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Sythesising VET Market Research
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Bringing research on the past together
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Research analysis model
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Managing Data Volume / Complexity

April 2009

Issues by action area
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Issues by success factor
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Synthesis:  7 macro issues

2Inadequate VET product development7

2Inadequate coordination of VET information outlets6

8Inadequate VET branding strategy5

10Inadequate VET governance focus and priority on marketing4

14Inadequate Influencer engagement policy and strategies3

19Inadequate VET story and promotional strategies2

25Inadequate VET sector marketing and promotional guidance1

COUNTMACRO ISSUENO.

30 corrective 
actions
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Conclusion

• Framework created to identify, capture and 
connect multiple issues from complex, 
disparate research to form larger picture

• Issues considered in context of JNCP 
requirement for areas of strategic action 
aligned with VET policy and practice and 
needs of participants as well as factors 
affecting delivery success

• Corrective actions provided foundation for 
JNCP action plan

• Method of analysis regarded as repeatable 


