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Did you know?

There are currently over 3 million students 
studying abroad

200,000 international students in Canada

125,000 international students at LC member 
schools



Increasing competition is 
creating a new paradigm

Educators have to compete for the best students

Schools need to be creative in attracting new students

Marketing & recruitment is increasingly expensive

Education agents play a major role in student enrolment



What is an international
education agent?

Individual, company or institution that provides 
educational advice, support and placement to students

Person or organization abroad that helps market your 
institution

Partner & representative

Study abroad advisor & counselor

Travel agent with an educational division

Alumni, former colleague, friend, etc.



Why education agents
are important

Agents are a low risk & low cost way of recruiting international students

They provide rapid & direct access to markets

Globally, 60 - 80% of international students go through agents

Agents save work & time for admissions departments



What agents can do for you

Represent you on a year round basis within the market

Provide you with reliable local market information

Distributeyour promotional material on a continuous basis 

Advertise in targeted local media and handle translations

Provide you with a local infrastructure

Arrange student appointments & presentation opportunities

LƳǇǊƻǾŜ ȅƻǳǊ άŀǇǇƭƛŎŀǘƛƻƴ -Ҕ ŀŘƳƛǎǎƛƻƴέ ŎƻƴǾŜǊǎƛƻƴ ǊŀǘŜǎ

Pass on post-study feedback (positive/negative)

Represent you at local fairs and college days throughout the year



What agents do for students

Trustworthy and accountable local contact

Advice to students & parents in their language

Suggest an optimal institution / student match

Study and visa counseling services

Deliver useful added-value services

Immediate, on-site support

Agents follow up with students in their native language and with local 
sensitivities



What agents cannot do

Make admissions decisions (unless authorized)

Overstate their authority on your behalf

Provide incorrect or incomplete information to students

Engage in false advertising

Mislead students on the actual cost of studying at your 
institution

Promise residence / immigration after course completion

Suggest fraudulent means of obtaining residence



How to select agents

Geographical region 

Company history, structure & staff 

Number of students recruited per year

Other institutions represented  - number, 
type, location

References

Association memberships & standards

Promotional & marketing strategy



How to create an agent 
agreement

Define respective roles & responsibilities

Mention business plan (marketing 
strategy, budget)

Give key performance indicators 
(quantity / quality)

Outline exact compensation model

Exclusivity if and when

Dispute resolution guidelines 

Duration of contract including 
termination clauses



How to support your agents

Stay in touch  - regular visits,  communications & fam tours

Regular updates  - phone calls, letters, newsletters, e-mails

Predefined, budgeted marketing plan & marketing assistance 
(hardcopy / CD / web)

Monitor results & review procedures

Ensure a rapid response time to agent inquiries



Some words on compensationHow to compensate agents

Commission on tuition fee 

Set fee per head

Retainer (marketing) fee over defined 
time period

Student is charged directly

Payment procedures should be clearly 
stipulated and followed

Ask the agent what they need 



The i-graduate agent 
barometerϰ нлмл 

Annual Survey conducted in October 
of each year

Responses from 817 agencies in 102 
countries

Placing 240,000 students in past 12 
months

Most agents charging students for 
visa processing (51%)

A third of agents (34%) charging for 
course applications

79% expect to place more students in 
the year ahead

Opportunities: university courses & 
language programs

Most likely winners in 2011: US, UK, 
Canada

Biggest concerns for agents: study 
visas



Count % of total 

India 74 9%

China 49 6%

Russian 
Federation

43 5%

Brazil 39 5%

Pakistan 37 5%

Spain 34 4%

Turkey 27 3%

Nepal 25 3%

Italy 25 3%

Ukraine 24 3%

Australia 23 3%

Germany 21 3%

USA 21 3%

Nigeria 21 3%

UK 16 2%

Colombia 15 2%

Bangladesh 14 2%

Thailand 13 2%

Other 296 36%

Agent countries



Institutions represented



Agent country Placements 
China 15,258

India 15,787

Nepal 4,118

Pakistan 9,768

Taiwan 3,065

Thailand 2,919

Vietnam 3,425

Bulgaria 3,905

Czech Republic 7,698

Germany 17,907

Italy 20,132

Russia 6,018

Saudi Arabia 6,874

Spain 21,855

UK 5,668

Ukraine 3,056

Argentina 3,659

Brazil 9,793

USA 11,958

Australia 23,887

Top 20 agent countries



41%

50%

52%

53%

54%

64%

67%

79%

Work & Travel Programmes

Vocational Diploma/Further Education 

University: Foundation

MBA Programmes

Secondary and High School

University: Graduate/Postgraduate

University: Undergraduate

Language Courses 

Types of courses



Study destinations



PCT of 
Total 

Rank 
2010

Rank 
2009

Rank 
2008 

Rank 
2007* 

United Kingdom 52% 1 1 1 1

USA 14% 2 3 3 2

Australia 12% 3 2 2 4

Canada 8% 4 4 4 3

New Zealand 3% 5 9 7 8

Spain 2% 6 6 8 -

Germany 2% 7 5 6 7

Language programs

* Rank 2007 based on responses to Agent Barometer 2007, the rank is based on a ratings of 
selected study destinations. 2008 rank is based on question which asked respondents to select the 
single best study destination for the course type



Undergraduate programs

PCT of 
Total 

Rank 
2010

Rank 
2009

Rank 
2008 

Rank 
2007* 

USA 40% 1 1 1 1

United Kingdom 30% 2 2 2 2

Canada 11% 3 4 4 3

Australia 11% 4 3 3 4

* Rank 2007 based on responses to Agent Barometer 2007, the rank is based on a ratings of 
selected study destinations. 2008 rank is based on question which asked respondents to select the 
single best study destination for the course type in the respondents opinion
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Student mobility concerns



Agent choices



Rank Importance

Services 1 Quick response times to enquiries and applications 3.59

Services 2 Regular communication updates 3.43

Services 3 Agent manual with fees and information 3.42

Marketing 4 Individual institution brochures (in English) 3.25

Admissions 5 Scholarship/bursary schemes 3.23

Services 6 Agent training workshops in destination country 3.22

Services 7 Regular visits to education institution 3.21

Admissions 8 Guaranteed entry to specific programmes 3.20

Marketing 9 Participation in education exhibitions in agent country 3.20

Admissions 10 Financial support schemes 3.18

Agent drivers



In conclusion

Agents are an integral part of any international 
strategy

Select only quality agents  

Ensure agents are part of your marketing mix

Leverage agents in other marketing activities 
(student fairs, internet, alumni, advertising) 

Invest sufficient time and resources from the start

Only appoint agents suitable to your institution

Communicate regularly & support agents effectively

Review your requirements & contracts periodically

Treat agents like partners not employees



For more information

www.icef.com

banaya@icef.com

Bogumila Lapinski Anaya
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