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[bookmark: _Toc166904427]1. Introduction and Background
This report is submitted to Fáilte Ireland by Indecon International Economic Consultants.  The report concerns the preparation of a competitor analysis and benchmarking exercise of the English as a Foreign Language (EFL) sector in Ireland. 
[bookmark: _Toc156185048][bookmark: _Toc166904428]Background and Terms of Reference
Fáilte Ireland, the National Tourism Development Authority, plays an important role in the marketing of Ireland as a host country for EFL students.   In particular, the agency engages in product development and product marketing for the EFL sector, in addition to monitoring market developments, identifying potential new markets and helping to tailor the EFL product accordingly. 
This review takes place against the context of the increasing importance of the EFL sector, both from an economic and cultural perspective.  In particular, it is estimated that the sector now attracts up to 130,000 students annually who come to Ireland (based on research among ACELS-approved schools) to undertake various English language courses.  Moreover, estimates place the expenditure contribution to the Irish economy arising from the arrival of EFL students at up to €500 million in 2006. The sector provides an important contribution to the ongoing development of cultural linkages between Ireland and student origin countries.        
[bookmark: OLE_LINK5][bookmark: OLE_LINK7]As an input to its decision-making in relation to strategic priorities and marketing/promotion activities in this area, the State agency has commissioned Indecon to undertake a competitor analysis and benchmarking exercise looking at the UK, Malta, the US, Canada, Australia and New Zealand, as well as Ireland, with a view to establishing what competitor countries are doing to attract English language students and where/how they are investing their marketing budgets.  
The overall objective and scope of the assignment entails examining competitors’ activities in the areas of promotions, workshops, trade/consumer fairs, advertising, internet, direct marketing, etc., with a view to comparing the competitors’ activities with how/where Ireland is investing its budget at present and to making recommendations on how Ireland might adapt its current approach to future marketing of the country as a destination for EFL students.
The Terms of Reference for this study entail addressing each of the following issues:
1. What are the key trends in our competitors’ EFL business?  Which markets and segments are targeted, and how are they growing or declining?  
2. How do competitors reach those targets (i.e. what communication channels, etc., do they use)?  How have these activities been changing in recent years?
3. To what extent can we establish which of those marketing channels provides the best return? 
4. How do Ireland’s product offerings compare with its competitors (i.e. an assessment of the type and range of product, based upon desk research and a small sample of interviews rather than a quality audit).  Where/how does the Irish product differ and where is it most similar to competitors?
5. How do Ireland’s EFL marketing activities compare with those of competitors?
[bookmark: _Toc166904429]Context of Development of Global EFL Sector
It is useful to place the role and contribution of the EFL sector in Ireland within the context of development of the industry and the international education sector generally.  
The general trend in EFL over the past few years has been one of expansion. The British Council has indicated in a report on international education that the number of EFL students could grow to 2 billion by 2010, which means that there is a great potential for growth in the EFL market in Ireland and elsewhere.[footnoteRef:1]   [1:  	English Next by David Graddol, published by the British Council, 2006, p. 101.] 

This is in contrast to the British Council’s global estimate for the year 2000, in which between 750 million and 1 billion people were learning English. Another study conducted in 2001 estimated the EFL market at some 1.2 billion students worldwide, generating $3.5 million per annum.[footnoteRef:2]  [2:  PricewaterhouseCoopers, 2001.] 

However, changes in the international education environment point to a rapidly changing landscape for the EFL sector going forward.  On the supply side, the industry is becoming highly competitive with new entrants as well as major traditional players contributing significant financial resources to support and enhance the sector through ongoing research and planning. 
On the demand side, increasing domestic educational capacity in traditional home markets is limiting further expansion in these markets, while the growing number of language schools across Europe and globally means that students from these countries are increasingly choosing a greater variety of EFL destinations. At the same time, in many emerging economies where disposable incomes are increasing, domestic education institutions simply cannot keep pace with the rapid growth in demand for post-secondary education. Growing internationalisation, the reduction of trade and communication barriers, a greater demand for linguistic skills and a high quality education, and for an understanding of other countries and cultures, are likely to continue to fuel demand for education generally and language skills in particular in these countries. This is particularly the case with EFL, as the English language has attained a critical mass internationally, thereby increasing the economic and social benefits to the individual of proficiency and fluency in the language. 
Within the Irish context, there is also a growing demand for English language training among international students coming to study at Irish higher education institutions, in addition to the latent demand arising through immigrants choosing to settle in Ireland.  
Many international markets, however, are also prone to fragility.  Growing fears surrounding travel in the wake of increased global terrorism activity and geopolitical tensions, the related tightening of visa regulations and the impact of health scares such as the SARS outbreak.  These concerns have all contributed to a negative impact on short-term study trips.  In addition, EFL and other education providers face greater economic uncertainties in some geographic markets.  Fluctuating exchange rates, government regulation of educational provision and economic upheaval add to the potential volatility of the market. 
One issue which the above factors highlight is the importance of ensuring that marketing and promotion strategies for EFL are not focused on a limited number of markets but rather are sufficiently diversified to enable host countries to minimize the risks of disruption in any one source market.   Reflecting this issue, many host countries have begun to diversify and to build up their presence in emerging countries including, for example, Japan, China and Korea.   
The global market is also undergoing a shift in the type of EFL product demanded. As the numbers of English language learners rise, there is a need to cater for a greater range of age groups.  Furthermore, English language training is increasingly merging with mainstream education as English is taught at a younger and younger age in students’ home countries and new patterns of learning emerge.[footnoteRef:3] This also points to the need for EFL host countries to respond with more innovative combined study and activity products, which are carefully targeted at short-stay students and which meet the growing demand for English for specific and academic purposes. [3:  	English Next by David Graddol, published by the British Council, 2006, p. 123.] 

To respond to the growing potential of the EFL sector in Ireland but to also cope with increased uncertainties, there is a need to have a greater understanding of the characteristics and developments in origin countries and in those with which Ireland competes for its EFL students in order to better anticipate and respond to the rapidly changing international education environment. An effective marketing and promotion strategy for EFL, which is fully integrated across relevant agencies and industry players, and is based on well-informed market research, is therefore essential in this environment and this constitutes the overriding objective of the current exercise.  

[bookmark: _Toc156185049][bookmark: _Toc166904430]Methodological Approach to Review
The Terms of Reference made clear that the methodology employed in undertaking the work would be desk research primarily supported, as required, by interviews with operators.
Our methodological approach to addressing the terms of reference set out by Fáilte Ireland has six work phases, which are set out below:
1. Overview of EFL sector in Ireland and competitor countries, including structure and composition, organisation and regulation, strategies and targets, and outputs;
2. Examination of competitors’ EFL marketing strategies (including targets) and outcomes;
3. Assessment of competitors’ EFL strategies in terms of achieving the best return;
4. Benchmarking exercise of Ireland EFL tourism and marketing strategy in relation to that of competitors;
5. Conclusions based on competitor analysis and benchmarking exercise; and
6. Recommendations based on the conclusions of the report.

Consultation programme
In completing these stages, and thus in fulfilling the Terms of Reference, we used a combination of desk research (assembling relevant data and information about the EFL sector in Ireland and the competitor countries) and consultations with sector participants in Ireland.  Direct, face-to-face discussions were undertaken with the following:  
· Fáilte Ireland, responsible for marketing, promoting & development  of the EFL product 
· The Advisory Council for English Language Schools (ACELS), which operates within the Department of Education and Science, and which quality assures and regulates the provision of EFL in Ireland;
· MEI-RELSA, an association of English language schools which provides marketing support for its members in the EFL sector;
· Enterprise Ireland; and 
· A sample of EFL providers.

Survey of EFL Providers
We also undertook a new Survey of EFL Providers in Ireland.  This survey sought the inputs and views of EFL schools on a range of pertinent issues, including:
· Details of overseas students attending courses at responding EFL school/college, including:
· Nos. of students in 2005;
· Average no. of weeks of attendance of students during 2005;
· Number of students under 18 years of age;
· Number of students enrolled on General English courses;
· Number of students enrolled on English for Specific Purposes (ESP) courses, including Teacher Training and Business/Executive English courses;
· Number of students enrolled on EFL courses related to third-level education, including IELTS, ToEFL etc.
· Views of respondents on the strengths and weaknesses of the current strategic direction/focus given by the key State agencies Fáilte Ireland & Tourism Ireland to the promotion of Ireland as a destination for EFL students.
The questionnaire for this survey, which was informed by our desk research and our consultation programme, is presented in Error! Reference source not found..  Reflecting standard response rates on these types of survey, Indecon had anticipated a target response rate of 10%.   An actual response rate of 20% was achieved, however, out of a population of 116 schools surveyed.  50% of respondents were Dublin-based. 

Data sources
A wide range of data sources were accessed to provide supporting evidence for this review.  
In describing the characteristics of and recent developments in the EFL sector in Ireland, our analysis drew from a number of official statistical sources and survey elements, including: 
· The Indecon Survey of EFL Schools in Ireland (2006), described above;
· Survey published by Dublin Institute of Technology in 2006 of 51 ACELS approved English language schools, providing an insight into the profile of EFL students in Ireland between April 2005 and March 2006.  Data relating to a total of 57,221 students were collected;
· A survey published by Lansdowne Market Research in 2004;
· Language Travel Magazine, Global comparison, March 2006; and
· Language Travel Magazine, Irish Feedback Surveys.

In relation to the assessment of competitor countries’ markets, our analysis was based on data and previous research from a range of sources, including:
· Various country-specific data sources including regulatory, tourism and other government agencies;
· Previous survey research, including research carried out by The Language Travel Magazine in:
· Language Travel Magazine, Global comparison, March 2006; and
· Language Travel Magazine, Country Feedback Surveys.

In some countries, the team met with greater challenges in relation to accessing of sufficiently comprehensive data.  In particular, this was due primarily to reluctance on the part of both agencies and EFL providers to disclose what they considered to be commercially sensitive information. In many countries, private sector language schools are not comprehensively regulated and are generally not obliged to report student numbers attending their schools.  



[bookmark: _Toc156185050][bookmark: _Toc166904431]Structure of Report
The remainder of this report is structured as follows. 
In Section 2 we present an overview of the economics of the functioning of the EFL market, including the importance of information and the role of the State agencies in channelling information between EFL providers and prospective students. 
[bookmark: _Toc156185051][bookmark: _Ref158190077] Section 3 reviews the characteristics of and recent developments in the sector, describing the demand- and supply-side characteristics and recent developments in the sector and assessing the overall strengths, weaknesses, opportunities and challenges facing the sector in Ireland.  
In Section 4 we apply a similar approach to the completion of an evidence-based analysis of the EFL sector in Ireland’s main competitor countries, namely the UK, Malta, the US, Canada, Australia and New Zealand, and also consider the overall strengths, weaknesses, opportunities and challenges facing the sector in these countries.  
Section 5 presents an overview of the EFL marketing strategy and outcomes that have been adopted in Ireland by Fáilte Ireland.  In Section 6, the foregoing review inputs to the benchmarking of the approach to marketing and promotion of EFL in Ireland with that in competitor countries.  Finally, in Section 7 we bring together the analyses in the preceding sections to develop our recommendations.  
[bookmark: _Toc166904432]Acknowledgements and Disclaimer
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[bookmark: _Toc166904433]Overview of Functioning of the EFL Market
Before examining the characteristics and recent developments in the EFL sectors in Ireland and in competitor countries, and the approaches applied to the marketing and promotion of the sector, it is instructive to provide a brief overview description and explanation of the economic characteristics and functioning of the EFL market.  In particular, this overview identifies the salient features driving the demand for and supply of English language learning and considers the implications of the competitive landscape within the market for the development of effective marketing and promotion strategies for the EFL sector.    
[bookmark: _Toc166904434]Overview of Demand and Supply Features
1.1.1 Demand features
The demand for EFL is related to the increasing prevalence of English as one of the main international languages.  In economic terms, a language, as a medium of communication between individuals, may assume the characteristics of a network good, whereby the value of using this language is dependent upon the existing level of its usage.  In particular, the value of the English language, for example, increases as more individuals acquire the language. Eventually, the dynamics of social and economic interaction are such that as the language attains a critical mass internationally, it becomes increasingly valuable for individuals who have proficiency or fluency in the language and increasingly costly for individuals and economic agents who do not.  This characteristic has become particularly evident in relation to the growth of English language usage internationally in recent times, as globalisation and the acceleration in international trade, commerce and travel have combined to greatly boost the demand for English.  
These features of the recent rapid spread of the English language have underscored the value of early education and training in the language among young people across the non-English speaking world.  Combined with the generally understood greater efficacy of training within countries where English is the primary spoken tongue, this has underpinned the demand for EFL training in English-speaking destinations such as Ireland.      

The demand for EFL is not only related to the study of English academically; it is also about learning English in an English-speaking country in the most practical way possible and involves experiencing at first hand the culture and society of the host country.  In this regard, EFL is a form of ‘educational tourism’ and, given the importance of tourism in the Irish context, it is appropriate that State support for EFL in Ireland is coordinated and developed under the aegis of Fáilte Ireland and Tourism Ireland.   

Supply features
In relation to the supply-side of the market, EFL training is provided primarily through the following channels:
· Dedicated private EFL schools/providers;
· Third-level institutions; and
· Informal language training via English language speaking individuals.

In terms of product characteristics, whereas traditionally the supply side of the market was focussed, at least in Ireland, on the provision of standardised English language courses to younger age groups wishing to learn English as a second language, the market has developed an increasingly sophisticated offering.  In particular, the term ‘EFL’ is used in this report as a general term to cover the whole range of English language training products, which include:
· English as a second language (ESL);
· English for special purposes (ESP), including Business/Executive English courses; 
· English for academic purposes (EAP); and 
· English language teacher training (TEFL), which is related to ESP above.



 
[bookmark: _Toc156185053][bookmark: _Toc166904435]Functioning of the EFL Market
As a prelude to the detailed analyses of the EFL sector in Ireland and in competitor markets, it is instructive to firstly describe the functioning of the market, in terms of the dynamic linkages between the demand and supply sides describes above.
The figure below presents a schematic illustration of the general functioning of the EFL market.  This highlights the important role that information plays in supporting the effective functioning of the EFL market, and the supporting role that State agencies like Fáilte Ireland play in promoting Ireland as a destination for EFL students.    
   
[bookmark: _Toc166904587]Figure 2.1: Schematic Illustration of General Functioning of EFL Market




Source: Indecon.



Among the key salient features of the functioning of the EFL market within a global context are the following:
· In terms of product characteristics, EFL combines features of a tourism product, an education product and a business service;
· The central participants in EFL market are home country EFL students and host country EFL schools/language training providers;
· Information provision between providers and prospective students is of central importance to the effective working and promotion of the EFL market;
· Third-party information providers are EFL agents and State support/marketing/promotion agencies; and
· There is intense competition to attract EFL students among competitor host countries.

To a potential student/learner of the English language, information bridges the gap between understanding of what a particular EFL host country, like Ireland, offers the student in terms of the number and quality of EFL schools and the range of extra-curricular activities, and the likelihood of the student choosing that country as his or her preferred EFL destination.  To EFL schools in the host country, the availability of information about potential consumers and the consumer segments in which demand is growing represents an important input to their business planning.
Moreover, EFL agents constitute an important source of information to students and providers alike.  Agents act as intermediaries between home country students and host country EFL schools, particularly as they are very familiar with home country markets and the requirements of students coming from these markets.  National tourism agencies, such as Fáilte Ireland and Tourism Ireland, also play a vital role in enhancing the flow of information between home country students and host country providers, and in promoting host countries as attractive destinations for visitors generally.  
The appropriate economic role for State support for the promotion of Ireland as a destination for EFL stems in part from the fact that the wider international marketplace for EFL is characterised by deficiencies in information among buyers (i.e. EFL students) and providers (i.e. EFL schools).  In particular, potential EFL students in home countries may have access to partial information concerning the range of EFL alternatives available, including, for instance, the features of the ways in which EFL is provided in Ireland.  Similarly, EFL providers in Ireland may be unaware of new market opportunities, including potential new geographic and product markets in which there is a growing demand for EFL.  
Information provision is likely to be of greater importance in developing markets (e.g. China, Korea, the Middle East) because in these areas agent networks are less developed than they are in the traditional European markets like Italy, Spain and France.
Our research, reported in subsequent sections of the report, reveals that the relevant State agencies in Ireland, the UK and in other EFL destinations have recognised the important role that information plays in the effective functioning of the EFL sector and have developed appropriate strategies to enhance the attractiveness of their host countries.    

[bookmark: _Toc166904436]Summary and Conclusions
In this section we presented an overview description and explanation of the economic and functioning of the EFL market in general.  The key findings from this overview were as follows:
· The demand for EFL is related to the increasing prevalence of English as one of the main international languages.  In particular, the value of the English language, for example, increases as more individuals acquire the language. The advance of globalisation and the acceleration in international trade, commerce and travel have combined to greatly boost the demand for English;  
· Combined with the generally understood greater efficacy of training within countries where English is the primary spoken tongue, this has underpinned the demand for EFL training in English-speaking destinations such as Ireland.
· In relation to the supply-side of the market, EFL training is provided primarily through dedicated private EFL schools/providers; third-level institutions; and informal language training via English language speaking individuals;
· In terms of product characteristics, the market has developed an increasingly sophisticated offering and EFL training is used in this report as a general term to cover the whole range of English language training products, which include English as a second language (ESL); English for special purposes (ESP), including Business/Executive English courses; English for academic purposes (EAP); and English language teacher training (TEFL);
· Information plays a key role in supporting the effective functioning of the EFL market through bridging the gap between understanding of what a particular EFL host country, like Ireland, offers the student in terms of the number and quality of EFL schools and the range of extra-curricular activities, and the likelihood of the student choosing that country as his or her preferred EFL destination;
· EFL agents constitute an important source of information to students and providers alike.  Agents act as intermediaries between home country students and host country EFL schools, particularly as they are very familiar with home country markets and the requirements of students coming from these markets;
· National tourism agencies, such as Fáilte Ireland and Tourism Ireland, also play a vital role in enhancing the flow of information between home country students and host country providers, and in promoting host countries as attractive destinations for visitors generally.
· Given the growing competitive pressures and the importance of information, State agencies Fáilte Ireland and Tourism Ireland have important and specific (coordinated) roles to play in the promotion of Ireland as a host country for EFL, including:
· Promoting Ireland as a tourist destination generally;
· Promoting Ireland as a host country for education purposes generally;
· Promoting Ireland as a destination for EFL more specifically;
· Collation and provision by State agencies of market intelligence on home countries, including target markets and niche consumer segments;
· Integrating general tourism marketing with EFL marketing across State agencies;
· Proactive marketing and support towards EFL agents;
· Promoting quality and accreditation of EFL in Ireland;
· Promoting quality in respect of hosting and accommodation;
· Promoting cultural activities and social programmes; and
· [bookmark: _Toc130616195][bookmark: _Toc130616557][bookmark: _Ref126986935]Providing support for the marketing of EFL by type of EFL, e.g. General English, ESP, IELTS etc.).

