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

Overall Student Market i R

...................................................
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Educational Market

Trends in educational sectors
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In 2008, around 3 million students were enrolled in tertiary educational institutions

outside of their country of origin.

In 2009, around 1,5 million students participated at English language course abroad.

Sources: LTM 2010, UNESCO, IIE Network, OECD Statistics
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Source of Enrollments in LT ’
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Source: Language travel magazine, 2000 - 2010

Student recruitment agents are strong channel to access international students
— up to 89% of students in some markets use agents to book their courses.



Source of enrollments in HiEd

Australia

v

Languages Canada
Langues Canada
estination linguistique » Your language destination

B Promoting

B Promoting Agents Agents

@ Not promoting @ Not promoting

Research done on pool of:

- 200 HiEd Institutions from Australia
@ Promoting Agents - 303 HiEd Insititutions from UK
B Not promoting - 6023 HiEd Institutions from USA

Source: StudentMarketing 2011

ﬁstudentma rketing



Educational Agencies J

Number of agencies by sectors eIREs S

Langues Canada

Votre destination linguistique * Your language destination

Europe China +India
B Language @ University
M@ Travel @ Work
B Work Bl Language
B University B High School
W High School [ Vocational
O AuPair O Travel

M@ Internships M Internships

O Camp O Volunteer
O Volunteer O Au Pair
@ Vocational

Source: StudentMarketing 2011
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Educational Agencies 2

Sector Relations in Educational Travel

Languages Canada
Langues Canada
estination linguistique * Your language destination
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Source: StudentMarketing 2011
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Educational Agencies <

Sending Numbers

Languages Canada

language destination

Average number of students sent by agency (extrapolated)
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Portfolio & Focus of Agencies in Europe Languages Canada

Langues Canada
estination linguistique * Your language destination
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Source: StudentMarketing 2011
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Educational Agencies 2

Languages Canada

Number of students handled by one employee (extrapolated) . CSORUEE Selinds
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Source: StudentMarketing 2011
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Languages Canada

Number of students administered by one office (extrapolated) . CSORUEE Selinds
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Educational Agencies 7

Languages Canada
Langues Canada
destination linguistique * Your language destination

Role/functions of educational agencies

* Promote & Recruit
e Advise & Administer

* Evaluation, agencies or educational institutions?
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Educational Agencies 7

Languages Canada
Langues Canada
destination linguistique » Your language destination

Most agencies are focused on few programmes.
Many agencies/councelors administer small number of customers.
Quality agencies have reasons to care more than just about commision.

What comes first, student or university?
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Educational Agencies 7

Quality/SUitabiIity Languages Canada

Langues Canada
estination linguistique » Your language destination

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 * Workshop attendance

* Portfolio * Trainings/FAM trips

e Offices/counsellors * Credentials/association membership

* Price levels * Credentials/governmental organisations

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

Profile of agents by experience/age
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Source: StudentMarketing 2011
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Languages Canada

Profile of agents by portfolio L R

Overview of agencies by number of sectors they promote
48%

Promotes 1 Promotes 2 Promotes 3 Promotes 4 Promotes more
than 4

Source: StudentMarketing 2011
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Educational Agencies — CEE

v

Languages Canada

Profile of agents by number of offices 0 Bl
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Market Demand — purchasing/buying power i A

Langues Canada

ESL Index (similar to BigMac Index) how many days should one work at home
to purchase 4wGE course in Toronto.
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The larger the column is, the weaker the buying power is (more workdays necessary

for consumer to be able to purchase). i
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Educational Agencies — CEE

Profile of agents by price levels
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Languages Canada

There are various financial
methods inbetween educational
institution and educational
agency available:

- Gross prices/Commission

- Gross prices/Agency Fee
- Net Prices, -other

Source: StudentMarketing 2011
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...................................................

Accurate information (about educational institution) to and through agent:
* FAM Trip

* Online training/Webinar

* Workshops/Trade missions

* In-source-market meeting

* Online direct presentation

e Educational Fairs
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Educational Agencies — CEE

Profile of agents by workshop attendance
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Share of agents who attended workshop in the past 3 years.

v

Languages Canada
Langues Canada
estination linguistique * Your language destination

There are dozens of b2b
workshop opportunities
in Educational Travel:

ICEF

ALPHE
StudyWorld
Other

Source: StudentMarketing 2011
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Educational Agencies — CEE

v

Languages Canada

Profile of agents by association membership e
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There are 110 agent associations
that track quality of agencies:
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etc.

Source: StudentMarketing 2011
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TOP100 educational agencies for partnership .. i R

Sl
- ite - ~ |Headquarters 7| Approx. No. Of Established Sending num| v [UK | v [Canada |[Ireland
Student agency cze www gency ¢z Czech Rep Iumo 13 1000 1993 A x X x
Study - e studyed ne Slsse Moscow 1 " 2008 A n/a
hmwm*'. Susve [Moscow “ }‘ e A
By sl atens Te w = w Ml Com Turvey »tandul J 2 ~e A nl/a
Globe «mens s3ucs www gobehayen com  Turkey standul ’ . 1996 -
| LR wWww angiowond ry Russa Moscow ’ e 2002 -
Www horizoneds net Tuney ‘. n 200 .

Dews Abroad ESucal www Sesh egtem com  Turtey stanbu 2 2 00t .
regrt  rgue e iy “sse JYoecon 2 » 2004
b wew ghengttecs com  Tuney L) 20 s

- - Sadeen s Seveme ' e 1995
B - 0Nperents My “isse ) 20 1982
| e wow oot ww e open word 1y Qissa [Moscow 1 " 1o
Nt e ot putin 0gt = w fetworteglm com  Turvey | stantul $ " v
arw -nw othw comy Ty | stant 2
P voa g EEL R o B R |woscow !
| atas ot i e s et e Ca e arar,
P o rete cee SN R Woesw
[Paerioge etucater « o wn o age v e Ve e
e DR o ) -
o e
Jurnten o - -
W

Vet

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

Where to establish partnership with agencies

Workshop attendance of top 100 agencies Other ways to partner with agencies:
in last 3 years
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Cold calling & emailing

Source: StudentMarketing 2011
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Languages Canada
Langues Canada
estination linguistique » Your language destination

Do educational agencies care for the students and the institution,
or are mostly commission driven?

What are agents after, commission or profit, short-term or longterm
guantity or quality?

Who controls their quality — how to distinguish quality agencies from
unqualified agents?

How can an agent, not being an educational expert decide on whether
a student is good or not?

How to pay agencies — what are the possible models in place?
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Thank Youl!
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