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Market Data and Market Research

• Whether or not a business fails or prospers depends on whether 
or not the right kind of marketing decisions are made.

• Wrong marketing decision can be a waste and hinders 
a business’s progress.

• Good marketing decision guided by market research leads 
to 25% - 50% increase in revenues within 3 years*.

*Source: D. V. L. Smith, J. H. Fletcher: The Art & Science of Interpreting Market Research Evidence



Global Youth Travel Market
Market Size

Number of arrivals in millions

Youth & Student Travel represents cca 20% of global world Tourism and Travel.

Source: UNWTO Global Tourism Barometer 2010



Global Youth Travel Market
Worldwide Student Population

Trend: Overall youth population will not rise from 5 years onwards,
especially in Western Europe and China.
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Global Youth Travel Market
Industry Trends

Language travel is a constantly
growing prosperous sector.

It has experienced the second
biggest growth in Youth Travel.

Number of students

Sources: Xola Consulting, LTM, UNESCO, OECD, USDS
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Global Youth Travel Market
Industry Revenues
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2009 Global revenues in Language travel estimated to be $13,2bn. 
This made Language Travel the 2nd biggest sector in Youth Travel

Sources: LTM 2010, Xola Consulting, UNESCO, OECD, USDS



Language Travel Market
Market Position
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Share of Language Travel in Youth Travel by Student Numbers and revenues

Language Travel  constitutes about 10% of overall Youth Travel.

Language Travel is a progressive sector – it is growing steadily in both
Student Numbers and Revenues.



Language Travel Market
Mature Market
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Language Travel Market
Market Potential for English learning
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English Language penetration and potential

In last 10 years, English penetration increased 27% in top monitored countries.

Sources: Eurostat, National Statistical Offices



Language Travel Market
Market Potential for French learning
French Language penetration and potential
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Language Travel Market
Purchasing/buying power
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Language Travel Market & Canada
Market Demand – receiving destinations 
by share of Student numbers
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Language Travel Market & Canada
Market Demand – receiving destinations
by share of Student Weeks
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Language Travel Market & Canada
Market Share in sending regions
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Language Travel Market & Canada
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HiEd  Market & Canada
Market Demand – receiving destinations 
by share of Student numbers
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Usage of agents in Language Travel
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Student recruitment agents are the most effective way to access international students 
– up to 89% of students in some markets use agents to book their courses.

Source: Language travel magazine, 2000 - 2010

Source of enrollments for English learning (global)



Usage of agents in HiEd
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Educational Agencies
Number of agencies – total & by regions

There are approximately 20,000 youth and student travel agencies in the world (operating).
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Educational Agencies
Number of agencies by sectors
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Educational Agencies
Sending Numbers

Average number of students sent by agency
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Educational Agencies
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Educational Agencies
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Educational Agencies
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Educational Agencies
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Educational Agencies
Tracking & Profiling - Criteria

Only cca 30% of educational agencies can be considered suitable for partnership:

-not all are quality agencies
-not all are suitable for particular educator

How to identify quality/suitable educational agencies (some criteria)?

• Age/experience
• Portfolio
• Offices/counsellors
• Price levels

Educators can benefit from working with agencies, if working with reliable and suitable ones. 

• Workshop attendance
• Trainings/FAM trips
• Credentials/association membership
• Credentials/governmental organisations



Educational Agencies – CEE

Tracking & Profiling – TOP 100 Agencies

Using previous understanding and profiling agents, identification of the most suitable
quality agencies can be done as mention herein (sample picture only).



Research Usage

Estimated ROI in research in youth and student travel is similar to overall
average 25% - 50% in 3 years (estimate).

• Governmental institutions
• Governmental agencies
• Confederations/consortiums
• Associations

• Educational providers
• Language schools
• Event organizers
• Consultancy companies

Research & Market Intelligence



Research Process
Possible methods of research process

• Primary Research
- Field surveys
- Online surveys
- B2C questionnaires
- Warm and cold phonecalling

• Secondary Resesarch
- Monitoring results of other researches
- Data collection from public offline sources
- Data collection from public online sources
- OECD, UNESCO, DOS of USA, Eurostat, Infostat
- 58 industry specific sources included 

in monitoring and data collection

• Data Analysis
- Data mining
- Data analysis (explanatory/confirmatory)
- Data extrapolation
- Data visualization
- Case and comparative studies
- Feasibility/forecasting
- Testing



Research Options

• Market demand

• Price levels

• Byuing power

• Visa situation

• Agents

• Direct recruitment

• Govern. sponsorship

• Student media

• Online shopping

• Student events

• Trading opportunities

• Buying patterns

• Market opportunities

• Market trends

• Competitors

• Net prices

• Commissions

• Special offers



Research

Good marketing decision guided by market research leads to
25% -50% increase in revenues within 3 years*.

*Source: D. V. L. Smith, J. H. Fletcher: The Art & Science of Interpreting Market Research Evidence
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