[bookmark: _Ref150165699][bookmark: _Toc156185054][bookmark: _Toc166904437]The EFL Sector in Ireland
In this section we review the characteristics of and recent developments in the EFL sector in Ireland.  We begin by considering the demand-side features of the sector, including the recent developments in relation to student numbers and their country of origin, and the characteristics of students in terms of their age profile, length of stay in Ireland and reasons for choosing Ireland as a destination to English language learning.  We then examine the supply-side of the sector, including the numbers and characteristics of EFL providers; the nature of the product available in terms of courses, qualifications and accommodation offered; the costs of EFL courses; the policy and regulatory environment; and finally the nature of quality assurance and accreditation systems in operation in the sector.  The foregoing analysis then inputs to an assessment of the overall strengths, weaknesses, opportunities and challenges facing the EFL sector in Ireland. 
[bookmark: _Toc166904438]Demand for EFL in Ireland
Student Numbers
In relation to the numbers of students coming to Ireland with the primary objective of participating in English language learning, we have based our estimates on two sources, namely:
· Indecon’s survey of EFL providers (2006); and
· Fáilte Ireland 2006 survey carried out by DIT research centre
· The Language Travel Magazine’s Ireland Market Report (2006)[footnoteRef:4]. [4:  Language Travel Magazine (2006)  - Ireland] 

 
[bookmark: OLE_LINK2][bookmark: OLE_LINK3]The table overleaf presents our estimate of the number of students attending EFL courses in Ireland during 2005, based on the Indecon Survey of EFL schools.  The Indecon survey yielded a response rate of 20% among schools surveyed, which reported an overall student throughput during 2005 of 20,649 students.  Grossing up this figure would suggest an overall population of overseas students coming to Ireland to learn English during 2005 of over 103,000.       


	[bookmark: _Toc166904473]Table 3.1: Estimated Number of Overseas EFL Students in Ireland - 2005 - Based on Indecon Survey

	Details
	Estimated No. of EFL Students – 2005

	No. of students attending EFL courses among respondent providers
	20,649

	Survey Response Rate
	20%

	Estimated overall population of EFL students in Ireland
	103,245

	
	

	Source:  Indecon Survey of EFL Providers in Ireland (2006)



The Fáilte Ireland survey of ACELS approved schools in 2006, estimated that over 130,000 EFL students came to Ireland during the period between April 2005 and April 2006.  
The table below provides an indication of the recent trends in the number of EFL students by market origin.  Although the figures relate to the period 1998-2002, they suggest that the demand for Ireland as an EFL destination has remained static, although the scale of activity suggests that Ireland has a large market share relative to its size.  

	[bookmark: _Toc166904474]Table 3.2: International Arrivals for EFL, 1998-2002 (000s) – Ireland


	
	1998
	1999
	2000
	2001
	2002

	Europe
	109
	111
	109
	109
	116

	Italy
	31
	33
	37
	36
	34

	Spain
	28
	29
	25
	26
	29

	France
	27
	25
	22
	22
	25

	Germany
	12
	12
	12
	12
	11

	Other Europe
	11
	12
	13
	13
	16

	Other
	12
	10
	8
	9
	11

	Total
	120
	121
	118
	118
	127

	Source:  Language Travel Magazine, 2006


Country of Origin 

Evidence in relation to the age profile and country of origin of EFL students coming to Ireland is presented in the table below. 

	[bookmark: _Ref150337045][bookmark: _Toc166904475]Table 3.3: Nationality of EFL Students in Ireland Between April 2005 and March 2006

	Country
	Percentage of all students
	Percentage of students 17 years and under
	Percentage of students 18 years and over

	Italy
	38.2%
	59.8%
	21.9%

	Spain
	15.0%
	14.2%
	15.7%

	France
	9.1%
	10.0%
	8.4%

	Germany
	4.9%
	1.7%
	7.3%

	Austria
	5.0%
	9.1%
	1.9%

	Other Europe
	12.4%
	3.9%
	18.8%

	Americas
	2.7%
	0.2%
	4.7%

	Asia
	10.9%
	1.1%
	18.3%

	Middle East/Africa
	1.7%
	0.0%
	3.0%

	Total
	100.0%
	100.0%
	100.0%

	
	
	
	

	Source: DIT Survey of ACELS-approved EFL schools (2006)



According to these data, students from Italy comprise the largest single nationality group, accounting for over 38% of all EFL students arriving in Ireland between April 2005 and March 2006.  Italian dominance of the junior (under-18) market is particularly pronounced, accounting for about 60% of all students in this age group.  Spanish and French students also make up a sizeable portion of students and European students make up an almost overwhelming majority of EFL students in Ireland (74%).  Students from Asia account for about 10% of the total, with the vast majority of these students concentrated in the senior (over 18-year old) market.
Owing to the variation in length of stay among students, which is dependent upon the type and duration of English language courses taken, analysis on student activity based solely on student numbers may not provide a full picture of relative activity levels over time and between markets. In the next table we present figures on the estimated breakdown of student weeks spent by EFL students in Ireland by nationality in 2005.  



	[bookmark: _Ref152388147][bookmark: _Toc166904476]Table 3.4: Composition of EFL Student Weeks by Nationality in 2006 – Ireland


	Nationality
	% Total Student Weeks

	[bookmark: _Hlk159043608]Italian 
	21.5%

	Spanish
	15.8%

	German
	7.6%

	French
	7.0%

	Austrian
	4.8%

	Chinese
	4.1%

	Japanese
	4.0%

	Korean
	3.8%

	Swiss
	3.6%

	Polish
	3.2%

	Other
	24.6%

	Total Student Weeks
	100%

	Source: Language Travel Magazine (2006) 



The figures suggest that Italian students (21.5% of total student weeks) and Spanish students (15.8%) are by far the most significant groups, followed by German (7.6%), French (7.0%) and Austrian (4.8%) students.  This broadly accords with the largest source markets as found in the DIT survey. In relation to the Italian market, the lower share evident when measured by student weeks rather than student numbers may indicate that Italians tend to stay in Ireland for shorter periods than is the case among other nationalities.
Table 3.5 presents a breakdown by nationality of students attending 41 EFL language schools in Ireland over the period October-November 2003, based on survey research undertaken by Lansdowne Market Research. According to these figures, Spanish students form the largest single cohort, followed by Italian, French and Chinese language students.  If one compares these figures with the research presented above, it is notable that the number of Spanish students has fallen since 2003, with Italy becoming Ireland’s largest EFL market.   In terms of growth areas, the Lansdowne research indicated that, in terms of the proportion of overall student numbers, expanding markets included Germany, Sweden, Poland, Czech Republic, Lithuania, Russia, in Europe, China and Korea in Asia, and Ecuador in Latin America, although one would need to have access to figures for subsequent years to discern a trend in relation to these markets. 


	[bookmark: _Ref150332552][bookmark: _Toc166904477]Table 3.5: Composition of EFL Student Body in Ireland by Nationality - 2003


	Nationality
	Average % of Student Body in Ireland – October-December 2003
	Change on Previous Year

	Spanish
	25
	Same

	Italian
	20
	Same

	French
	17
	Same

	Chinese
	15
	More

	German
	12
	More

	Swedish
	10
	More

	Japanese
	8
	Same

	Austrian
	7
	Same

	Korean
	7
	More

	Portuguese
	7
	Same

	Swiss
	6
	Same

	Venezuelan
	4
	Same

	Polish
	4
	More

	Ukrainian
	4
	Same

	Czech
	3
	More

	Russian
	3
	More

	Lithuanian
	2
	More

	Belgian
	2
	Same

	Ecuadorian
	3
	More

	Brazilian
	2
	Same

	Chilean
	2
	Same

	Argentinean
	2
	Same

	Source: Lansdowne Market Research (2004)



In terms of future, the potential of other rapidly growing markets such as Japan may also merit attention, although it should be remembered that non-EU markets face the constraint that student flows are subject to greater uncertainty due to visa regulations.  This is discussed in more depth in Section 5. 


Student awareness of Ireland
An important issue in relation to marketing and promotion of Ireland as a destination for EFL students concerns the existing levels of awareness of Ireland among students.  Students’ awareness of specific EFL schools tends to be informed by a number of sources, including local EFL agents, internet research and referral or word of mouth. The table below presents the findings of survey research undertaken on the ways in which students found out about EFL colleges in Ireland. 

	[bookmark: _Ref152390285][bookmark: _Toc166904478]Table 3.6: Student Awareness - Ways in Which Students Found out About Irish EFL Colleges in the Past Year - 2003

	Method
	Percentage of students

	Through agents
	54%

	Word of mouth
	24%

	Internet
	18%

	Teachers
	12%

	Source: Lansdowne Market Research Administrator Survey 2004



The research indicates that the majority of students (54%) had become aware of Ireland as an English language learning destination through engaging the services of an agent.  A further 24% and 18% of students indicated they found out about an EFL college in Ireland through word of mouth (suggesting that quality is an important driver of demand) and the Internet respectively.  Twelve percent of respondents learnt of an EFL college through a teacher. Some students were not in a position to decide on their EFL school as they were sent on courses by their employer.
Agents are paid commission by schools on EFL fees of 20-30% and they arrange to put the students into schools and also arrange host families for the students.  Students’ use of agents is age-dependent – the younger the student, the more likely it is that they (and their parents/guardians) will arrange their EFL course through an agent. Agents are central to the operation of the EFL market in Ireland (and in the other countries), who essentially act as ‘middlemen’ between students in their home countries and the EFL providers in the host countries. Building up networks of agents is therefore vital to disseminating information and promoting Ireland and this is examined in more detail in Section 5.

Age profile of students
Figure 3.1 below presents a breakdown of EFL students attending courses in Ireland by age category in 2005.  This highlights the fact that the age profile of EFL students in Ireland is relatively young, with those aged 24 years and younger accounting for close to 70% of the total.  The 18 to 24 year age group alone accounts for 42% of the total, while those older than 30 years make up over 10% of all students.

[bookmark: _Ref150340517][bookmark: _Toc166904588]Figure 3.1: EFL Students in Ireland by Age Category, 2005


Source: Language Travel Magazine (2006)

Another perspective on the age profile of EFL students in Ireland can be had by considering the findings of research undertaken for Fáilte Ireland by DIT[footnoteRef:5] in 2006.  According to the research, 57% of students attending EFL courses in the period April 2005 to March 2006 were aged 18 years or older, while 43% where 17 years of age or younger.   [5:  Fáilte Ireland: English as a Foreign Language (EFL) Survey, prepared by Tourism Research Centre at Dublin Institute of Technology, 2006. ] 


Gender profile
Figures are also available in relation to the gender profile of EFL students visiting Ireland.  In particular, Figure 3.2 highlights evidence showing that EFL students in Ireland are fairly evenly split, with females making up a slight majority (54%).

[bookmark: _Ref152388413][bookmark: _Toc166904589]Figure 3.2: Gender Profile of EFL Students in Ireland - 2003


Source: Lansdowne Market Research (2004)

Length of stay of EFL students in Ireland
Student demand for EFL in a given country tends to be characterised by time pressure and by a desire to experience at first hand life in the host country.  This means that most students prefer to spend time learning or improving their English language skills in a host country for a few weeks.
In relation to length of stay, Table 3.7 presents evidence from survey research in relation to the average number of weeks spent by EFL students in Ireland between April 2005 and March 2006.  

	[bookmark: _Ref150329454][bookmark: _Toc166904479]Table 3.7: Average Length of Stay of EFL Students in Ireland by Age – Weeks


	Age/Time Period
	Q2 2005
	Q3 2005
	Q4 2005
	Q1 2006

	Aged 17 years and younger
	2
	3
	3
	4

	18 years and older
	6
	7
	12
	10

	Source:: DIT (2006)



The figures indicate that students aged 18 years and over tend to stay in Ireland between two and four times longer than their younger counterparts.  Overall, according to the DIT research, the average length of stay was 3 weeks in respect of students who were 17 years or younger and 8.7 weeks for students who were 18 years or older.  This may be due to the fact that senior students wish to achieve a higher standard of English, have more spending power or combine a job in Ireland with their tuition.  For both cohorts, the amount of time spent studying English has increased between Q2 2005 and Q1 2006.  It is difficult to say how much of this change can be attributed to seasonal, trend or industry factors.  

Reasons for choosing Ireland
From the perspective of Fáilte Ireland and Tourism Ireland a key issue concerns the marketing and promotion of Ireland as a destination for visitors in general, first and foremost, and then as a destination for specific activities such as EFL. 
According to available research undertaken during 2004 (see the table overleaf), students are attracted to Ireland in part due to the perceived friendliness of the country and its “home away from home” atmosphere.  Aspects of popular culture including the success of bands like U2 and Westlife, as well as the international profile of the Riverdance ensemble and Irish film may also have had an influence in advancing a positive overall view of Ireland.  In addition, the small size of our cities and the perceived low threat to personal security have also been cited in the survey research as positive attributes.    

	[bookmark: _Toc166904480]Table 3.8: Administrators' Rating of Importance Factors Affecting Decision to Come to Ireland among EFL Students (10 = Extremely Important, 1 = Not at All Important)

	Factor
	Average importance rating

	Our reputation for friendliness
	8.3

	Perceived quality of EFL education
	7.9

	Reputation for personal safety
	7.2

	Cost of courses
	7.2

	Reputation for political stability
	6.7

	Cost of accommodation
	6.0

	Source: Lansdowne Market Research Administrator Survey 2004




Ireland’s membership of the EU is also an important factor for students from EU countries. Ireland’s historical heritage and literary tradition also carry interest for students[footnoteRef:6].  In addition, the awareness of the Celtic Tiger economy is relevant to the perception that Ireland is likely to be an easier country in which to find employment. [6:  	For example, contemporary writers such as Noble Laureate Seamus Heaney, Brian Friel, Roddy Doyle, etc., as well as Yeats, Joyce, Beckett and other writers, have contributed to Ireland’s special reputation in literature in English. ] 

In addition, our consultations with EFL schools and other organisations have highlighted that the perceived quality of the EFL product is believed to be particularly important for parents sending their children to do General English courses in countries such as Ireland.  As we outline below, the Irish EFL sector is strong on ensuring quality provision. In regard to choosing their school, cost, location and the school’s reputation for teacher quality were the main decision factors influencing students.   

[bookmark: _Toc166904439]
Supply of EFL Services in Ireland
We now turn to examine the supply-side of the EFL sector in Ireland and, in particular, assess the following aspects:
· The numbers and characteristics of EFL schools/providers; 
· The nature of the product available in terms of courses, qualifications and accommodation offered, and the costs of EFL courses; and
· The policy and regulatory environment governing the EFL sector, including the nature of quality assurance and accreditation systems in operation in the sector.

Number of EFL schools/providers
While it is difficult to present a precise figure in relation to the number of EFL providers in operation in Ireland, owing to the variety of providers and the fact that not all providers are regulated, an accurate estimate of supply can be made by considering Fáilte Ireland’s database of schools, which is based on the numbers of schools recognised and registered by the Advisory Council for English Language Schools (ACELS).  The table below indicates the numbers of recognised schools in 2000 and in 2007.  According to the figures, there are currently 120 ACELS-approved EFL providers or administrators in operation in Ireland.  This compares with a total of 113 schools in 2000, pointing to an increase of over 6% during this period.        

	[bookmark: _Ref159058335][bookmark: _Toc166904481]Table 3.9: Number of Recognised EFL Schools/Providers in Ireland - 2000 and 2007

	Details
	2000
	2007
	% Change – 2005-2007

	
	
	
	

	No. of recognised/registered EFL schools/providers
	113
	120
	6.2%

	
	
	
	

	Source:  Indecon calculations based on Fáilte Ireland database, ACELS (www.acels.ie) and MEI-RELSA (www.mei.ie) 



There are also a number of unrecognised EFL schools or providers in Ireland and we understand from our discussions with stakeholders that many operate on a transitory or seasonal basis.  Enrolment tends to be at its highest during peak season in July and August and these schools are not in operation during the rest of the year. Some informal estimates suggest that the proportion of recognised schools is high in Ireland by international comparison.  However, while the figures in the table above may underestimate the overall number of providers in operation, including those that are not ACELS-approved schools, the figures suggest that there has been significant growth in supply in the sector in recent years. 

Years in operation of EFL providers
Details from the survey research undertaken during 2004 in relation to the number of years EFL schools have been in business are set out in Table 3.10.  According to the survey figures, only 10% of schools are classified as having been in business for less than 4 years, while 17% have been in operation for between 5 and 9 years and 34% for between 10 and 14 years.  Finally, according to the 2004 research, it is notable that 40% of EFL schools have been in business for over 15 years.  Overall, this profile would suggest considerable experience in the provision of EFL services among schools in Ireland.

	[bookmark: _Ref152391907][bookmark: _Toc166904482]Table 3.10:  Number of Years of Operation of EFL Schools

	Number of years
	Percentage of schools

	Up to 4 years
	10%

	5 to 9 years
	17%

	10 to 14 years
	34%

	15 to 19 years
	20%

	20 years or more
	20%

	Source: Lansdowne Market Research Administrator Survey 2004





Size distribution of EFL providers
[bookmark: OLE_LINK10][bookmark: OLE_LINK11]An important characteristic which affects the competitive landscape within the EFL sector concerns the size of schools/providers.  According to the 2004 research (highlighted in the figure overleaf), the size distribution of EFL providers in Ireland is skewed towards smaller colleges with less than 200 students per year.  Thirty-two percent of respondents to the 2004 survey undertaken by Lansdowne had up to 200 students, 29% had between 200 and 499 students, 12% had between 500 and 1,000, and 7% had between 1,000 and 2,000 students in the previous year.  Furthermore, 17% of respondents indicated they had over 2,000 students enrolled during the previous year. 

[bookmark: _Ref156986376][bookmark: _Toc166904590]Figure 3.3:  Size Distribution of EFL Providers in Ireland by Number of Students Attending Schools in Previous 12 Months



Source: Lansdowne Market Research Administrator Survey 2004


Further evidence in relation to the size distribution of EFL providers in Ireland can be obtained from the survey research on the number of student weeks reported by responding providers.  The average number of student weeks registered by EFL schools in Ireland during the year was 2,794. In 44% of schools surveyed, students were registered for less than 1,000 weeks in the past 12 months.  Twelve percent of schools indicated that between 1,001 and 3,000 student weeks had been registered, 20% that between 3,001 and 10,000 student weeks had been registered and 12% that over 10,000 student weeks had been registered in the previous 12 months.  These figures further highlight the previous finding that the size distribution of EFL providers in Ireland is skewed towards smaller schools.     

[bookmark: _Toc166904591]Figure 3.4:  Size Distribution of EFL Schools/Providers in Ireland according to Number of Student Weeks Registered in Previous 12 Months



Source: Lansdowne Market Research Administrator Survey 2004

Geographic location of EFL providers
Summary details in relation to the geographic location of EFL schools/providers in Ireland are presented in the table overleaf.  These figures, which are based on the number of providers registered with ACELS, indicate that 50% of EFL schools/providers are located in Dublin, with the remainder located throughout the remainder of the State. Of the latter, the largest concentrations are located in Wicklow, Cork, Limerick and Galway. 

