the difference it is making.”
· Alan Rego

“CAMP has helped me out tremendously. Since moving to Toronto, a completely new city to me, where I didn’t know anyone, I’ve met so many marketing professionals like myself going through this sensitive transition. I now feel like part of a community.”

· Melwyn D’Costa

“CAMP is a great launching pad for newcomers with a CAM background. The monthly meetings once attended regularly gives each one a forum to express themselves, learn from others and network with similar minded professionals. 

The monthly speakers that CAMP carefully chooses to invite are all great buckets of wisdom ready to share their wealth of knowledge. I would encourage those who have passed through these Ivy Halls in their road to settle in Canada come back to give back to the newcomers that keep adding to the roster.” 

· Gautam Nath 

 “CAMP Networking is a platform of media professionals that meet to share stories of success, failure and efforts. It provides peer-level professional support to newcomers of the media fraternity to understand the professional media environment in Canada. 

Although primarily comprising media professionals, CAMP often highlights the achievements of non-media professionals as well and that makes the group relevant to a vast cross-section of new immigrants from diverse fields. I have personally found my involvement with the group to be personally and professionally enriching. 

The people involved with the group -- both in the past and at present -- go out of their way to make you feel at home and value your talent. My sincere thanks to the group for giving me the fortitude and the courage to face challenges as a newcomer to Canada.” 

· Mayank Bhatt

 “CAMP is a great networking organization in the GTA for professionals who wish to expand their networking and seek opportunities. People in CAMP are enthusiastic and very helpful. CAMP also invites different professionals to share their knowledge, which is a great chance to learn.

· Richard Zhang
“CAMP is based on the concept of immigrants helping immigrants in the areas of Communications, Advertising and Marketing. It provides a venue for newly 
arrived immigrants to network, exchange job leads and to get exposure to industry leaders who are guest speakers each month.” 

· Deepak Tuteja
11. CONCLUSION:

Canada has a strong migration history, which can be seen today as much as ever before. Immigration has been a key factor in the growth of Canada’s economy over the last decade. Immigrants are a key resource for building and strengthening Canada, particularly in light of our aging population, our declining birth rate and the global competition for talent. [Cited from: www.alliescanada.ca]
The major reasons why people migrate to Canada is because of the first class quality of life and Canada has been receiving awards and accolades to affirm this. In 2009, Canada was ranked the 4th best place to live according to the United Nations Human Development Index. It consistently ranks in top 5 every year. [Cited from: immigrating-to-canada.org]. Vancouver has won the global award for overall quality of life in 2005, Calgary has been ranked 11th city out of 114 as the world’s most environmentally friendly and cleanest city and the Economist named Canada as the world’s 8th most peaceful country in 2007.  [Cited from: www.overseas-emigration.co.uk]. Similarly, the top class healthcare facility and education system are also amongst the major reasons for people to migrate to Canada. Further, as Canada is an ethnically diverse country, Canada's residents come from all walks of life. It embraces multiculturalism throughout the country thus people from various parts of the world feel welcomed in Canada no matter what part they choose to settle in, they feel Canada as their home. And amongst the various Canadian cities, Toronto was recently singled out as the most ethnically diverse city in the world by the United Nations, which is also one of the major reasons that 
immigration rate in Toronto is the highest compared to other Canadian cities. [Cited from:www.ehow.com]
As per the statistics collected from Citizenship and Immigration Canada, Canada brings in roughly 250,000 immigrants per year. This figure is comprised of skilled worker or economic immigrants and their families, family class immigrants, refugees and others. Of these, the largest groups are economic and family class immigrants. As per CIC, the skilled worker component includes immigrants who are able to demonstrate their ability to enter the labour market and successfully establish in Canada by meeting selection criteria that assess factors such as education, English or French language abilities, and work experience. Although the immigrants in skilled worker category are highly skilled and educated and are best equipped to meet the needs of our evolving economy, they face obstacles in finding employment in their field of expertise. As per Allies Canada, only four out of ten skilled immigrants are able to find employment that is commensurate to their education and experience. The success rate of new Canadians settling in their field of expertise is very low as there is a gap between international and Canadian experience. As per the facts and figures from CIC, the percentage of immigrants migrating into Canada with Canadian experience is very low or negligible and that too started only from 2009.  Even people who migrate to Canada under family class category need to look for job and need to settle into work force. 
Some of the barriers that new Canadians face while trying to enter the job force are listed below:
· Lack of recognition of international education, training, and experience;

· Insufficient information about employment opportunities and requirements;

· Lack of professional networks;

· Lack of occupation-specific terminology in English or French;
· Lack of targeted training programs to bridge gaps in qualifications; and

· Challenges in meeting Canadian work experience requirements.
Research has shown that employers may have the following reasons for not hiring skilled immigrants:

· Lack of familiarity with international credentials and experience;

· Preference or requirement of Canadian work experience;

· Concerns about language proficiency and lack of awareness about Canadian technical terminology and idioms;

· Concerns about lack of understanding of Canadian culture and business norms; and

· Lack of knowledge about and access to skilled immigrant talent.

[Cited from: www.alliescanada.ca]
Hence the requirement of such an institution which specializes in a certain field and assists new Canadians in acquiring and developing Canadian experience through networking events, mentorship programs, internship programs and short diploma courses in the relative field. These programs will definitely help new Canadians to settle down in their field of expertise, whereas it will also address the employers’ requirements. Further, it will also 
help in addressing the lack of information accessibility of new Canadians to the employer since one of CAMP’s major objectives is to create a database of CAMP’s members, which will be accessible to the employers to screen the right candidate. CAMP has established its values and mission to undertake this responsibility of facilitating new Canadians through above-mentioned activities to enable them to enter the job market successfully and helping in sustaining Canadian economy. Therefore, a grant is required to fuel the actions and achieve these goals.
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