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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
Overall Student Market

Number of students

Sources: Xola Consulting, LTM, UNESCO, OECD, USDS
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Educational Market

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.
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Source of Enrollments in LT
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Other means

Internet

Local bookings

Agents

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: Language travel magazine, 2000 - 2010



Source of enrollments in HiEd
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Educational Agencies
Number of agencies by sectors
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Educational Agencies
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Educational Agencies
Sending Numbers

Source: StudentMarketing 2011

Average number of students sent by agency (extrapolated)
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Educational Agencies
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Educational Agencies
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Educational Agencies
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Educational Agencies

• Promote & Recruit

• Advise & Administer

• Evaluation, agencies or educational institutions?

Role/functions of educational agencies



Educational Agencies

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?



Educational Agencies
Quality/Suitability

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

Profile of agents by experience/age
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Educational Agencies – CEE

Profile of agents by portfolio

Overview of agencies by number of sectors they promote
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Educational Agencies – CEE

Profile of agents by number of offices
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Educational Agencies – CEE
Market Demand – purchasing/buying power
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Source: StudentMarketing 2011



Educational Agencies – CEE

Profile of agents by price levels
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- Gross prices/Commission
- Gross prices/Agency Fee
- Net Prices, -other

Source: StudentMarketing 2011



Educational Agencies – CEE

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

• FAM Trip

• Online training/Webinar

• Workshops/Trade missions

• In-source-market meeting

• Online direct presentation

• Educational Fairs



Educational Agencies – CEE

Profile of agents by workshop attendance

Share of agents who attended workshop in the past 3 years.
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There are dozens of b2b 
workshop opportunities  
in Educational Travel:

ICEF
ALPHE
StudyWorld
Other



Educational Agencies – CEE

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

• BELTA
• UNOSEL
• IALCA
• JAOS
• KOSA
• ALICE
• AREA
• ASEPROCE
• TIECA
• TEAG
• UED

etc.

Source: StudentMarketing 2011



Educational Agencies – CEE

TOP100 educational agencies for partnership

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



Educational Agencies – CEE

Where to establish partnership with agencies

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

• Workshops

• Association trade mission

• Individual sales trips 
to source markets

• Online platforms
e.g. ICEF Online or          
Hothousemedia’s InTouch

• Cold calling & emailing

Source: StudentMarketing 2011



Questions & Answers

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 
quantity 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 You!