	[bookmark: _Toc166904483]Table 3.11:  Geographic Location of Registered EFL Providers in Ireland*

	Location
	No. of Schools/Providers
	%

	
	
	

	Dublin
	60
	50

	Other Counties
	60
	50

	
	
	

	Total
	113
	100

	
	
	

	Source:  Figures based on number of schools registered with ACELS (www.acels.ie)  




Courses and qualifications available
What are the characteristics of products and related qualifications available to EFL students in Ireland?  EFL students include juniors, parents, graduates and professionals. Juniors are the predominant type of learner, especially in the peak season during the months of June, July and August.  The young age profile of EFL students coming to study in Ireland is, according to our research, in part due to the State’s success in developing combined language study and leisure programmes which link language tuition with golf, sailing, horse-riding, or a cultural theme as well as intensive corporate programmes and programmes which include work placements. However, according to our consultations, Ireland, unlike some competitor countries, is not perceived as an ‘activity’ destination as such. 
Approximately 70% of all EFL students in Ireland are enrolled on General English courses according to the Lansdowne Survey undertaken in 2004.  The other main types of EFL courses provided in Ireland are ESP (English for Specific Purposes), which is aimed in the main at teachers and professionals, Teacher Training (under the EU Leonardo programme), third-level-oriented English (aimed at meeting English language requirement for entry to higher education institutions) and English and Activities (e.g. adventure sports, golf, cooking, equestrian).   Almost nine out of ten schools (88%) offer General English courses consisting of an average 18.5 hours per week for 6.5 weeks.  These courses consist of approximately 1,286 student weeks in total at an average cost per course of €296.  Similar information is also set out for Executive English courses, one-to-one tuition, and Intensive English courses, Junior Summer Programmes, English for special purposes, Culture and Literature courses, and Teacher Training for native and non-native speakers.
In relation to EFL qualifications, the average numbers of students per college who completed different types of exams are presented in Table 3.12.  According to the 2004 research, the most popular examinations were Trinity College London exams (128 students per college), T.I. Interactive English (120 per college) and TIE (86 per college).

	[bookmark: _Ref152393131][bookmark: _Ref152393144][bookmark: _Toc166904484]Table 3.12:  Qualifications Offered by EFL Schools/Providers in Ireland - Average Number of Students per Schools Who Completed Exams

	Examination name
	Average Number of Students per EFL School/College who Completed Exam

	Trinity College London
	128

	T.I. Interactive English
	120

	TIE
	86

	Cambridge exam
	39

	TOEIC
	31

	PET
	31

	FCE
	30

	TOEFL
	23

	CAE
	18

	IELTS
	10

	CPE
	8

	Others
	847

	Source: Lansdowne Market Research Administrator Survey 2004



The research shows that a comprehensive range of English language courses and EFL qualifications are offered in Ireland, making the supply-side of the Irish market both flexible and well-placed to respond to new market developments and opportunities.  Nevertheless, there is a sense in which the provision of EFL in Ireland is heavily weighted towards General English training and qualifications.  
In order for students from countries where English is not the first language to matriculate, or satisfy the entry requirements to Irish universities, they must demonstrate proficiency in the English language (i.e. spoken and written English for academic purposes).  There are many international qualifications in this regard, including IELTS (International English Language Testing Service) and TOEFL (Test of English as a Foreign Language).
This suggests that, in promoting Ireland as a base for third-level education overseas, there is potential for growing the demand for EFL in Ireland among prospective overseas entrants to Irish third-level institutions (i.e. preparation for TOEFL, IELTS and other English language requirements).
Student accommodation
Survey evidence on the type of accommodation used by EFL students in Ireland is presented in Table 3.13.  It shows that the vast majority of students (74.7%) stay with a host family, while 8.0% and 3.5% of students stay at a school residence and in apartments respectively.  The proportion staying at other types of accommodation is about 13.8%.

	[bookmark: _Ref152388675][bookmark: _Toc166904485]Table 3.13: Type of accommodation used by EFL students in Ireland between April 2005 and March 2006


	
	Number of students
	Percentage of total

	Host family
	36,516
	74.7%

	School residence
	3,890
	8.0%

	Apartment
	1,688
	3.5%

	Religious communities
	8
	0.0%

	Hostel / hotel accommodation
	60
	0.1%

	University
	19
	0.0%

	Guesthouse
	61
	0.1%

	Other types of accommodation
	6,638
	13.6%

	Total
	48,880
	100.0%

	Source:: DIT (2006)



Host families used by recognised schools are carefully selected, inspected and monitored. Staying with an Irish host family allows students to learn about the Irish way of life and gives students the opportunity to practise English. According to the 2006 research undertaken by DIT, most students appeared to be happy with their host family accommodation.  According to our survey, staying with a host family was regarded as a unique experience, providing a good perspective on how locals live.  It also eased the burden on students as it was arranged in advance by their school and eliminated chores like cooking, cleaning and the payment of utility bills.  Longer-term students, however, tended to move to alternative accommodation.
Greater time constraints on families and changing attitudes generally are increasingly seen to threaten the host family scheme. Also, it has been suggested that there is little opportunity for host families to air their views and discuss concerns with one another. Notwithstanding these challenges, Ireland is seen to remain an attractive destination for EFL students due to its traditional strong focus on host family and cultural programmes for EFL students, particularly those within the younger age groups.  

Course costs
For EFL students visiting Ireland, students tend to have a fixed level of financial resources at their disposal.  The largest portion of this is likely to be spent on accommodation, food and sustenance - assuming fees have already been paid.  The remainder is used to finance entertainment, clothing and recreational activities. Students also spend money on weekends away in Ireland, which involves expenditure on bus, train or car rental, and accommodation in B&Bs or hostels.
The EFL sector in Ireland has been helped in the past by competitive prices, particularly compared with the UK, and this has attracted growing numbers from Europe who might otherwise have studied in the UK. Ireland’s attractive work regulations have also enabled EFL students to subvent the costs involved.  However, these regulations for students are now matched by the UK, and rising costs threaten Ireland’s advantage in this area.  The average cost of a one month language course has increased from €636 in 2001 to €804 in 2006.  

	[bookmark: _Ref157491269][bookmark: _Toc166904486]Table 3.14: Average Cost of an English Language Course in Ireland - 2001 and 2006 – €

	
	2001 - €
	2006 - €

	One month English language course
	636
	804

	Accommodation

	Residential (per week)
	-
	156

	Family (per week)
	132
	162

	Source: Language Travel Magazine Global Comparison, 2001/2002 and March 2006 and Education UK



Although three-quarters of students stay with host families, where costs are relatively moderate, renting residential accommodation can be very expensive in Ireland’s cities and the average cost of residential accommodation in 2006 was equivalent to €156.  The average cost per week of host family accommodation has also increased, from €132 in 2001 to €162      in 2006. 
Another problem for attracting students from emerging EFL markets is the cost of access. There is direct flight access from the major Far Eastern countries to all of Ireland’s EFL competitors, including the UK, Australia and New Zealand. Flights from these developing markets to Ireland must route through a European hub, meaning that the Irish market faces additional accessibility and affordability barriers. 

Policy and regulatory environment
In order to thrive in the long term, the EFL sector will require a policy and regulatory environment that facilitates growth, while managing the risks facing students and providers alike.   Risks arise from the uncontrolled rapid growth of unregulated providers, which may result in a degrading of the quality of the product, lax immigration policy associated with criminal activity, terrorism and the abuse of welfare resources.  In this sub-section we describe the regulatory and general policy environment within the EFL sector in Ireland.  

Regulation of EFL Schools/Providers
There is no mandatory licensing of EFL in Ireland. The key regulatory body which oversees the maintenance of standards within the sector is ACELS (Advisory Council for English Language Schools), which has operated within the Department of Education and Science since 1969. The Board of ACELS comprises 11 people, including representatives from the Department of Foreign Affairs, other Departments and State agencies, and three representatives from the MEI-RELSA association of EFL schools in Ireland.  The composition of the Board changes every three years.
Apart from the administration of the inspection/recognition scheme (see below), the principle functions of ACELS include:
· Providing control of standards in TEFL courses;
· Providing of support for teacher development;
· Establishing examinations for EFL students, the Test of Interactive English (TIE), based on the principles of the Council of Europe’s Common European Framework; and
· Working with Government departments and agencies to promote Ireland as a centre of excellence for English language training.
ACELS is due to be merged in the new Body Education Ireland once formed
As described in Table 3.9, there are currently some 120 recognised EFL schools/providers in Ireland.  Out of these, some 62 schools are members of MEI-RELSA. 

Quality assurance and accreditation systems
Over the past two decades, Ireland has built up a strong reputation as an attractive, quality destination for EFL courses. Survey research[footnoteRef:7] has shown that the majority of students were satisfied with their EFL schools.  There were many factors which affected the degree of satisfaction.  These include the quality of teaching, group excursions, the provision of tourist and travel advice by school staff as well as administrative support.  The availability of facilities at EFL schools, such as restaurants, cafeterias, language laboratories, libraries and internet access were identified as important to students. [7:  See DIT (2006) and Lansdowne Market Research (2004).] 


ACELS accreditation
Accreditation of EFL schools takes place each year, in which there is an annual application by existing EFL schools to ACELS.  In the case of a school with 10 teachers and/or classrooms or less, inspection is carried out by one person. In excess of this, two inspectors visit the applicant provider.  Inspection occurs at a minimum every 3 years. Each year, ACELS also undertakes ‘follow-ups’ or ‘spot checks’ on a random basis, to further ensure the management and enhancement of EFL provision among recognised schools in Ireland.  The areas covered by ACELS inspections are as follows:
· General management and administration;
· Academic management;
· Teaching performance;
· Student welfare;
· Social activities; and
· Premises.

In order to be able to teach in a recognised EFL school in Ireland, teachers must possess a recognised TEFL qualification.  This equates with a third-level degree/diploma plus an approved TEFL qualification (Certificate of English Language Teaching at a minimum).[footnoteRef:8] We understand from our consultations with schools that there is generally little difficulty in recruiting qualified and experienced teachers when demand tends to peak in the summer months in Ireland.  In particular, it is our understanding that most schools are capable of accessing temporary teaching staff to help cover the busiest months of July and August.   [8:  	The Certificate of English Language Teaching qualification takes about 4 weeks.  The Diploma in English Language Teaching qualification takes about 8 weeks and we understand from our consultations with stakeholders that less than 5% of EFL teachers in recognised schools in Ireland have the Diploma qualification.  We understand that ‘quality’, as measured by the level of TEFL qualifications held by providers, is high in Australia.] 


MEI-RELSA
The English language school association, MEI-RELSA, which has the objective of ensuring that Ireland retains an image of a quality language learning destination, is an association of English Language Schools operating language courses in over 120 locations around Ireland. The organisation is the largest representative group of EFL providers in Ireland. (64 member schools at present) 
International Association of Language Centres
The International Association of Language Centres (IALC) is a worldwide network of 87 leading independent language schools that teach the language of their country to students from abroad. Member schools are governed by the IALC quality assurance scheme, which demands high standards of professionalism in all aspects of service. All IALC language schools are required to be regularly inspected and continuously monitored. There are IALC schools in Argentina, Australia, Austria, Canada, Chile, Costa Rica, Ecuador, England, France, Germany, Ireland, Italy, Japan, Malta, Mexico, New Zealand, Portugal, Russia, Spain, South Africa, and the USA. In Ireland, 4 schools are IALC accredited - two in Dublin, one in Cork and one in Galway.

EAQUALS
EAQUALS is an association of providers of language services, founded in 1991 and having over 100 full and associate members in over 20 different countries. EAQUALS grants its quality label to institutions that meet its high inspection standards. Four Schools in Ireland out of a total of 99 are full members of EAQUALS - three in Dublin and one in Cork.


Visa regulations
Students studying for three months or less can enter Ireland on a tourist visa, if required, but a student visa is needed for study trips of a longer duration. Applicants for a student visa must provide evidence that they have been accepted onto a course of study as well as prove that they have funds to support themselves throughout their period of study in Ireland. 
Table 3.15 lists the countries where citizens are not required to be in possession of a valid Irish visa when landing in the State. 

	[bookmark: _Ref156717139][bookmark: _Toc166904487]Table 3.15: Classes of Non-Nationals Not Required to be in Possession of a Valid Irish Visa when Landing in the State

	Country
	Country
	Country

	Andorra
	Guatemala
	Poland

	Antigua & Barbuda
	Guyana
	Portugal

	Argentina
	Honduras
	Romania

	Australia
	Hong Kong (Special Administrative Region)
	Saint Kitts & Nevis

	Austria
	Hungary
	Saint Lucia

	The Bahamas
	Iceland
	Saint Vincent & the Grenadines

	Barbados
	Israel
	Samoa

	Belgium
	Italy
	San Marino

	Belize
	Japan
	Seychelles

	Bolivia
	Kiribati
	Singapore

	Botswana
	Latvia
	Slovak Republic

	Brazil
	Lesotho
	Slovenia

	Brunei
	Liechtenstein
	Solomon Islands

	Bulgaria
	Lithuania
	South Africa

	Canada
	Luxembourg
	South Korea

	Chile
	Macau (Special Administrative Region)
	Spain

	Costa Rica
	Malawi
	Swaziland

	Croatia
	Malaysia
	Sweden

	Cyprus
	Maldives
	Switzerland

	Czech Republic
	Malta
	Tonga

	Denmark
	Mauritius
	Trinidad & Tobago

	Dominica
	Mexico
	Tuvalu

	El Salvador
	Monaco
	United Kingdom & Colonies

	Estonia
	Nauru
	United States of America

	Fiji
	Netherlands
	Uruguay

	Finland
	New Zealand
	Vanuatu

	France
	Nicaragua
	Vatican City

	Germany
	Norway
	Venezuela

	Greece
	Panama
	

	Grenada
	Paraguay
	

	Source :Department of Justice, Equality and Law Reform



Citizens of countries not listed require an entry visa for Ireland. The principal change effected by the 2006 Order to the 2004 Immigration Act is that nationals of Bulgaria and Romania are, from the date of accession of those countries to the EU, no longer subject to an Irish visa requirement. These countries may therefore offer potential new and expanding markets for EFL providers in Ireland.
It is difficult to quantify any link between changes in immigration policy and enrolment levels within the EFL sector due to the lack of a consistent time series of reliable statistics. However, specific changes, including the policy of immigration priority to international students in many countries, are said to have had significant beneficial effects on enrolments generally within the sector. 
In our research and consultations as part of this study, the impact of visa policy in Ireland emerged as an important theme and a number of schools highlighted the need for greater transparency within visa regulations and improved efficiency in the processing of visa applications.  
While visa regulations must address various objectives and ensure abuses to the system are minimised, we understand that Fáilte Ireland & Tourism Ireland continuously aim to ensure the focus on more efficient visa and immigration processing to support its efforts in new markets is maintained. 
[bookmark: _Toc166904440]Economic Impact of EFL Sector in Ireland
While a detailed evaluation of the economic impact of the EFL sector on the Irish economy is beyond the scope of this exercise, it is nevertheless instructive to place the sector in context by reference to an estimate of its likely economic contribution.  
The overall economic impact of the EFL sector, as with any other sector, may be measured in a number of ways.   The standard approach is to first identify the expenditure contribution of the sector, which, in the case of the EFL sector, would be derived from the number of overseas students travelling to Ireland to participate in English language courses.  Combining the population of students with the expenditure profile of these students will yield an estimate of the direct expenditure contribution.  
While detailed figures on the expenditure characteristics of EFL students in Ireland were not available to the consultancy team during this study, we have developed an indicative and conservative estimate of the expenditure contribution of EFL students based on the estimates presented in Table 3.14 on course and accommodation costs, our own estimates of other student expenditures, and details on student numbers and average length of stay as described earlier in this section.  The table overleaf sets out the workings underlying our indicative estimate of the economic impact in 2006 prices.  
We believe that caution must be exercised in developing estimates of the economic contribution of a particular sector such as the EFL sector.  Based on assumptions regarding student numbers and expenditure characteristics, and economy-wide multipliers, we estimate the EFL sector to provide an overall economic impact of up to €500 million in 2006.           

	[bookmark: _Toc166904488]Table 3.16: Indicative Estimate of Economic Impact of EFL Sector on the Irish Economy – 2006


	Elements of Impact
	Details

	Estimated No. of EFL students – 2006
	130,000

	Estimated average length of stay – weeks
	6.23*

	[bookmark: OLE_LINK1]Average expenditure per student per week on English courses/tuition – 2006 - €
	200**

	Average expenditure per student per week on accommodation – 2006 - €
	150***

	Average expenditure per student per week on other items (food, travel, recreation, etc) – 2006 - €
	150****

	Average overall expenditure per student per trip
	1,990.8

	Estimated Gross Expenditure Contribution – 2006 - € Million
	405

	Multiplier Impacts 1
	1.255

	Estimated Overall Economic Impact – 2006 - € Million
	508

	Source:  Indecon calculations based on Language Travel Magazine (2006), Indecon Confidential Survey of EFL Schools in Ireland and Indecon estimates
* Based on DIT research and weighted according to age profile of students
** Based on estimated average cost per week for 4-week Standard English course
*** Based on assumption that 50% of students stay with host families and remainder use open market accommodation at rates shown in Table 3.14 (converted to € using average €-US$ exchange rate in 2006).
**** Indecon estimate
1 Multiplier impacts arise from the indirect and induced impacts of direct expenditures by students.  The multiplier used is based on standard multipliers used for the Irish economy.  


  
It should be highlighted that the above conservative estimate of the economic impact of the EFL sector on the Irish economy is based on an estimated student population of 130,000.  Actual student numbers may be higher.  In addition, student expenditures may be higher among some student categories such as ESP students, while our assumptions do not factor in significant ancillary tourism-related expenditure.  However, the estimate presented underlines the importance of the sector and the potential to expand this impact through developing attractive cultural-language packages.   
 

[bookmark: _Toc166904441]Summary Assessment of EFL Sector in Ireland
Based on our consideration of both the demand and supply sides of the EFL sector in Ireland, it is instructive to develop a summary of the strengths, weaknesses, opportunities and threats/challenges (a ‘SWOT’ analysis) of the sector in Ireland with the objective of informing future development policy in this area.  Our assessment reflects the foregoing analysis in addition to recent survey research, and our consultations with the sector and with the State agencies.  

Strengths
From the foregoing analysis and our discussions with providers, it would appear that the sector believes that the quality of Irish EFL schools is high. ACELS has been successful in recognising and regulating standards in the majority of schools while MEI-RELSA, covering a high proportion of providers, has worked to raise standards and to present a united marketing front. Furthermore, there are a large and growing number of providers operating in the Irish market and competition is strong. We also believe that the supply of EFL teachers and providers is also flexible to meet increased demand. 
Our analysis has shown that there is a strong EFL infrastructure in Ireland, which, in addition to English language courses, providers students with access to cultural and other activities/programmes.  An important aspect of the experience for students is the opportunity to stay with a host family, which allows students to learn about Ireland as well as learning English.  
Ireland as a whole is also seen as an attractive destination for students and potential workers. It is perceived as a safe and friendly country with a flexible labour market, high wages and a high standard of living. It is a diverse and pleasant country, with small, compact cities mixed with an attractive rural environment. The history and literary tradition of Ireland is also of interest to many students. 
Due to these strengths, Ireland has traditionally been a popular destination among students from countries in ‘near’ Europe, such as France, Germany, Spain and Italy. Moreover, these markets have been actively cultivated by EFL schools, including through providers’ strong relationships with EFL agents in these countries.
In relation to the main advantages which Ireland offers EFL students, it is instructive to consider the views of respondents a 2004 survey, which are set out in the table below.  The good reputation and friendliness of Irish people as well as the overall good atmosphere were cited by a majority of respondents (54%) as particular advantages of Ireland as a destination for EFL students, while a high proportion of students (41%) indicated that the quality of courses, tuition, teachers and schools was an advantage for Ireland.  Other factors included a safe environment (39%), high standards of education (24%) and the presence of host families (22%).


	[bookmark: _Ref152390850][bookmark: _Toc166904489]Table 3.17: Main Advantages Offered by Ireland to EFL Students

	Advantage
	Percentage of students

	Good reputation / friendliness of Irish / good atmosphere
	54%

	Quality – reputation of courses / tuition / teachers/ smaller schools
	41%

	Safe environment / destination
	39%

	High standard of education/good education system
	24%

	Warm / friendly host families
	22%

	Scenery / nature / landscape
	20%

	Good tourist image / interesting culture
	10%

	Member of EU
	6%

	Source: Lansdowne Market Research Administrator Survey 2004



Weaknesses
The perceived weaker aspects of the Irish EFL market include the reliance on traditional short-haul European markets. According to our analysis of student country of origin figures, the Irish EFL sector does not appear to be pro- active enough at present in many emerging markets. Moreover, the visa regulations facing students in some non-EU countries, notably China, have implications for the potential growth of the sector in Ireland. Perhaps not surprisingly, it is believed that our high cost of living here also deters students, especially those from developing countries.  
Another possible weakness is that EFL providers in Ireland rely heavily on junior students learning General English. It has been suggested that students often perceive Ireland as a ‘summer-camp’ for the youth market only and do not perceive Ireland as an ‘activity’ destination.    

Opportunities
Opportunities for the future development of the Irish EFL market have a geographic and product dimension.  In relation to the former, we understand from our consultations and survey research that there is significant potential to open up new geographic markets, both in Europe (for example, in Russia and Turkey) and further afield in Asia and the Middle East. 
In relation to product markets, the development of higher value product segments such as ESP and executive English has only very recently begun to take place, and we understand from our consultations that considerable potential exists in these areas.
Supply could also be directed at the increase in immigrants entering the country. Activity-based learning is very attractive to students, especially younger students, and has significant further scope for expansion in Ireland.
Given the traditional focus on host families in Ireland, we believe that there does not currently appear to be sufficient opportunity for host families to inputs to the development of the EFL sector.  Improved host family representation in the development process may attract more families and improve the experience of students using this network.  
When asked about the factors that would encourage more EFL students to come to Ireland, EFL schools responding to the 2004 survey suggested that better and cheaper access to airports and flights was important (32%), while more efficient visas and immigration registration processing (24%) and increased promotion and information on Ireland as an EFL destination (17%) were also seen as important elements (see table overleaf).  


	[bookmark: _Toc166904490]Table 3.18:  Views on Factors that What Encourage Greater Numbers of EFL Students to Come to Ireland

	Factor
	Percentage of administrators

	Better / cheaper access to airports / flights
	32%

	More efficient visas / immigrant registration processing
	24%

	More promotion / information on Ireland as an EFL destination through FI/TI
	17%

	A more regulated industry
	12%

	More publicity / marketing overseas
	10%

	Compulsory registration of schools – improved quality
	10%

	Better / cheaper public transport system
	7%

	Source: Lansdowne Market Research Administrator Survey 2004



Challenges/Threats
Notwithstanding the strengths and opportunities within the Irish EFL sector, there are also a number of challenges or even threats facing the sector. These include the operation of unregulated service providers, particularly in the summer season, which is seen as a potentially serious problem facing the sector. We understand from our discussions with providers that this issue places regulated operators at a commercial disadvantage and affects the overall quality of the EFL product in Ireland.
Another potential threat to the sector in Ireland concerns a perceived decline in the ‘friendliness’ factor associated with Ireland and its people.   This is likely to reflect a range of factors, including greater time pressures and higher opportunity costs brought about by booming economic conditions.  Changing socio-economic circumstances may also be impacting on the willingness of families to act as host families to EFL students.  

Another specific challenge, which is seen by many as an increasing threat to the development of the EFL sector in Ireland, concerns the rapidly escalating costs of living in Ireland.  In particular, as accommodation and other costs have risen sharply in recent years, overall costs facing students, and particularly those form among the younger age cohorts, may act as a deterrent to some students considering Ireland as a location for English language learning.  
In some areas, increased crime levels are also perceived as a potential threat to the previous positive image of Ireland as a destination, although the impact of this perception would also depend on how this problem is perceived relative to that in other destinations.   
A number of potential threats to the EFL market in Ireland were identified by administrators in the 2004 survey of the sector, including the rising cost of living, the cost of accommodation, delays in attaining student visas and competition from less-expensive EFL countries.  These factors were identified as being the most significant threats by administrators and are set out in Table 3.19.

	[bookmark: _Ref152391350][bookmark: _Toc166904491]
Table 3.19: Challenges/Threats to EFL Sector in Ireland Identified by EFL Providers/Administrators (10 = Extremely Important, 1 = Not at All Important)

	Threat
	Average importance rating

	The rising cost of living
	8.8

	Cost of accommodation
	7.5

	Delays in attaining student visas
	7.3

	Competition from less expensive EFL countries
	6.8

	Source: Lansdowne Market Research Administrator Survey 2004




Further survey information in relation to threats to the EFL market in Ireland are set out in Table 3.20, in the form of the percentage of administrators identifying particular threats as being important.


	[bookmark: _Ref152391463][bookmark: _Toc166904492]Table 3.20:  Challenges/Threats to EFL Sector in Ireland Identified by EFL Providers/Administrators - Continued

	Threat
	Percentage of administrators

	Cost of living
	51%

	Increased costs/ insurance / inflation/ entrance fees / accommodation
	34%

	Deterioration in quality / quantity of host families
	32%

	Poor knowledge of Ireland
	24%

	Difficulties in obtaining visas
	24%

	Unregulated schools
	20%

	Unstable world situation: war / terrorism
	17%

	Increasing rate of crime / bad treatment / racism against visitors
	12%

	Strength of the Euro
	12%

	Increased competition from abroad
	10%

	Poor transport system / traffic congestion
	10%

	Source: Lansdowne Market Research Administrator Survey 2004




[bookmark: _Toc166904442]
Summary of Findings and Conclusions
In this section we reviewed the characteristics of and recent developments in the EFL sector in Ireland, describing the demand-side and supply-side features of the sector.  We also looked at the policy and regulatory environment, including the nature of quality assurance and accreditation systems in operation in the sector.  The foregoing analysis then inputted to an assessment of the overall strengths, weaknesses, opportunities and challenges/threats facing the EFL sector in Ireland.  Based on this analysis, a summary of what believe to represent the main strengths, weaknesses, opportunities and threats/challenges facing the Irish EFL sector is presented in the table below. 

	[bookmark: _Ref151446174][bookmark: _Toc166904493]Table 3.21: Summary ‘SWOT’ Analysis of EFL Sector in Ireland


	Strengths
	Weaknesses

	· High quality of the majority of schools
· Flexible supply of EFL teachers ensures providers can meet seasonal demand 
· Well-established, competitive and flexible Language providers
· Well regarded among traditional markets (short-haul European) 
· Inc. awareness of Ireland in Japan, Korea & China
· Strong agent relationships
· Positive local family experience
· Perception of friendly people
· General perception that Ireland is a safe country
· Small compact cities
· Pleasant and diverse country mixing urban with rural in a unique way
· Ease of finding part-time work
· Literary tradition associated with Ireland

	· Reliance on traditional markets
· Low levels of awareness of Ireland in newly developing markets
· Visa policy and entry restrictions
· High cost of living and access costs
· Reliance on juniors and general English
· Ireland not perceived as an ‘activity’ destination
· Insufficient supply of host families to meet demand in peak season
· Lack of or high price of residential accommodation


	Opportunities
	Threats

	· New & developing growth markets (Brazil, Russia, Turkey Japan, South Korea)
· Professional/executive market growth
· Potential for adult year round learners
· Increase in access routes to Ireland
· Scope for more activity-based learning
· Potential for Education Ireland to integrate EFL more directly with third-level education in Ireland
· Increase in immigrants into Ireland requiring English language training


	· Unregulated schools
· Decline in ‘friendliness’ of Irish due to time constraints and full employment economy
· Decline in host families
· Rising cost of living
· Negative experiences and perceptions relating to increase in social problems, such as crime
· Strong competition from other countires

	Source: Indecon analysis based on consultations with EFL providers and State agencies, and review of previous survey and other research


 


Section 4	The EFL Sector in Ireland’s Competitor Countries


[bookmark: _Ref158020662][bookmark: _Toc166904443]The EFL Sector in Ireland’s Competitor Countries
[bookmark: _Toc166904444]Introduction
This section provides an evidence-based analysis of the EFL sector in Ireland’s main competitor (host) countries, namely:
· The UK; 
· Malta;
· The US;
· Canada; 
· Australia, and 
· New Zealand.

Adopting a similar approach to that developed in our assessment of the Irish EFL sector in the previous section in considering the position in competitor markets, we begin by describing the demand-side of the sector, including the number and growth in EFL student numbers; the origin and characteristics of students; and the reasons cited by students for choosing the country in question as a destination for English language learning.  We then examine the supply side of the sector in each country, describing the characteristics of EFL providers and the product offered, the costs facing students, the policy and regulatory environment and the quality of the EFL product on offer.  Finally we present an assessment of the main strengths, weaknesses, opportunities and challenges/threats facing the EFL sector in each competitor country.  This Section concludes with a cross-country comparison, including Ireland. 
[bookmark: _Toc156185061][bookmark: _Toc166904445]EFL Sector in the UK
Demand for EFL in UK
Student Numbers and Growth
The UK remains one of the world’s predominant suppliers of English language courses and training.  In terms of student numbers, between 1998 and 2002 there was a substantial decline in numbers of EFL students coming to the UK. This was seen to reflect a number of factors, including high costs compared with other countries, unfavourable exchange rates, economic difficulties in a number of source markets, more attractive products and more effective marketing/promotion in other destinations, and the impact of negative international publicity surrounding education funding and admission procedures in the UK.[footnoteRef:9] [9:  See British Tourist Authority, Insights - Market Profile:  The UK’s Education Travel Market – The Potential, July 2003.   ] 

Since 2003, however, student numbers in the UK have experienced a turnaround and it was estimated that over 600,000 EFL students arrived in the UK in 2004, although this fell to just below 590,000 in 2005. The British Council estimates that around 600,000 EFL students are currently in the UK.  An issue requiring further examination concerns the extent to which the turnaround in student numbers since 2003 has reflected the impact of improved marketing and promotion strategies in the UK.  It is notable, however, that the number of EFL students travelling to the UK suggests that the scale of student numbers in Ireland is considerably higher, if measured relative to population levels, for example, than is the case in the UK.    

	[bookmark: _Toc166904494]Table 4.1: International EFL Student Arrivals in the UK – 1998-2005

	
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	2005

	
	
	
	
	
	
	
	
	

	Arrivals
	566,000
	563,000
	549,000
	487,000
	439,000
	603,000
	617,038
	586,186

	
	
	
	
	
	
	
	
	

	Source: British Tourist Authority, 2003



Country of Origin
In relation to the origins of EFL students in the UK, Table 4.2 shows the decline in many of the UK’s major EFL markets between 1999 and 2002. Of the top ten source markets, only Germany Poland and Belgium expanded, although spending by students from both of these markets declined over this period.  Nonetheless, Europe was, during this period, the major EFL source of the UK, making up 85% of all EFL visitors in 2002. As in other EFL host countries, China and South Korea have growth fast, although their overall share of the UK student base remained very small in 2002. 


	[bookmark: _Ref157482599][bookmark: _Toc166904495]Table 4.2: Visits and Spend by EFL Student Arrivals in the UK - 1999 and 2002


	Country
	No. of Students by Country of Origin
	Total Expenditure ( £ Million)

	
	1999
	2002
	% Chg
	1999
	2002
	% Chg

	Germany
	77
	82
	6.5
	74
	67
	-9.5

	France
	85
	75
	-11.8
	53
	69
	30.0

	Italy
	117
	64
	-45.3
	112
	56
	-50.0

	Spain
	41
	38
	-7.3
	52
	48
	-7.6

	Japan
	32
	21
	-31.3
	75
	66
	-12.0

	Switzerland
	30
	21
	-30.0
	63
	50
	-20.6

	Poland
	11
	16
	45.5
	5
	32
	540.0

	Russia
	12
	12
	0.0
	19
	15
	-26.7

	Austria
	15
	12
	-20.0
	7
	7
	0.0

	Belgium
	6
	10
	66.7
	16
	4
	-75.0

	China
	2
	7
	250.0
	6
	11
	83.3

	S. Korea
	2
	6
	200.0
	2
	18
	800.0

	Sweden
	13
	6
	-53.8
	12
	10
	-16.7

	Denmark
	4
	5
	25.0
	3
	10
	233.3

	Turkey
	8
	5
	-37.5
	17
	14
	-17.6

	Norway
	2
	5
	150.0
	2
	3
	50.0

	Greece
	6
	4
	-33.3
	2
	2
	0.0

	Brazil
	11
	4
	-63.6
	34
	14
	-58.8

	Taiwan
	15
	4
	-73.3
	8
	13
	62.5

	Hungary
	4
	3
	-25.0
	6
	1
	-83.3

	Hong Kong
	1
	3
	200
	1
	5
	400.0

	Total
	563
	439
	-22
	664
	593
	-10.7

	Source: British Tourist Authority, 2003



The UK has increasingly been attracting a greater proportion of students from a smaller number of countries. In the late 1990s, the five leading national markets for international higher education students in the UK provided 36 per cent of all international students; by 2003/2004, this level of concentration had risen to 47 per cent.
Due to its position in Europe, the UK is favoured as a language-learning destination by Western Europeans, but it has also become popular with Japanese and other East Asian students. This reflects the high growth in these markets and also the increasingly successful marketing strategies adopted by the British Council, Education UK and other partners (described in Section 6).    
Top nationalities in 2006 when measured by numbers of EFL students in the UK were the Japanese (11%), Swiss (11%), Brazilian (10%), Korean (10%) and French (8%). This would suggest that the UK does not rely heavily on the market of one country or region and has a global appeal.   It is notable, however, that EFL student numbers from Italy have seriously declined, being absent from the top nationalities as shown below.  Interestingly, Italy would appear to have performed better for competing destinations, notably Ireland.  

	[bookmark: _Ref157488818][bookmark: _Toc166904496]Table 4.3:   EFL Students in the UK - Top Five Nationalities – 2006 - % of Total Students


	Nationality
	Percentage

	Japanese
	11%

	Swiss
	11%

	Brazilian
	10%

	Korean
	10%

	French
	8%

	Source: Language Travel Magazine Feedback Survey, April 2006



Another perspective on the main EFL source markets for the UK can be had by considering the top student nationalities based on the number of student weeks.  On this basis (see table below), the UK was again the most popular with Japanese students (14% in 2006), followed by Korean (9%), Chinese (8%), Italian (5%) and Spanish students (5% in 2006). The UK also appears to be benefiting from the growth of the Chinese market.


	[bookmark: _Toc166904497]Table 4.4:  EFL Students in the UK - Top Five Nationalities – 2006 - % of Total Student Weeks


	Nationality
	Percentage

	Japanese
	14%

	Korean
	8.6%

	Chinese
	8.3%

	Italian
	5.3%

	Spanish
	5.2%

	Source: Language Travel Magazine Global Comparison, March 2006



Student Profile
Details in relation to the profile of EFL students in the UK in terms of the duration of courses taken, class size and hours of tuition taken, based on survey evidence for 2006, are shown in the table below.  According to the research, the average duration of EFL programme taken by students in the UK during 2006 was 16.2 weeks, while the typical class size was between 9 and 10 students.  The average number of hours of English language tuition received by students in the UK was just over 20 hours during 2006.  

	[bookmark: _Toc166904498]Table 4.5: Duration of EFL Programmes, Class Size and Hours of Language Tuition in the UK - 2006

	Details
	No.

	Average length of programme in weeks
	16.2

	Average number of students in class
	9.5

	Average number of hours of language tuition per week
	20.3

	Source: Language Travel Magazine Feedback Survey for the UK 2006



Figures available from the British Tourist Authority pertaining to 2003 in relation to the length of stay of EFL students in the UK by country of origin are presented in the table overleaf.  The figures point to significant variations in the average length of stay of EFL students in the UK dependent upon the country of origin of these students, although in general long-haul visitors re main in the UK for longer periods. German and French EFL visitors increased their lengths of stay between 1999 and 2002 although students from many other European markets shortened their visits over this period.   Despite the growth in numbers of Chinese EFL trips, the length of their stay in the UK declined considerably between 1999 and 2002. 

	[bookmark: _Toc166904499]Table 4.6: Average Length of Stay of EFL Students in the UK by Country of Residence - 1999 and 2002 – No. of Days


	Country
	1999
	2002

	Germany
	20.9
	22.7

	France
	19.1
	31.8

	Italy
	24.1
	20.1

	Spain
	41.6
	34.3

	Japan
	66.2
	60.2

	Switzerland
	32.6
	51.9

	Poland
	21.9
	97.1

	Russia
	28.0
	25.3

	Austria
	10.9
	10.7

	Belgium
	44.2
	14.2

	China
	64.2
	20.0

	South Korea
	49.5
	68.3

	Sweden
	27.8
	42.5

	Denmark
	19.3
	15.2

	Norway
	11.0
	6.8

	Greece
	12.3
	13.3

	Brazil
	74.8
	79.5

	Taiwan
	24.4
	71.5

	Hungary
	28.5
	16.0

	Hong Kong
	36.0
	50.3

	Source: British Tourist Authority, 2003




Supply of EFL in UK
Number of EFL providers
In relation to the number of EFL schools/providers in the UK, we have estimated that there are up to 800 providers in operation throughout the country.  Of these, 397 private language schools, in addition to colleges and universities, are accredited by the British Council.  In addition, it is estimated that the number of non-accredited schools ranges from 550 (according to the British Council) and up to 1,100 (according to English UK). The British Council's research suggests that the majority of non-accredited schools are genuine, with many being small operations, active during the peak summer season and without fixed premises.[footnoteRef:10]   [10:  See, for example, http://education.guardian.co.uk/tefl/story/0,,1220357,00.html ] 


Courses and Qualifications Offered
The UK offers more English courses than anywhere else in the world, with courses available for students of every age, level of English and interest.  Courses on offer include:
· General English courses; 
· Exam preparation courses; 
· English for academic purposes; 
· Pre-university entrance English courses; 
· English for Specific Purposes (ESP); 
· Vacation courses; 
· Teaching English as a Foreign Language (TEFL)
· Teaching English to speakers of other languages (TESOL); 
· English Plus courses; and
· English for young learners (for students under 18). 

Furthermore, greater numbers of less expensive, off-peak courses have become available, while the broader range of courses on offer now includes courses for the over-50s (which are seen as popular with north Europeans). 
The growing foreign student population in UK universities has resulted in increased numbers registering on pre-university language courses and the demand for these and for longer EAP courses has grown.   Indeed, some private schools are contracted to prepare students for the academic courses at colleges and universities. The number of full-year academic courses designed to appeal to Asian students, in particular, also appears to be growing.  More combined language/activity packages are also on offer in the UK, along with products that include English plus a vocational work placement. 
In the UK, English language exams are administered by several different examination boards and awarding bodies, many of which have British Council approval. Language exams available include IELTS, TOEFL, TOEIC, London Chamber of Commerce & Industry (LCCI) exams, Pitman qualifications, Trinity exams, Cambridge exams and University of Oxford exams.
Almost all institutions in the UK providing English language courses help to arrange accommodation for their students. There is a wide range of accommodation types available to students, including staying with a host family, residences in college halls or student flats, and open market accommodation including hotels and hostels. Survey research, presented below, indicates that a majority of EFL students in the UK (60%) stay with a host family, followed by residential single or dormitory accommodation (23%), according to the Language Travel Magazine UK Feedback Survey.

	[bookmark: _Toc166904500]Table 4.7:  Types of Accommodation Used by EFL Students in the UK - 2006 

	Accommodation
	Percentage of respondents

	Host family
	60%

	Residential/single
	17%

	Residential/dormitory
	6%

	Other 
	16%

	No reply
	1%

	Source: Language Travel Magazine Feedback Survey for the UK 2006



Course and other costs
The table below summarises the recent survey evidence on the costs of English language tuition and accommodation costs facing EFL students in the UK. The average cost for an English language course was relatively high in the UK, at $1,578 in 2006.  Furthermore, average course costs have risen noticeably in recent years, with course costs typically averaging around $1,042 equivalent in 2001.  The cost of living in the UK can also be very high, particularly in London, where Education UK advises students to allow for around £800 for accommodation costs, while it recommends allowing for around £600 if taking a course elsewhere in the UK. These figures are based on 2004 prices, and include the cost of accommodation, heating, lighting, food, clothing, books and daily travel for one person for a nine month academic year.  Living costs for career-based courses and access or foundation courses tend to be lower than these average figures.

	[bookmark: _Toc166904501]Table 4.8:  Average Costs of English Language Courses for EFL Students in the UK - 2001 and 2006 – US$

	
	2001
	2006

	One month course
	$1,042
	$1,578

	Accommodation

	Residential (per week)
	$182
	-

	Family (per week)
	$141
	-

	Source: Language Travel Magazine Global Comparison, 2001/2002 and March 2006 and Education UK



A major problem for the UK appears to be the relatively high student fees and other costs associated with living in the country.  We understand that many UK language schools have tried freezing prices for several years in an attempt to maintain a competitive edge. 

Regulatory Environment
Visa regulations
As is the case with other European countries, where the student’s country of origin is a Member State within the EU or is a member of the European Economic Area (EEA), there are no restrictions on study in the UK. 
Other than these countries, some non-EU/EEA countries are now termed ‘phase one’ countries.  These are South Africa, Canada, USA, South Korea, Hong Kong SAR, New Zealand, Malaysia, Singapore, Australia and Japan. If students originate from one of these countries and intend to stay for more than six months, then they will require entry clearance, similar to a visa.
Students from countries other than those indicated above are required to achieve entry clearance in all instances before travelling to the UK. Students who wish to study part-time or for less than six months may do so using a tourist/visitor visa.  However, full-time study, or study for longer than six months, requires a student visa.  Students from these countries wishing to study in the UK for more than six months must apply for a student visa before entering the country. Visitor visas are only valid for six months and cannot be extended or changed to student visas while in the UK.
To apply for a student visa or entry certificate, students must prove that they have been accepted onto a full-time course of study at a publicly-funded institution of further or higher education, a private education institution or an independent fee-paying school. They must also show evidence that they can financially support themselves during their course of study and intend to leave the UK on completion of their course. The average time to process visas is 24 hours for complete applications, up to 10 days for less straightforward applications. 
Students from the EU or EEA member states/countries are allowed to work in the UK with no restrictions.  Students from other countries are free to work part-time (up to 20 hours per week) and during vacations without having to obtain permission, even if their course of study is for less than six months, as long as they hold a student rather than a visitor visa, or an entry certificate. 
Since 1999, as part of the Prime Minister’s Initiative, visa regulations have been amended to improve services and to help potential students meet visa requirements. Hundreds of thousands of visas are now issued annually to people seeking temporary entry to the UK, mostly for short-term purposes. International students can now avail of a simplified route to studying in the UK, with permission to stay granted for the whole course of study at the time the visa is issued. The application processing system is increasingly turning to advanced computer-based technology, reflecting the current circumstances of heightened concern about the safety of staff and applicants, terrorist threats, and document fraud. 
Notwithstanding these improvements, from July 2005 visa charges in the UK have increased significantly, which may deter some students. Previously, for example, those from outside the EU paid £155 to extend their visas by post, or £250 for a fast service if they need to stay to finish a course. This has risen to £250 for the postal service, or £500 for the "premium" in-person service. 

Quality Accreditation
English language schools in the UK can choose to be inspected and accredited by the British Council, which runs a scheme together with English UK called Accreditation UK (see table overleaf). The scheme is the world’s largest in the area of quality accreditation for the EFL sector.  Language schools may also choose to be a member of the Association of British Language Schools (ABLS), which runs its own inspection scheme. 
The accreditation system in the UK is generally well thought of and has assisted smaller providers, in particular, in becoming more aware of regulations and the need to ensure consistent performance standards. However, we understand that both accredited ELT providers and the regulatory bodies believe that non-accredited ELT schools adversely impact upon the perception of the UK as a provider of quality EFL education services.[footnoteRef:11] Although there seems to be no immediate change in the long-running debate over whether to enforce compulsory accreditation of language schools, we understand that the British Council is endeavouring to step up the number of accredited schools through a marketing campaign which commenced in 2003. In addition, the Home Office is also moving towards requiring private institutions to be accredited in order for students to obtain visas. [11:  	Regulation of Private English Language Teaching Institutions, produced for the British Council by the Institute of Advanced Legal Studies. ] 


	[bookmark: _Toc166904502]Table 4.9: Promotion, Regulatory and Trade Bodies Overseeing the EFL Sector in the UK

	Role
	Body

	National promotion agency
	British Council / Education UK

	Regulator
	British Council / Education UK

	Main trade association
	Education UK

	Source: British Council, Language Travel Magazine and Indecon research




Summary details in relation to the cost of accreditation for English language schools in the UK are presented in the table below.  The research indicates that accreditation costs varied between €1,639 and €2,235 during 2006, while inspections take place at a frequency of 3-4 years. Accreditation is not compulsory in the UK, but where it is availed of accommodation is also included in the inspection process.

	[bookmark: _Toc166904503]Table 4.10: Regulation of EFL Sector – UK - 2006

	Regulation
	

	Cost of accreditation
	€1,639 to €2,235

	Frequency of inspections
	3 to 4 years

	Compulsory
	No

	Accreditation of Accommodation
	Yes

	Source: Language Travel Magazine Global Comparison, March 2006




‘SWOT’ analysis of EFL sector in the UK
It is instructive to summarise, based on our analysis and consultations, what we believe to represent the main strengths, weaknesses, opportunities, and challenges/threats facing the EFL sector in the UK.  Among the main strengths of the UK as a destination for EFL students include the long tradition of English language learning and the generally good reputation for quality training; the wide range of courses on offer; and the accessibility of the UK to long haul and other students.  In terms of weaknesses, these include high costs associated with tuition and accommodation/living costs; and the fact that the UK is seen to have lagged behind competitors in producing co-ordinated marketing and promotion strategies for the EFL sector.  

   
	[bookmark: _Ref157312201][bookmark: _Toc166904504]Table 4.11: Summary ‘SWOT’ Analysis of EFL Sector in the UK

	Strengths
	Weaknesses

	· Long tradition – the ‘home’ of the English language
· Good reputation for high quality EFL sector and education system in general
· Wide range of courses on offer
· Easily accessible market, with direct long-haul air access available to vast majority of students
· Visa regulations have become more transparent in recent years

	· High student fees and cost of living
· UK is seen to have lagged behind competitors in producing co-ordinated marketing and promotion strategies for EFL

	Threats
	Opportunities

	· Increasing fees and costs of living, especially in London
· Mature market and therefore less potential for growth
· Accreditation is voluntary
	· Target new markets in Asia, Eastern Europe and South America
· Specialised English language courses and third-level entry courses

	Source: Indecon analysis



Opportunities for the UK include the development of new and emerging markets in Eastern Europe, Asia and South America, and the further development of specialised English courses, including third-level entry courses.  Challenges and threats facing the sector in the UK, on the other hand, include continuing increases in costs facing students; the relative maturity of the market which points to lower growth potential; and the fact that quality accreditation is not compulsory.
[bookmark: _Toc156185057][bookmark: _Toc166904446]
EFL Sector in Australia
We now turn to describe the demand- and supply-side, regulatory features and recent developments in the EFL sector in Australia. 

Demand for EFL in Australia
Numbers and Growth of Students
Recent research undertaken by the Language Travel Magazine Survey indicated that in 2006 overall EFL student numbers in Australia totalled some 122,000 (see table below).  
  
	[bookmark: _Toc166904505]Table 4.12: Estimated Number of EFL Students – Australia – 2006

	
	Student Numbers – 2006

	
Estimated total number of EFL students
	
122,000


	Source: Language Travel Magazine Feedback Survey for Australia, March 2006



The Survey of Major regional Markets for ELICOS (English Language Intensive Courses for Overseas Students) institutions in 2003, 2004 and 2005 prepared for English Australia presents accurate data on the number of enrolments, nationality of students, student numbers by visa type, individual and group enrolments, length of enrolments and enrolments in each state or territory. The ELICOS program has been designed for students who require English language training before commencing formal studies in Australia. ELICOS data is from students at accredited colleges only, and covers student visa holders, tourist visa holders and working holiday visa holders – approximately 85% of enrolments. There are other informal English language programs besides ELICOS that a student can do, but the Australian government has an official ELICOS student visa especially for students who do one of these courses.
A graphical illustration of the recent trend in the numbers of EFL student enrolments in Australia over the period since 1998 is presented in the figure below.  This highlights the strong growth recorded in the sector since the late-1990s. In particular, enrolments have more than doubled between 1998 and 2005. Total ELICOS enrolment numbers for 2005 were 101,087, an increase of 11% from 2004 (91,129 enrolments). A large part of the overall growth in the EFL sector in Australia has reflected strong growth in the South Korea market.  

[bookmark: _Ref157333364][bookmark: _Toc166904592]Figure 4.1: Enrolments of EFL students 1998 to 2005 - Australia



Source: British Tourist Authority, 2003 and English Australia Survey of MajorElicos Regional Markets, 2003, 2004 and 2005.



Country of Origin
Asia is consistently the largest source of enrolments for the EFL sector in Australia.   In particular, according to ELICOS figures, Asia accounted for some 80% of total enrolments during 2005, with Japan and South Korea being the two major source markets. Japan dominates the Asia Pacific market, contributing 32% of the region’s total enrolments in 2005. The Chinese market has also shown massive growth since students were first permitted to enter Australia for language courses in 1997, with enrolments from that market expanding from 1,900 ELF visits in 1998 to 12,400 in 2002.

	[bookmark: _Toc166904506]Table 4.13:  Student Enrolments in ELICOS-Accredited ELF Schools in Australia - 1998 to 2002 – 000’s

	Country
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	2005

	Asia
	43.2
	52.4
	52.8
	61.9
	63.5
	65.7
	76.0
	81.2

	Japan
	20.6
	22.5
	19.0
	21.5
	22.0
	-
	-
	-

	China
	1.9
	3.3
	7.7
	10.5
	12.4
	-
	-
	-

	South Korea
	5.0
	6.7
	11.4
	12.6
	10.0
	-
	-
	-

	Thailand
	2.0
	3.2
	3.6
	4.7
	5.3
	-
	-
	-

	Hong Kong
	2.3
	2.8
	1.9
	3.3
	4.7
	-
	-
	-

	Taiwan
	4.6
	5.4
	3.9
	3.9
	4.5
	-
	-
	-

	Indonesia
	3.8
	5.0
	2.4
	2.3
	2.2
	-
	-
	-

	Europe
	4.3
	7.4
	10.4
	14.1
	12.6
	10.1
	11.3
	13.6

	Switzerland
	1.5
	3.0
	4.0
	6.3
	6.1
	-
	-
	-

	Germany
	0.5
	0.9
	1.0
	1.8
	1.7
	-
	-
	-

	Central and South America
	1.3
	2.8
	2.9
	5.0
	3.4
	2.5
	3.7
	6.1

	Brazil
	1.0
	1.8
	1.5
	3.0
	2.3
	-
	-
	-

	Africa
	0.5
	0.3
	0.2
	0.1
	-
	-
	-
	-

	Total
	49.4
	62.8
	66.3
	81.1
	79.4
	78.3
	91.1
	101.1

	Source: ELICOS



Students from a total of 162 nationalities undertook study in ELICOS-accredited schools between 2002 and 2005, according to Australia Education International (AEI).  The dependence on the Asian market, although still high, has decreased since the late 1990s, as central and Latin Americans and Europeans have begun to cross the world more extensively for English language training. 
One in four (24.6%) of all students enrolled in the ELICOS sector in Australia between 2002 and 2005 were from China, according to AEI. Students from the Republic of Korea and Japan were the next most numerous accounting for a further 15.2% and 12.9% respectively. European enrolments accounted for over 13% in 2005, with Switzerland and Germany being in the top 10 ranking source markets in 2002. Central and South American accounted for 6% of total enrolments in 2005. Brazil is by far the largest market for Australian education and training in Latin America. Between July 2004 and July 2006, the number of Brazilian enrolments by students on a student visa in Australian programmes grew by 109%. At the same time, local agents suggest that the number of Brazilians studying in competitor countries, specifically the USA, the UK and New Zealand, is declining.   A summary of the recent growth patterns by geographic source market within the EFL sector in Australia is presented in the table below. 

	[bookmark: _Toc166904507]Table 4.14: Total EFL Enrolments in Australia - 1996-2005 - % Change

	Region
	99/98
	00/99
	01/00
	02/01
	03/02
	04/03
	05/04

	Asia
	21%
	1%
	17%
	3%
	3%
	16%
	7%

	Europe
	69%
	41%
	35%
	-11%
	-20%
	13%
	20%

	C.and S.America
	107%
	3%
	76%
	-33%
	-24%
	45%
	66%

	Africa
	-43%
	-24%
	-65%
	-78%
	256%
	30%
	134%

	Total
	27%
	6%
	22%
	-2%
	-1%
	16%
	11%

	Source: ELICOS




Research undertaken by the Language Travel Magazine Global Comparison found that the top five nationalities of EFL students travelling to Australia were all Asian, but Chinese students accounted for the highest proportion of students (26%). (See table below.)  

	[bookmark: _Toc166904508]Table 4.15: Top Five Overseas Nationalities of EFL Students in Australia - % of Total Student Weeks - 2004

	Nationality
	Percentage of Student Weeks

	Chinese
	26%

	Japanese
	17.7%

	Korean
	17.7%

	Taiwanese
	4.7%

	Thai
	4.4%

	Total
	70.5%

	Source: Language Travel Magazine Global Comparison



Student awareness of Australia
How did EFL students become aware of and decide upon Australia as a destination for English language learning?  According to research carried out by the Language Travel Magazine (summarised in the table below), in 2006 almost 60% of EFL students stated that they found out about Australia’s EFL programmes through an agent or were recommended through a friend or relative.  Interestingly, 12% of students stated that they became aware of Australia as a potential destination via the internet.  

	[bookmark: _Toc166904509]Table 4.16: How EFL Students Became Aware of Australia as a Destination 


	Awareness channels
	Percentage of respondents

	Recommended by an agent
	59%

	Recommended by a friend/relative
	33%

	Internet
	12%

	Advertised
	2%

	No reply
	2%

	Source: Language Travel Magazine Feedback Survey for Australia 2006



Duration of stay among EFL students
In line with increases in total enrolments in 2005, according to the ELICOS survey, there was also an increase in the typical duration of stay among EFL students in Australia.   For example, the average number of weeks increased from 10.9 weeks to 11.3 weeks in 2005.  The 2006 survey also found that the average duration of language tuition reached 23 hours per week in 2005, while the average number of students per class was 7.3. 
With an increase in the number of students and weeks studied, there was also an increase in expenditures among EFL students.  In particular, it was estimated that the total economic impact of all EFL enrolments in Australia increased from $932 million in 2004 to $1,082 million in 2005 (an increase of 16%). 
Reasons for Studying in Australia
Australia is seen as an increasingly popular destination for English language learning. IDP Education Australia undertook a study on Australia’s international competitiveness as a study destination for overseas students in 2004. The study on students’ perceptions and evaluation of quality revealed that, inter alia, professional international recognition of qualifications was considered the most important factor among students, while other important factors cited included the opportunity to specialize in a field of study, academic standards and reputation, and better employment prospects overseas.
Agencies say that Australia’s comparative cheapness compared with the USA and UK, its ‘safe’ image, as well as its climate and tourism attractions are important factors in choosing Australia. On the EFL side, Australia is offering a creative range of new products, among them a growing number of study tour programmes. These are guaranteed by English Australia, combine English with sporting activities, such as sailing, scuba-diving, golf and riding, and are open to all tourist and working-holiday visa holders.[footnoteRef:12]  [12:  See Australian Education International, Competitor Analysis of Australia's Competitors in International Education for the USA, UK, Canada and New Zealand (2003), updated in 2004 and 2005.  ] 

Australia offers a regulated and high-quality framework of qualifications and training, while the country’s education standards are seen to rank amongst the highest in the world. There is also a wide choice of good quality colleges and programs and the links to third level education with ELICOS are seen as being attractive to EFL students. However, there are perceptions in some overseas markets that Australia’s tertiary education system is laid-back and less focussed academically than the UK and US systems. 

Supply of EFL in Australia
EFL Providers
The English language industry, or ELICOS (English Language Intensive Courses for Overseas Students), as it is commonly known, has developed in Australia over a period of about twenty years. Specialist English language tuition is offered by more than 210 institutions located all over Australia. 
Institutions range from small privately-run colleges with small group tuition, to the secondary school preparing students for high school studies, to large university or vocational education centres which will offer English in its own right or as a transition to any number of other tertiary or further training programs. ELICOS centres are often attached to universities but there are also private language schools and ELICOS centres at most TAFE (technical and further education) institutes.
Product characteristics 
In Australia, EFL/ELICOS providers cater for all standards, from beginner to advanced, through to the training of teachers of English to speakers of other languages (TESOL). Many courses run year round, although more are available in summer (November to January). The majority of EFL students in Australia (56%) stayed with a host family during their studies (see table overleaf).  


	[bookmark: _Toc166904510]Table 4.17: Accommodation while studying EFL in Australia

	Accommodation
	Percentage of respondents

	Host family
	56%

	Residential/single
	15%

	Residential/dormitory
	4%

	Other 
	17%

	No reply
	8%

	Source: Language Travel Magazine Feedback Survey for Australia, 2006


	
In Australia, when a student completes his/her English language studies, they may sit for one of the major internationally recognised tests including the Cambridge test, Test of English as a Foreign Language (TOEFL) and the International English Language Testing System (IELTS). Australian institutions have a preference for the IELTS test, which is also a requirement for many student visas. 
Australia also has a very high quality university and vocational education system, and students often come to Australia with plans for a full study program, with English language as the stepping stone to other courses. A positive feature of the Australian EFL system is its integration into Australia’s third level education. The figure overleaf describes how students can, by completing a suitable level of ELICOS and having the prerequisite background, enter different academic programmes. Students may also exit the Australian education system at any time and still have the benefit of the ELICOS English training.


[bookmark: _Toc166904593]Figure 4.2: Study Paths - Australia



Source: Australian English


The vast majority of Australian universities and many Vocational and Technical Education colleges have their own English language centres. Where this is not the case, institutions generally have links with English language colleges/schools. Foundation Studies is an excellent preparation for undergraduate university studies, which combines English language with other subjects. About 20% of all international students in Australia enrol in English language training.[footnoteRef:13]  [13:  	English Australia.] 

In total, one third of all international students studying in Australia in the period 2002 and 2005 were at some time enrolled in the ELICOS sector. Of all international students enrolled in the ELICOS sector at some period, almost all (98.2%) recorded ELICOS as their first sector of study in Australia, indicating that a large proportion of students undertook an English language course as a precursor to further studies in another sector.[footnoteRef:14] [14:  	Study pathways of international students in Australia through the ELICOS sector, 2002 to 2005, February 2006, AEI Research Paper. 
] 

Australia is also offering a creative range of new products, among them a growing number of Australia’s study tours programmes. These are guaranteed by English Australia and combine English with sporting activities, such as sailing, scuba-diving, golf and riding, and are open to all tourist and working-holiday visa holders.
Tuition and other costs
An indication of the typical costs facing students undertaking an English language course in Australia is presented in the next table.  Based on the survey research undertaken by the Language Travel Magazine and comparative international research undertaken by Education UK, the average cost of a one-month language course in Australia was approximately US$842 in 2006, which would compare very favourably to the UK, for example, and would also be below average tuition costs in Ireland.  

	[bookmark: _Toc166904511]Table 4.18: Average Costs of English Language Courses and Accommodation in Australia - 2001 and 2006 – US$

	
	2001
	2006

	One month course
	$594
	$842

	Accommodation

	Residential (per week)
	$69
	N/a

	Family (per week)
	$103
	N/a

	Source: Language Travel Magazine Global Comparison, 2001/2002 and March 2006; and Education UK



In general Australia is a less expensive country to live in than most other English-speaking countries, and this is reflected in the costs of accommodation facing EFL students, which are more competitive than typical cost levels in the UK or Ireland.  In particular, the table above indicates that typical costs vary between AUD$200 to AUD$300 per week to cover living costs, including accommodation, food, transport, entertainment and other convenience expenses. This converts to between US$629 and US$944 per month.
Policy and Regulatory Environment
In relation to the policy and regulatory environment governing the EFL sector in Australia, summary information in relation to the main bodies overseeing the regulation and promotion of the ELICOS/EFL sector in Australia is shown in the table below.  The principle regulatory body is the National ELT Accreditation Scheme Ltd (NEAS Australia), which is Australia's national accreditation scheme for English Language Teaching centres.  NEAS’s main objective is to establish and uphold high standards of service provision in English Language Teaching in Australia.  The main promotional body overseeing EFL in Australia is Australian Education International (AEI).  AEI promotes Australia’s education, science and training capabilities through a range of strategies including brand positioning, promotional events, marketing materials, the multilingual Study in Australia website and in-country communications campaigns. In addition, AEI’s international staff work to enhance the country’s profile with international gatekeepers and prospective international students, as well as reporting on relevant market information for all sectors, including the ELICOS/EFL sector. 

	[bookmark: _Toc166904512]Table 4.19: Promotion, Regulatory and Trade Bodies Overseeing ELICOS/EFL Sector in Australia

	Role
	Body

	National promotion agency
	Australia Education International

	Regulator
	NEAS Australia

	Main trade association
	English Australia

	Source: Indecon analysis




Within the EFL sector, the main trade association operating in Australia is English Australia.   The association has 105 members, which account for 87% of total enrolments in ELICOS in 2005. All English Australia accredited colleges have university qualified instructors, video and library facilities, and many have computer-assisted learning facilities for teaching English.  The association offers member schools/colleges a range of services, including quality assurance, assistance with regulatory compliance, government lobbying, market intelligence and other information services, professional development supports, publishing, and profiling and promotional activities.  
In relation to regulatory requirements, in addition to immigration requirements discussed below, EFL in Australia providers are bound by the following regulations:
· Education Services for Overseas Students (ESOS) Act 2000;
· Commonwealth Register of Institutions and Courses for Overseas Students (CRICOS); and 
· National Code of Practice for Registration Authorities and Providers of Education and Training to Overseas Students. 

Students who have chosen to study in Australia receive rigorous protection through the ESOS Act 2000. This legislation requires those institutions that teach international students to meet nationally consistent standards in education delivery, facilities and services. The ESOS Act effectively means that international students get the same standard of education as Australian students. The ESOS legislation provides a nationally consistent approach to the registration of institutions and it is the authority for the Australian Government to monitor the performance of education providers. Every ELT provider is required to register itself on CRICOS.[footnoteRef:15]  If this requirement is not met, it is treated very seriously and the penalties can be significant.  [15:  	See http://cricos.dest.gov.au.

] 

Visa regulations
Students wishing to study English or other disciplines in Australia for a period of more than three months must apply for a student visa, choosing one of the seven student visa subclasses available. These subclasses relate to the principal course of study the student wishes to undertake and are separated into the independent ELICOS sector; the schools sector; vocational education and training sector; higher education sector; masters and doctorate sector; non-award foundation sector; and the AusAID and defence sector. Before applying for a visa, all students must be accepted for full-time study on a registered course.
Major changes to immigration policy were introduced in Australia from July 2001. The thrust of these changes was to:
· Streamline visa processing;
· Introduce more objective and transparent visa requirements; and
· Reduce protection visa applications and the number of students residing unlawfully in Australia. 
These changes introduced a clearer regulatory framework but it is difficult to assess whether they made it easier or harder for international students, including EFL students, to gain access. 
As in the UK, migration issues have become of major importance to ELT providers in Australia and cooperative arrangements have been introduced to assist in addressing these issues. For example, the Australian Government operates an Overseas Student Program (OSP) that allows people who are not Australian citizens or Australian permanent residents to study in Australia. The Provider Registration and International Students Management System (PRISMS) is a computer system developed by the Australian Department of Education, Science and Training, in co-operation with the Department of Immigration and Ethnic Affairs, for the purposes of underpinning the ESOS Act and the Migration Act 1958. It is a secure system for providers registered on the Commonwealth Register of Institutions and Courses for Overseas Students to comply with legislative requirements. PRISMS registers all immigration, student enrolment and Visa conditions. 
Student visa holders in Australia are allowed to work up to 20 hours a week during term time and full-time during holidays. There are limited work rights for partners. Students wanting to apply for permission to work, the cost of which can vary, must do so once they land in Australia.
Quality accreditation 
There is a national accreditation process which all new ELICOS colleges must undergo. The National ELICOS Accreditation Scheme (NEAS), described above, which was established in 1990, requires all centres to comply with a set of standards and criteria established through consultation with governments, industry providers and the TESOL (Teaching English to Speakers of Other Languages) profession. These standards set out accreditation requirements in the broad areas of management and finance; learning environment; specialist staff; curriculum and assessment; student services; materials and equipment; and recruitment and promotion. There are standards for class sizes, professional teacher qualifications, curriculum, teaching methods and materials. This scheme includes a guarantee that students will be taught by qualified English teachers, programs will be accredited and class sizes kept small. 
AEI has been working with the Australian Education Systems Officials Committee (AESOC) to develop a national framework for the quality assurance of ELICOS. In April 2006 AESOC approved funding for the development of national quality assurance standards for ELICOS providers and courses under the direction of the Steering Committee. The Steering Committee plans to develop a set of auditable standards underpinning a nationally consistent, transparent and cost effective framework for ELICOS providers and courses for delivery to overseas students on student visas.
English Australia also registers and provides a support network for colleges in meeting standards, which:
· Must meet strict quality assurance membership criteria;
· Are required to follow a range of policies and codes which lead to a high level of service provision;
· Guarantee and protect students' fees;
· Are accredited and regularly monitored by the National ELT Accreditation Scheme (NEAS), see above;
· Have well-qualified and experienced English teachers;
· Are located throughout Australia and have modern and up-to-date facilities;
· Offer students an academically rewarding and culturally fulfilling experience.

Table 4.20 below presents an indication of typical accreditation costs and related requirements facing EFL/ELICOS providers in Australia.  Typical accreditation costs in 2006 amounted to approximately A$3,450, with annual inspections taking place.  Notably accreditation is compulsory in Australia for schools/providers which wish to accept long term students.  Accommodation facilities are not included in the accreditation inspections process. 

	[bookmark: _Ref156888739][bookmark: _Toc166904513]Table 4.20: Regulation of EFL Sector – Australia – 2006

	Cost of accreditation
	$3,450

	Frequency of inspections
	1 year

	Compulsory
	Yes - if accepting long term students

	Accreditation of Accommodation
	No

	Source: Language Travel Magazine Global Comparison, 2006



In addition, all private colleges in Australia must subscribe to a Tuition Assurance Scheme which guarantees that students will be provided with the tuition for which they have enrolled. Together these arrangements provide international students with quality and high levels of support and assurance.

Summary Assessment of EFL Sector in Australia
A summary of what we believe to represent the main strengths, weaknesses, opportunities, and challenges/threats facing the EFL sector in Australia is presented in the table overleaf.  Our analysis has pointed out a number of strengths which Australia possesses in attracting EFL students to its shores and these advantages include high quality standards among its EFL schools; an extensive range of quality third level educational institutions which integrated with ELICOS/EFL training; the relatively low costs facing students; the friendly perceptions of the country; Australia very attractive climate and travel opportunities.  In terms of weaknesses, probably the two main issues confronting Australia as an EFL destination are its traditional reliance on Asian markets and the absence of an historical tradition as an EFL destination, when compared with European destinations.        



	[bookmark: _Toc166904514]Table 4.21: Summary ‘SWOT’ Analysis of EFL Sector in Australia

	Strengths
	Weaknesses

	· High quality of schools
· Extensive range of quality third level educational institutions integrated with ELICOS
· Good comprehensive quality assurance and regulation. 
· Good activity based learning
· Relatively low cost of living and education fees 
· Effective and accessible visa system
· Student visa holders may work up to 20 hours per week 
· Positive local family experience
· Vibrant multicultural country
· Safe country
· Perception of friendly people
· Good climate and travel opportunities
	· Reliance on Asian markets
· Lacks historical/ Literary tradition as an EFL destination

	
	

	Opportunities
	Threats

	· Further development of non-Asian source markets
· Development of courses with attached cultural and activity programmes
	· Over-dependence on vulnerable Asian markets

	Source: Indecon analysis.


 
Australia’s dependence on Asian markets also points to what is probably its main vulnerability in this area, particularly in relation to higher risk emerging markets. Notwithstanding this challenge, Australia has significant opportunities to further develop its ELICOS/EFL sector in relation to non-Asian markets and the development of courses which include cultural and activity-based dimensions that capitalise on the country’s strengths described above.  
Our overall view in relation to Australia is that the country provides an increasingly popular destination for EFL students, owing to its climate, friendliness, travel attractions and well organised ELICOS infrastructure.  While its geographic position will always place it most favourably in relation to the Asian source markets, Australia may capture further market share from European and other markets, although Ireland and the UK are likely to remain key destinations within Europe.  In terms of regulatory, marketing and promotional infrastructure and organisation of the EFL sector, Australia represents a good model from which Irish agencies can draw experience.    

[bookmark: _Toc156185060][bookmark: _Toc166904447]EFL Sector in New Zealand
We next examine the features of and recent trends in the EFL sector in New Zealand.  

Demand for EFL in New Zealand
Numbers and Growth of Students
New Zealand is a relative newcomer in the education export market-place. In 1989, there were just 675 full fee-paying foreign students in the country but by 2001 there were 52,000 international students in general education. 
The figure overleaf displays the annual number of foreign fee-paying students enrolled with English language providers in New Zealand over the period 1998-2006. EFL student numbers in New Zealand expanded substantially in the late-1990s and early part of the present decade, growing from 18,054 in 2000 to a peak of 71,053 in 2003.  This dramatic increase, however, is likely to be partly explained by the inclusion of students at language schools offering courses of less than 12 weeks before the end of 2002. Thereafter, enrolments declined in 2004 and stabilised in 2005 before declining in 2006. 


[bookmark: _Toc166904594]Figure 4.3: Number of Students Enrolled at English Language Providers in New Zealand – Year End March 1998 to March 2006



Source: New Zealand Ministry of Education


Country of Origin
Table 4.22 sets out a comparison of the number of students at English Language providers in New Zealand by country of origin over the period 2003-2006.  Japan is the most important source market for the New Zealand EFL sector, accounting for 9,144 students in 2006, and is followed by South Korea (6,026 students) and China (5,695 students in 2006).  Although New Zealand is still heavily dependent on the Asian market, the European and South American markets appear to be expanding, which is similar to the Australian experience. 


	[bookmark: _Ref158020539][bookmark: _Toc166904515]Table 4.22: Student Numbers at English Language Providers by Economy of Origin by Year (ended March) – New Zealand


	Country
	2003
	2004
	2005
	2006

	Japan
	13,736
	11,840
	11,250
	9,144

	Korea, Republic of
	12,283
	7,845
	6,873
	6,026

	China, People's Republic of
	27,598
	18,617
	11,512
	5,695

	Taiwan
	3,056
	1,416
	1,439
	1,552

	Switzerland
	1,615
	1,561
	1,763
	1,338

	Thailand
	2,944
	1,511
	1,429
	1,279

	Germany
	1,215
	1,130
	1,175
	1,240

	Saudi Arabia
	229
	317
	629
	1,191

	Brazil
	1,046
	743
	911
	968

	French Polynesia
	288
	361
	246
	585

	Hong Kong (SAR)
	655
	325
	372
	282

	Russia
	383
	367
	447
	280

	Chile
	66
	87
	167
	261

	Viet Nam
	930
	671
	336
	240

	France
	171
	236
	435
	239

	New Caledonia
	254
	241
	171
	216

	India
	449
	178
	167
	185

	Argentina
	81
	68
	93
	170

	Czech Republic
	235
	225
	129
	153

	Indonesia
	218
	170
	193
	128

	Italy
	103
	97
	113
	108

	Oman
	..
	67
	114
	84

	Spain
	113
	97
	105
	83

	Cambodia
	220
	110
	71
	66

	Country unspecified
	2,285
	1,453
	2,163
	3,265

	Other countries
	1,330
	956
	545
	971

	Total
	71,503
	50,689
	43,417
	35,749

	Source: New Zealand Ministry of Education, as calculated using results from the Survey of English Language Providers. Imputed for non-responding schools.  Data may not sum to stated totals due to rounding



Table 4.23 presents an alternative perspective on the above figures and describes the changes in market shares between source countries for the New Zealand EFL sector between 1999 and 2006. Notably, the Chinese market’s share of the EFL student base in New Zealand increased from 8% to 39% of the market between 1999 and 2003, and this has largely come at the expense of Japan, although the Chinese share has since fallen back to 16% in 2006.  The substantial growth in the Chinese market since the early part of the decade is seen to be largely attributable to fewer restrictions on the Chinese population in relation to international study, while the decrease since 2003 is seen to reflect the impact of unfavourable exchange rates & changes in immigration policy .  


	[bookmark: _Ref157334655][bookmark: _Ref157334686][bookmark: _Toc166904516]Table 4.23: Market Share by Country for Significant Markets, 1999-2006 – New Zealand


	Country
	1999
	2000
	2001
	2002
	2003
	2004
	2005
	2006

	Japan 
	54% 
	49% 
	34% 
	24% 
	19% 
	23% 
	26% 
	26% 

	S Korea 
	8% 
	10% 
	15% 
	20% 
	17% 
	15% 
	16% 
	17% 

	China 
	5% 
	12% 
	19% 
	28% 
	39% 
	37% 
	27% 
	16% 

	Taiwan 
	6% 
	5% 
	6% 
	5% 
	4% 
	3% 
	3% 
	4% 

	Switzerland 
	5% 
	4% 
	5% 
	3% 
	2% 
	3% 
	4% 
	4% 

	Thailand 
	5% 
	5% 
	5% 
	5% 
	4% 
	3% 
	3% 
	4% 

	Germany 
	3% 
	3% 
	4% 
	3% 
	2% 
	2% 
	3% 
	3% 

	Saudi Arabia 
	0% 
	0% 
	0% 
	0% 
	0% 
	1% 
	1% 
	3% 

	Brazil 
	1% 
	1% 
	2% 
	2% 
	1% 
	1% 
	2% 
	3% 

	French Polynesia 
	2% 
	1% 
	0% 
	1% 
	0% 
	1% 
	1% 
	2% 

	Hong Kong 
	2% 
	2% 
	1% 
	1% 
	1% 
	1% 
	1% 
	1% 

	Russia 
	0% 
	1% 
	1% 
	0% 
	1% 
	1% 
	1% 
	1% 

	Chile 
	0% 
	0% 
	0% 
	0% 
	0% 
	0% 
	0% 
	1% 

	Viet Nam 
	2% 
	1% 
	1% 
	1% 
	1% 
	1% 
	1% 
	1% 

	France 
	0% 
	0% 
	0% 
	0% 
	0% 
	0% 
	1% 
	1% 

	New Caledonia 
	1% 
	1% 
	1% 
	1% 
	0% 
	0% 
	0% 
	1% 

	India 
	0% 
	0% 
	0% 
	1% 
	1% 
	0% 
	0% 
	1% 

	Total Students 
	15,718 
	18,054 
	26,203 
	41,725 
	71,503 
	50,689 
	43,417 
	35,749 

	Source: APPEL English language school trends 2006



Duration of stay of EFL students 
The table below details the typical length of programmes taken, class size and average tuition hours among EFL students studying in New Zealand, based on survey research undertaken during 2006.   
	[bookmark: _Toc166904517]Table 4.24: Length of Programme, Class Size and Hours of English Language Tuition in New Zealand

	Details 
	No. - 2006

	Average length of programme in weeks
	14.2

	Average number of students in class
	9.2

	Average number of hours of language tuition per week
	23.1

	Source: Language Travel Magazine Feedback Survey for New Zealand 2006



The average length of EFL programme in New Zealand is 14.2 weeks, according to survey data. During their programmes, students on average are taught in classes of 9.2 students for 23.1 hours per week.
Reasons for Studying in New Zealand
In relation to the reasons why students chose New Zealand as a destination for English language learning, research shows that students and their parents perceive the country as clean, green, safe, and is a low cost destination offering courses and degrees of an international standard. 
New Zealand is claimed to be "a leading international centre for English language-based education".[footnoteRef:16] It is believed that it is internationally recognised educational standards, safety, security,[footnoteRef:17] education sectors' national identity and brand[footnoteRef:18] that have made the New Zealand's booming industry possible. The survey in nine international markets undertaken by Lawrence (2003) during May and June 2003 indicates that New Zealand is ranked ahead of Australia by potential students for education reputation, academic standards, prestige, and "British-based" institutions. The country’s qualifications are however not as prestigious as those in the USA and UK. [16:  	Groser, 2001.]  [17:  	LaRocque, 2003.]  [18:  	Laurenson, 2003] 

The 2004 Ministry of Education’s Survey found that the most important factor influencing the decision to study in New Zealand was that it is an English speaking country. This was significantly more important than any other factor in choice of study destination. Among the most influential factors were safety, the quality and recognition of New Zealand qualifications, and cost.  

Supply of EFL in New Zealand
EFL Providers
The number of surveyed English language providers in New Zealand increased from 49 in 2000 to a peak of 151 in 2004, and then declined to 140 in 2005.[footnoteRef:19] English languages schools accounted for 56% (41,725) of the total population of the international students enrolled with all providers nationwide in 2002.[footnoteRef:20]  [19:  	The New Zealand International Education Sector: Trends from 1999 to 2004 Ministry of Education December 2005.]  [20:  	A Census of Providers of ESOL Programmes for International Students, The New Zealand Ministry of Education, April 2003.] 

There are concerns in New Zealand over shortages of EFL teachers and significant numbers of providers (over half of English language schools/centres and over a third of schools) reported difficulty in recruiting teachers with TESOL qualifications. [footnoteRef:21] [21:  	Ibid.  ] 


Courses and Qualifications Offered
The findings from the Census of Providers of ESOL Programmes for International Students, undertaken by the New Zealand Ministry of Education in 2003 in relation to the nature of EFL courses offered in New Zealand are summarised in the next table.  This highlights the variety of courses on offer and the relative importance of full- and part-time English courses.  


	[bookmark: _Toc166904518]Table 4.25: EFL Course Studies in New Zealand


	Courses
	% schools with full fee-paying students
	% Primary/
intermediate schools
	% Secondary/
composite school
	% Community education facility

	
	n=421
	n=206
	n=201
	n=12*

	No English Language support or programmes available
	4
	4
	3
	-

	Full-time English Language
	19
	12
	24
	42

	Part-time English Language
	28
	17
	36
	67

	ESOL option
	48
	22
	76
	25

	Withdrawal ESOL
	63
	81
	48
	8

	IELTS preparation programme
	28
	-
	57
	33

	TOEFL preparation programme
	8
	-
	16
	-

	Computer Assisted Learning
	17
	14
	20
	8

	English for Academic Purposes (EAP)
	8
	<1
	16
	-

	In-class support
	60
	73
	49
	33

	Subject-specific tutoring 
	17
	10
	24
	8

	Individual assignment support
	30
	13
	48
	17

	Private tuition
	16
	10
	23
	8

	Other
	8
	7
	9
	8

	No response
	2
	1
	1
	8

	Source: A Census of Providers of ESOL Programmes for International Students, The New Zealand Ministry of Education, April 2003.
Note: Total may exceed 100% because of multiple responses. 
* Results are indicative only.


Accommodation used by students
The majority of students (61%) stayed with host families and 25% of students stayed in residential accommodation, either single or dormitory (see table overleaf). According to survey data, the majority of homestay students are very or extremely satisfied with this arrangement and those in homestays were more satisfied with their accommodation than those in rental property or in student hostels.[footnoteRef:22] [22:  	The Experiences of International Students in New Zealand, Report on the Results of the National Survey, prepared for the Ministry of Education, June 2004..] 



	[bookmark: _Toc166904519]Table 4.26: Accommodation Used by EFL Students in New Zealand

	Accommodation
	Percentage of respondents

	Host family
	61%

	Residential/single
	18%

	Residential/dormitory
	7%

	Other 
	13%

	No reply
	1%

	Source: Language Travel Magazine Feedback Survey for New Zealand 2006



Tuition and other costs 
Summary details in relation to English language course and accommodation costs in New Zealand are presented in the table below.  The cost of a language course is relatively cheap at $875 on average for one month, while living costs are also very modest in New Zealand.

	[bookmark: _Toc166904520]Table 4.27: Average cost of a language course in US$ in 2001 and 2006 – New Zealand

	
	2001
	2006

	One month course
	$575
	$875

	Accommodation

	Residential (per week)
	$62
	-

	Family (per week)
	$86
	-

	Source: Language Travel Magazine Global Comparison, 2001/2002 and March 2006 and Education UK





Policy and Regulatory Environment
The table below identifies the main promotional, regulatory and trade bodies overseeing the EFL sector in New Zealand.

	[bookmark: _Toc166904521]Table 4.28: Promotion, Regulatory and Trade Bodies – New Zealand

	Role
	Body

	National promotion agency
	Education New Zealand / Tourism New Zealand

	Regulator
	New Zealand Qualifications Authority (NZQA)

	Main trade association
	English New Zealand

	Source: Indecon analysis



Unlike Australia, New Zealand does not have a comprehensive legislative regime pertaining particularly to overseas students. The Ministry of Education, however, has published a mandatory Code of Practice of the Pastoral Care of International Students in 2000. The Code establishes a framework for minimum standards, good practice procedures and a complaints procedure for providers enrolling international students. This, amongst other regulations, imposes obligations on education providers to ensure that international students are maintaining course standards and meting requirements. The Education Act was also amended to require that providers be in a position to offer places to overseas students and to prescribe the courses that may be offered to overseas students, and the accreditation and other conditions that must be met. 
A survey commissioned by the Ministry of Education in New Zealand found that particular issues in regard to government support of language schools was a concern over the lack of ESOL guidelines and the need for more help and information regarding ESOL provision. It was found that there was very little legal protection for young international students enrolled in ELT institutions. Several recommendations have been made to reinforce this area.[footnoteRef:23] [23:  	Report on Research into the Circumstances of Very Young International Students in New Zealand International Policy & Development Unit, 2003.  ] 


Visa regulations
Most international students planning to undertake study for more than 3 months require a student visa unless they are from identified visa-free countries. Not all students require immigration approval for short courses of under 3 months if they are a visitor. International students also need a Student Permit which allows them to study in New Zealand. 
Problems with statistics, combined with the fact that decisions on where to study are based on a mixture of factors, make it difficult to statistically isolate the effect of immigration policy on these trends. However, there is a lot of anecdotal evidence that immigration policy changes have had an influence on enrolments. Previous debates about restricting overseas student numbers to maintain a more sustainable sector and on the wider issue of immigration policy has been linked to falls in overall international student numbers. The figure overleaf illustrates the large growth and decline of the overall student market sourced from China. The removal of the quota for students from China in 1999 was followed by a significant increase in visa applicants from Chinese students between 2000 and 2002. 


[bookmark: _Toc166904595]Figure 4.4: First Time Students by Year of First Immigration Approval, Top 5 Countries - New Zealand


Source: Impact of Immigration Policy on Enrolments, Report for Education New Zealand by Martin Jenkins and Associates, January 2005. 

Incremental changes have been made in relation to visa regulations in an effort to improve service quality and responsiveness in the EFL sector, and to respond to Government policy initiatives and concerns in related areas. These include the introduction of ‘on line’ processing of permit renewal applications from students at participating institutions and ‘guardian visa’ arrangements in cases where students under the age of 14 travel to New Zealand to study in accordance with the provision of the Code of Practice of the Pastoral Care of International Students. However, in general, there has been a lack of initiatives that recognise the link between student policy and the wider vision of the Government’s role in the development and support of the export education sector. 
Feedback form marketing and research by education providers suggest that New Zealand has been losing market share to Australia due to differences in visa regulations and part time work policies for overseas students.[footnoteRef:24] The Government has implemented changes to student visa policy so that since July 2005, eligible students are able to work for up to 20 hours a week instead of the current 15 hours and anyone undertaking a course of 12 months or more is able to work full-time over the summer holidays. [24:  	Impact of Immigration Policy on Enrolments Report by Martin Jenkins & Associates for Education New Zealand, January 2005. ] 


Quality standards and accreditation
Summary details in relation to quality standards regulation of the EFL sector in New Zealand are shown in the table below. The New Zealand Qualifications Authority (NZQA) is responsible for accrediting and registering private training establishments such as EFL institutions. In order to offer NZQA approved courses, and EFL provider must be a registered provider with NZQA. EFL institutions registered with NZQA may also join the Federation of Independent English Language Schools or the Combined Registered English Language Schools of New Zealand, which both have additional codes of practice and quality assurance mechanisms.

	[bookmark: _Toc166904522]Table 4.29: Regulation of EFL Sector – New Zealand

	Cost of accreditation
	Varies

	Frequency of inspections
	1 to 3 years

	Compulsory
	Yes

	Accreditation of Accommodation
	Yes

	Source: Language Travel Magazine Global Comparison



Questions have been raised as to whether some EFL courses are always adequate and appropriate for international students, and assist students in seeking entry to courses and in communication with their domestic peers. Quality in language education is widely perceived to have declined, with the result that many EFL students have decided to study elsewhere.[footnoteRef:25] This is particularly significant for Asian home markets since students from these countries are relatively more concerned with education per se, getting good value for money and a high quality education.[footnoteRef:26]  [25:  	Culture and Classroom Communication: A Case Study of Asian Students in New Zealand Language Schools, Mingsheng Li Asian EFL Journal, 2003.]  [26:  	The Experiences of International Students in New Zealand, Report on the Results of the National Survey, prepared for the Ministry of Education, June 2004.. ] 

In terms of satisfaction with their educational experience and academic progress, language school students in New Zealand were generally less positive than tertiary students, and students from Europe, North America, South America and Australia were generally more positive than Asian students. International students were found by the 2004 Ministry of Education survey to be moderately satisfied with life in New Zealand, but students from China and other Asian countries showed lower satisfaction rates than those in secondary and tertiary institutions.[footnoteRef:27] [27:  	Ibid.] 


Summary Assessment of EFL Sector in New Zealand
A summary of what we consider from our analysis to constitute the main strengths, weaknesses, opportunities, and challenges/threats facing the EFL sector in New Zealand is presented in the table overleaf.  Among the main strengths of New Zealand as a destination for EFL are its strong reputation for quality as an English speaking country with linkages to UK institutions, its strong activity based learning element, its proximity to Asian source markets, its competitive cost base, and its perceived friendliness and safety.  


	[bookmark: _Toc166904523]Table 4.30: Summary ‘SWOT’ Analysis of EFL Sector in New Zealand

	Strengths
	Weaknesses

	· Good location for Asian Market
· Strong reputation as English speaking country with links to British institutions 
· Quality of courses is generally considered as very good/good
· Competitive tuition and accommodation costs
· Strong activity based learning element
· Positive feedback on host families
· Ideal destination for fieldtrips and group educational visits
· Safe country
· Good climate

	· Reliance on Asian markets
· Lacks historical tradition as an EFL destination
· Perception of drop in quality by students. 

	Opportunities
	Challenges/Threats

	· Targeting of new markets in Asia, Eastern Europe and South America
· Capitalising on strong reputation to capture Asian market share from Australia
	· Fluctuating student numbers
· Vulnerability to economic conditions and shifts in Asian markets
· Adverse changes in visa regulations in competitor destinations

	Source: Indecon analysis



The main weaknesses which we would highlight in relation to New Zealand include its reliance on Asian source markets, the possible perception that its lacks an historical tradition as an EFL destination, and a perception that there has been a recent drop in quality standards.  These factors, in addition to vulnerability to changing economic conditions in Asia and adverse changes in competitor countries – including Australian – visa regulations may pose specific threats or challenges to the future growth of the sector in New Zealand.  However, there are also significant opportunities available to New Zealand as a destination or EFL, including the scope to target new source markets in Asia, Europe and South America, and to capitalise on its particular strengths to boost its Asian market share relative to Australia.  
[bookmark: _Toc156185058][bookmark: _Toc166904448]
EFL Sector in Canada
In this sub-section we describe the features of and recent developments in the EFL sector in Canada. 

Demand for EFL in Canada
Number and Growth of Students
It has been estimated by the Language Travel Magazine that enrolments of EFL students in Canada rose from 141,762 in 2004 to 178,261 in 2005, an increase of over 25% over this period.  
Country of Origin
In terms of source markets for the EFL sector in Canada, the Language Travel Magazine’s 2006 survey found that South Korea dominates the Canadian EFL market. The major regional market is Asia (accounting for 51% of students in 2006) followed by Latin America (20% of students). However, other markets also appear to be increasing their penetration as Canadian schools broaden their student based and the demand for EAP grows (see table below).   

	[bookmark: _Toc166904524]Table 4.31: Top EFL Student Nationalities in Canada by Student Weeks - 2002 and 2006


	Nationality
	2002
	2006

	South Korean
	30.0%
	23%

	Japanese
	22.8%
	19%

	Mexican
	12.3%
	13%

	Brazilian
	2.2%
	7%

	Taiwanese
	4.0%
	5%

	Chinese
	6.9%
	5%

	Canadian
	4.2%
	3%

	Saudi Arabian
	-
	3%

	Swiss
	2.1%
	3%

	Other
	15.5%
	19%

	Source: Language Travel Magazine September 2006




The Canadian Association of Private Language Schools (CAPLS) surveyed its student profile in November 2004 to determine a number of characteristics about its student population. This survey, the findings from which are summarised in the table below and which based on numbers of students rather than student weeks, affirms the Language Magazine’s survey finding that over half of EFL students in Canada come from an Asian country.  It also confirms that the largest proportions of the EFL student population in Canada are South Korean, Mexican and Japanese, and that these three source markets account for over half of all students. In addition, many Canadian universities have identified Mexico as an important growth market.

	[bookmark: _Toc166904525]Table 4.32:   Country of Origin of EFL Students in Canada – 2004 - % of  Students


	Country
	Percent

	South Korea
	28

	Japan
	19

	Mexico
	17

	Switzerland
	8

	Brazil
	5

	Germany/Austria
	4

	Taiwan
	4

	Venezuela
	2

	Other South America
	2

	Middle East
	2

	France
	1

	China
	1

	Vietnam
	1

	Africa
	1

	Spain
	1

	Holland/Belgium
	1

	Other
	2

	Source: CAPLS 





Student Profile
Data from the CAPLS survey indicates that EFL students in Canada are most likely to have 2-4 years of University/College education (25%) or a Graduate Degree (Masters or higher) (20%).  A good proportion of students (12%) have 1-2 years of University/College, while an additional 15% have already obtained their Undergraduate University/College degree.  This information indicates that the EFL student population in Canada is already relatively well-educated in their home country before coming to Canada.  The survey goes on to show that these students intend to use their New Language Skills in the Future for Work (58%); for University/College in Home Country (11%); for Travel/Tourism (10%); for University/College in Canada (6%); for University/College in another Country (5%); to Teach (4%); for Pleasure Only (3%); or for Immigration (2%).[footnoteRef:28] [28:  Canadian Private Language Schools Student Profile Survey (Nov. 2004).] 


	[bookmark: _Toc166904526]Table 4.33: Current Highest Level of Education Attained among EFL Students in Canada

	
	Percent

	Middle school
	1%

	High school
	19%

	1 to 2 years university or college
	12%

	2 to 4 years university or college
	25%

	Graduate degree
	20%

	Undergraduate degree
	15%

	Vocational school certificate or degree
	3%

	Polytechnical school certificate or degree
	1%

	Source: CAPLS 



In addition, just under half of the twenty-something generation of students already have some professional experience. While 52% of those surveyed by CAPLS identified themselves as students, more than half of them were currently working. There is a diversity of professional experience within the employed cohort. 58% of those surveyed said they would use their English in future for work, while 11% said they would use it for University/College.

	[bookmark: _Toc166904527]Table 4.34: Home Country Employment of EFL Students in Canada

	Level of Employment
	Percent

	Student (worked part-time)
	28%

	Student (never worked)
	24%

	Office Work
	13%

	Professional 
	8%

	Unemployed
	5%

	Computer/IT
	4%

	Teacher
	3%

	Management
	3%

	Tourism Industry
	3%

	Skilled Labour
	2%

	Other
	5%

	Source: CAPLS 



EFL students in Canada, according to the CAPLS 2004 survey, choose to stay a comparatively long time, with 46% staying over 6 months and only 11% staying less than 2 months. 

	[bookmark: _Toc166904528]Table 4.35: Length of Stay of EFL Students in Canada - 2004

	Length of stay
	Percentage

	Lass than 4 weeks
	3%

	4 to 8 weeks
	9%

	9 to 12 weeks
	11%

	13 to 18 weeks
	12%

	19 to 24 weeks
	19%

	6 to 9 months
	16%

	9 months to 1 year
	21%

	Over 1 year
	9%

	Source: CAPLS 2004



However, students surveyed by CAPLS in 2004 did not intend to stay in Canada for work and only 4% stated that they wishes to enrol in a Canadian university or college. 38% of students surveyed said they would return to Canada within the next 3 years and 41% said they may return within the next 3 years. Only 28% of respondents indicated they would be interested in immigrating to Canada.
Reasons for Choosing Canada
The information presented above indicates that Canada’s target market is, by and large, a career-oriented, twenty-something age population of students who are looking to upgrade their language skills to enhance their advanced education or increase their employment opportunities. This may be viewed in somewhat of a contrast to the situation in Malta, for example, where the EFL student appears to choose Malta as more of a holiday destination combined with EFL.  
In the year 1996, Fortune Magazine placed the quality of teaching and the quality of the schools in Toronto at the top of the international community, as well as naming it one of the safest places to study. Canada’s quality of lifestyle and its commitment to excellence in education are significant advantages. A 2004 CBIE survey, Canada First: the 2004 Survey of International Students notes that 60% of international students see Canada as their top choice destination, and ranked Canada’s quality of education and its safety as the top two reasons for studying in the country. 
The CAPLS survey reveals the top five reasons why students chose Canada for their EFL programme, which are important to consider when devising Marketing Strategies, Canadian or otherwise. This research is summarised in the table overleaf.  The primary reason for studying in Canada was the perception of Canada as a safe country, with 24% of students giving this as their first reason and 22% giving it as their second reason they were studying in Canada. Value for Money was ranked as second on the list (19%); Great Place to Live (16%) was third; Beautiful Nature ranked fourth (11%); and Quality of School ranked fifth (10%).  



	[bookmark: _Toc166904529]Table 4.36: Top Five First and Second Responses to the Question “What is the Main or Most Important Reason You Choose to Study in Canada?”

	
	Percent

	Top Five First Responses

	Safe country to visit
	24%

	Value for money
	19%

	Great place to live
	16%

	Beautiful nature
	11%

	Quality of school
	10%

	Top Five Second Responses

	Safe country to visit
	22%

	Great place to live
	18%

	Value for money
	17%

	Beautiful nature
	14%

	Quality of school
	10%

	Source: CAPLS 2004



These results suggest that the selection of a location for EFL travel/study is very much dependent upon a prospective student’s perceptions of the destination itself, as students consider safety, value, and living conditions to be higher priorities than the quality of EFL schools.[footnoteRef:29] The presence of lively cities such as Montreal, Vancouver and Toronto also means that students can easily combine the excitement of city life with the peace and quiet or adventure of the great outdoors. [29:  Ibid.
] 



Supply of EFL in Canada
EFL Providers
Canada has a reputation as a leader in language education. Language schools in Canada are well established and numerous. Many universities and community colleges have English as a second language (ESL) programmes or French as a second language (FSL) programmes and there is also a large number of privately operated language schools throughout Canada. Most English language schools in Canada are located in Montreal, Vancouver and Toronto.
Canada has the advantage of second language facilities for both English and French, and the bilingual environment in Montreal attracts many language learners. 
EFL products
Of the hundreds of schools in Canada that offer English language courses, there are also many that have provide TOEFL, TOEIC, IELTS and Cambridge test preparation programs from elementary to advanced in General English, Business English, English for Academic study, English to meet university undergraduate , pre-Masters English, and interpretation and translation.
Activity based learning is also provided widely in Canada. Skiing and canoeing are examples of extra activities offered at some schools.
Homestay is one of the favoured options for short stay students (under 10 weeks) and for students under the age of 21 years, or students who have never travelled or lived on their own, and students at a beginner English level not confident of their language skills. The vast majority of private language schools offer homestay accommodation and the majority of EFL students (65%) take this option (see table overleaf). These facilities are usually of a high standard and inspected if the EFL provider is a member of CAPLS. 


	[bookmark: _Toc166904530]Table 4.37: Accommodation Types Used by EFL Students in Canada

	
	Percent of Students

	Homestay
	65%

	Room/apartment
	22%

	Friends/family
	8%

	Residence
	2%

	Hotel
	2%

	Youth hostel
	1%

	Source: CAPLS 2004



Tuition and other costs
An indication of typical tuition and accommodation costs incurred by EFL students in Canada is provided by the survey evidence summarised in the table below.  The average cost of a one-month language course in Canada is, at US$887, reasonably competitive. 
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	Details
	2001
	2006

	One month course
	$569
	$887

	Accommodation

	Residential (per week)
	$115
	$158*

	Family (per week)
	$117
	

	Source: Language Travel Magazine Global Comparison, 2001/2002 and March 2006 and Education UK and CAPLS 2004
* 2004 CAPLS figure.





The table below provides a more details breakdown of monthly costs facing EFL students in Canada.  Tuition costs (averaging US$683) and accommodation (averaging US$481) were the main items of expenditure for EFL students.  Other items included trips and other recreational activities (US$299), eating and drinking ($186), food shopping ($166), other shopping ($179), public transportation ($73) and car rentals ($198 per month on average). Overall, students surveyed by CAPLS in 2004 spent on average $2,265 per month in total.       

	[bookmark: _Toc166904532]Table 4.39: EFL Student Expenditure Patterns in Canada - Monthly Averages –2004 – US$


	Item
	Monthly Average (US$)

	School Fees/Tuition
	€683

	Accommodation
	€481

	Trips and activities
	€299

	Eating and drinking out
	€186

	Food shopping
	€166

	Shopping
	€179

	Public transportation
	€73

	Car rentals
	€198

	Total
	€2,265

	Source: CAPLS 2004
Converted using the current exchange rate as of 0/02/2007: CAD$1 =  €0.647923 



Policy and Regulatory Environment

Regulation of Providers
Provincial governments in Canada regulate language programmes at public institutions. The do not necessarily regulate private schools. It is the responsibility of students to enquire about the quality of schools in which they intend to enrol. In cases where a visa processing officer has concerns about an institution in which an applicant wishes to enrol, enquiries can be made and the applicant will be advised of any non-compliance with local regulatory requirements, while the bona fides of the applicant may be examined more closely. 

Visa regulations
International students who wish to study in Canada for up to 6 months may require a visitor's visa, depending on the country for which they hold a passport.  Students do not require a study permit for study programs of 6 months or less.  To study in Canada for longer than 6 months, however, students must obtain a study permit.  
EFL Students in Canada rely primarily on two types of visa, according to the CAPLS survey undertaken in 2004. The survey reported that 55% of those surveyed were studying on study permits, and 40% were studying on a visitor, tourist visa or temporary resident visa. 
Leaders in the international education field have pointed to Canada’s visa approval process as a challenge to attracting greater numbers of EFL students to Canada. In their view, overly strict policies make Canada a less attractive educational destination. Agents and language schools have in the past complained that many potential students from Eastern Europe, Russia and China are refused visas. 
It is difficult to quantify any link between immigration policy and enrolment levels due to the lack of consistent time series of reliable statistics. However, specific changes in immigration policies in Canada such as the relaxation of medical screening requirements, stemming from concern that the medical screening process was adversely affecting Canada’s ability to compete for international students, are said to have had beneficial effects on enrolments.[footnoteRef:30] [30:  	Foreign Students in Canada 1980-2001, Citizenship and Immigration Canada, January 2003. ] 

More importantly, competitor countries have made conscious efforts to ease immigration policy for students.  As noted previously, Australia introduced a more transparent and objective method of processing student visa applications in July 2001. In addition, regulations were formulated to allow recent international graduates of Australian universities to apply for permanent residency without leaving the country. New Zealand, the United Kingdom and France also have immigration policies to allow international graduates with the desired skills to become permanent residents without leaving the country.
Immigration Canada has announced that a similar program for international students in Canada will commence in 2007. The federal government has also loosened the restrictions on international students working while studying in Canada (allowing off-campus employment for the summer and part-time during the school year after successful completion of first year studies in college or university). The absence of a nationwide policy in this area had dampened past recruiting efforts. One year of post-graduate employment has been permitted for a number of years for all international student graduates except those from private career colleges and, as of May 2005, a second year of employment has been permitted for international university graduates outside Montreal, Toronto and Vancouver. Post secondary international students can now transfer between programs of study and institutions without applying for a change to the conditions of their study permits. 
Although Canada has lagged behind its competitors in addressing these immigration issues and will have to make a concerted effort to promote and publicize the new regulations, the recent changes have been welcomed by students and administrators alike.

Quality assurance and accreditation
Summary details in relation to the main promotional, regulatory and trade bodies overseeing the EFL sector in Canada are shown in the table below.  A notable feature of the Canadian EFL sector is the absence of a national accreditation system.  However, there are signs of an increasing focus on standards. Given the importance that international students place on quality, these are important and critical developments.

	[bookmark: _Toc166904533]Table 4.40: Promotional, Regulatory and Trade Bodies Overseeing EFL Sector in Canada


	Role
	Body

	National promotion agency
	n/a

	Regulator
	Canadian Association of Private Language Schools (CAPLS), Private English Language Schools Association (PELSA) and others

	Main trade association
	Canadian Language Council (CLC)

	Source: Indecon analysis



Each language school in Canada is part of a self-regulation process.  Although there is no single national accreditation scheme at present, a number of associations regulate language teaching standards, either at public or private institutions.  For example, the Canadian Language Council, an association representing a range of public and private English and French language sectors, ensures that member institutions meet rigorous standards covering curriculum, teacher qualifications, student services, student admissions, marketing, promotion, facilities and administration.  Furthermore the Council has ensured that these standards are internationally recognized and provide international students with assurances of quality. 
The Private English Language Schools Association (PELSA Canada) is a national consortium for private English language schools that promotes the development and growth of the English language school industry in Canada.  PELSA inspects its members, while the Canadian Language Council (CLC) and the Canadian Association of Private Language Schools (CAPLS) monitor quality through guidelines. 
CAPLS has 91 member schools accounting for over 60,000 EFL students, and members are required to pass the CAPLS Quality Standards Accreditation Scheme.  The aim of the scheme is to:
· Demonstrate the high standards that exist within all CAPLS schools;
· Enhance Canada’s global reputation and reinforce international marketing initiatives;
· To enable the market to grow in its ability to become self-regulating and increasingly responsible for upholding the reputation of the English language sector; and 
· To assist the industry to work in conjunction with the Federal Government toward a formalised Immigration Policy. 

There are 6 categories within the Scheme:
· Commitments and Quality;
· Operations;
· Language training;
· Language instructor criteria;
· Student Support; and
· Marketing and Sales.


Summary details in relation to the costs and level of inspection associated with quality accreditation of EFL schools in Canada are provided in the table below.  Typical costs for schools seeking quality accreditation vary between €433 and €1,246.  To acquire accreditation, all member schools are required to participate in the inspection process, executed by an independent education consultant. Each member school will be re-inspected every 3 years, with all new members inspected within 6 months as part of the application process.  
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	Regulation
	Summary 

	Cost of accreditation
	€433 to €1,246

	Frequency of inspections
	3 years

	Compulsory
	No

	Accreditation of Accommodation
	Varies

	Source: Language Travel Magazine Global Comparison



However, we understand that some schools in Canada may operate un-accredited TESL programs. There are also a large number of foreign- and agency-owned schools in Canada.  Some large agencies from Korea and China have in recent years opened what are termed "insta-schools" and place students into these schools, some of which may use temporary offices and have no record of quality assured programs. 

SWOT of EFL in Canada
A summary of what we consider to represent the main strengths, weaknesses, opportunities, and challenges/threats facing the EFL sector in Canada is presented in the table overleaf.  Among the strengths of Canada as a destination for EFL students include the generally high quality of its schools, the existence of well-established, competitive and flexible EFL providers, the availability of strong activity based programmes, the fact that Canada is well regarded in Asian source markets, the existence of a relatively competitive cost base, and the perception of a friendly, safe country. 


	[bookmark: _Toc166904535]Table 4.42: Summary ‘SWOT’ Analysis of EFL Sector in Canada

	Strengths
	Weaknesses

	· High quality of schools
· Well-established, competitive and flexible EFL providers
· Well regarded in Asia
· Popular among career oriented young professionals
· Cheap courses and cost of living relative to US, UK and Ireland
· Strong activities based EFL
· Perception of friendly people
· Very safe country
· Good home stay structure
· Internship programmes
	· Absence of compulsory national quality assurance/accreditation system
· To-date, comparatively stringent visa regulations

	Opportunities
	Challenges/Threats

	· Potential further growth in countries in which it has a significant share of the market
· Scope to capture market share from US
	· Unregulated schools threaten marketing of accredited schools and the EFL product.
· Strong competition from Australia and the US for traditional, Asian market

	Source: Indecon analysis



To particular weaknesses associated with Canada as an EFL destination include the absence of a national level compulsory quality accreditation system for EFL schools, and the impact of what, to-date, have been comparatively stringent visa regulations. 
In relation to challenges/threats to the sector in Canada, these would include the existence of unregulated schools which could tarnish the country’s overall image, and the existence of strong competition from the US and Australia for its traditional Asian students.  There are opportunities, however, for Canada in relation to further growth in its existing strong markets and potential to capitalise on its particular strengths to win market share from the US. 
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EFL Sector in the US
In this section we present an overview of the features and recent development in the EFL sector in the US.

Demand for EFL in US
Student Numbers and Growth
According to LTM numbers travelling to the US for EFL were around 188,000 in 2006. The table below indicates the annual movement in EFL student number over the period 1998-2001, which shows a substantial increase in number arriving in 1999 and a flat performance thereafter.  Data on Intensive English Program (IEP) students indicated that student numbers in this sector numbered almost 44,000 in 2005.  The US market was hit after the events of September 11, 2001 and immediate declines were evident in international student enrolment generally.  However, while 30 percent below the 2000–01 levels (IIE, 2005), some recovery has been evident with an increase of 7.5 percent was reported in 2004–05.

	[bookmark: _Toc166904536]Table 4.43: International Arrivals for EFL in the US - 1998 to 2001[footnoteRef:31] [31:  Estimates relate to enrolments on university intensive English language courses only.] 


	
	1998
	1999
	2000
	2001

	Arrivals
	44,000
	73,000
	75,000
	78,000

	Source: British Tourist Authority, 2003[footnoteRef:32] [32:  British Tourist Authority, The UK’s Education Travel Market – The Potential, 2003, Page B-6.  ] 






Country of Origin
The survey research undertaken by the Language Travel Magazine in 2006 found that the most important source markets for EFL in the US were Asia, which accounted for almost half of all students from this region, and Japan (20%), South Korea (18%) and Taiwan (6%) (see table below).  This indicates that the US competes with Canada, Australia and New Zealand for EFL students.  
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	Nationality
	Percentage of respondents

	Japanese
	20%

	Korean
	18%

	Taiwanese
	6%

	Brazilian
	4%

	Saudi Arabian
	4%

	Chinese
	3%

	Colombian
	3%

	Mexican
	3%

	Swiss
	3%

	Turkish
	3%

	Source: Language Travel Magazine Feedback Survey for the US 2006



Moreover, according to the Open Doors Survey of IEP students conducted in 2006, the top three source markets for the EFL sector in the US were Asian, namely South Korea (22%), Japan (20.6%) and Taiwan (11.4%). Saudi Arabia (3.5%) China (2.9%) and Brazil (2.6%) were cited as the next most important source markets.  Potential emerging markets such as Brazil and Mexico experienced slight declines and the European market declined in importance over this time period. However, China and Vietnam, potentially large emerging markets, experienced substantial increases in IEP students (59.2% and 157.1% respectively between 2003 and 2005) choosing to travel to the US for their studies. 


	[bookmark: _Toc166904538]Table 4.45: Top Nationalities by Intensive English Program (IEP) Students in the US - 2003 - 2005 


	Source Country/ Market
	2003
	2004
	2005
	% Change 2003-2005

	South Korea
	10,412
	10,386
	9,612
	-7.7

	Japan
	10,519
	10,804
	8,984
	-14.6

	Taiwan
	4,235
	5,126
	4,971
	17.4

	Saudi Arabia
	348
	334
	1,540
	342.5

	China
	796
	1,026
	1,267
	59.2

	Brazil
	1,359
	1,402
	1,127
	-17.1

	Thailand
	943
	1,088
	1,028
	9.0

	Switzerland
	732
	729
	1,001
	36.7

	Mexico
	1,408
	949
	984
	-30.1

	Italy
	883
	917
	973
	10.2

	Turkey
	1,034
	1,133
	826
	-20.1

	Colombia
	858
	700
	797
	-7.1

	Spain
	728
	721
	708
	-2.7

	Germany
	849
	950
	694
	-18.3

	France
	1,156
	1,093
	653
	-43.5

	Vietnam
	245
	292
	630
	157.1

	Venezuela
	742
	648
	387
	-47.8

	Poland
	214
	263
	376
	75.7

	Ecuador
	298
	205
	290
	-2.7

	Peru
	269
	342
	260
	-3.3

	World Total
	43,003
	44,565
	43,580
	1.3

	Source: International Educational Exchange Open Doors 2006 Institute of International Education[footnoteRef:33] [33:  See http://opendoors.iienetwork.org/?p=89251 ] 




According to the 2004 Language Travel Magazine survey, the top source market for the EFL sector in the US, as measured by student weeks, is Japan. The Japanese market declined between 2001 and 2004 however, reflecting the country’s economic difficulties. Asian students consistently constitute over 50% of all EFL students as measured by student weeks spent in the US (see table overleaf).  


	[bookmark: _Toc166904539]Table 4.46: Top Five Overseas Nationalities By Country of Origin of EFL Students in the US - % of Total Student Weeks - 2001 and 2004


	Nationality
	2001
	2004

	Japanese
	30.0%
	22.2%

	Korean
	21.0%
	18.7%

	Taiwanese
	5.6%
	8.7%

	Chinese
	2.5%
	5.1%

	Brazilian
	7.3%
	4.2%

	Source: Language Travel Magazine Global Comparison, 2001 and 2004.




The Open Doors 2006 study of IEP students indicates an increase in the overall number of weeks spent by all students of 12.4% between 2003 and 2005 (see table overleaf), which is significantly greater than the total increase evident in student numbers. This would imply that students are staying in the US for longer periods on average.  All Asian countries showed an increase in student weeks but the European market (Italy, Spain, France and Germany) on the whole declined in importance, as did Brazil, a potentially big emerging market.
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	Country
	2003
	2004
	2005
	%change 2003-2005

	Korea, Republic of
	132,965
	127,591
	133,549
	0.4

	Japan
	122,084
	113,358
	130,426
	6.8

	Taiwan
	52,707
	54,774
	62,696
	19.0

	Saudi Arabia
	5,466
	4,586
	20,100
	267.7

	China
	9,276
	11,891
	19,092
	105.8

	Thailand
	12,899
	11,998
	15,281
	18.5

	Turkey
	12,408
	11,776
	10,921
	-12.0

	Mexico
	8,034
	11,958
	9,818
	22.2

	Switzerland
	6,577
	6,458
	9,286
	41.2

	Colombia
	10,850
	8,777
	8,710
	-19.7

	Germany
	7,266
	7,622
	8,571
	18.0

	Brazil
	11,782
	11,169
	7,933
	-32.7

	Vietnam
	2,857
	4,578
	7,598
	165.9

	Italy
	8,942
	4,917
	6,262
	-30.0

	Spain
	6,200
	5,348
	5,299
	-14.5

	France
	10,231
	8,008
	5,170
	-49.5

	Venezuela
	8,800
	7,506
	4,973
	-43.5

	Poland
	2,272
	3,001
	4,769
	109.9

	Ecuador
	3,699
	2,549
	3,240
	-12.4

	Peru
	3,218
	3,783
	2,880
	-10.5

	World Total
	495,939
	490,122
	557,311
	12.4

	Source: International Educational Exchange Open Doors 2006 Institute of International Education[footnoteRef:34] [34:  Ibid.] 




Student Profile
In relation to the age profile of EFL students in the US, the largest age group studying English is the 19-24 age group(47%), with 25-30 year olds making up 25% and 31-50 year-olds making up 5% of the market. 

Details in relation to the typical duration of English language programmes, class sizes and tuition hours in relation to the EFL sector are presented in the next table.  This indicates that the average duration of English language programmes in the US in 2006 was just over 18 weeks, while the average class size was between 9-10 students, and average hours of tuition was 20 hours per week. Notably, according to the Language Travel Magazine survey research, 24% of EFL students booked their course through an agent or advisor. 

	[bookmark: _Toc166904541]Table 4.48: Length of Programme, Class Size and Hours of Language Tuition among EFL Students in the US - 2006

	
	

	Average length of programme in weeks
	18.24

	Average number of students in class
	9.5

	Average number of hours of language tuition per week
	20

	% of students who booked through an agent or advisor
	24

	Source: Language Travel Magazine Feedback Survey for the US 2006



Reasons for studying in the US
The events of September 2001 triggered the first declines in international student enrolment in US institutions after more than 30 years of continuous growth (IIE, 2005). A number of factors contributed to this decline, including perceptions that it was difficult to secure visas and that the United States is unwelcoming to international students; competition from other countries; the high cost of US higher education; and increasing capacity in countries that traditionally send a large number of students to study overseas, such as China and India.[footnoteRef:35] [35:  	Students on the Move: The Future of International Students in the United States ACE Issues Brief, October 2006. 
] 


Supply of EFL in US
EFL product features
There are many English language schools in the USA, both privately operated and those that are part of a larger college or institution. If a language school is located on a larger university campus, it will often be referred to as an Intensive English Programme, or IEP. Some on-campus language schools are privately operated. In addition to the private language school sector, many university campuses offer Intensive English Programmes for their foreign intake, as well as shorter courses, and numerous private secondary schools also offer strong English language support. 

Student accommodation 
The table below summarises the findings of survey research undertaken in 2006 in relation to the types of accommodation used by EFL students in the US.  There is a mixed picture in relation to accommodation used by EFL students in the US, with the largest proportion (27%) using single residential accommodations within third-level institutions, followed by dormitory style accommodation (24%).  The survey found that 21% of students stayed with host families.  

	[bookmark: _Toc166904542]Table 4.49: Accommodation Used by EFL Students in the US

	Accommodation
	Percentage of respondents

	Host family
	21%

	Residential/single
	27%

	Residential/dormitory
	24%

	Other 
	24%

	Unknown
	4%

	
	

	Source: Language Travel Magazine Feedback Survey for the US 2006



Tuition and other costs
Estimates in relation to tuition and accommodation costs facing EFL students in the US are shown in the table below. In 2006, comparative international research by the Language Travel Magazine indicated that typical tuition costs for a one-month English course were approximately $1,044, which compared with approximately $941 in 2001.  While up-to-date figures were not available for 2006 in respect of typical accommodation costs, figure for 2001 indicated that typical residential accommodation costs averaged $233 per week, while host family costs averaged around $192 per week.  

	[bookmark: _Toc166904543]Table 4.50: Average cost of a one-month language course in US$ in 2001 and 2006 – the US

	
	2001
	2006

	One month course
	$941
	$1,044

	Accommodation

	Residential (per week)
	$233
	-

	Family (per week)
	$192
	-

	Source: Language Travel Magazine Global Comparison, March 2006



Policy and Regulatory Environment
Visa regulations
Students who wish to take part in short-term or part-time courses in the US may do so for up to 18 hours a week on the standard B-2 tourist visa. Students who wish to study either longer term, or more intensively, will require an F-1 visa. 
Nationals of the following countries can travel visa free: Andorra; Austria; Australia; Belgium; Brunei; Denmark; Finland; France; Germany; Iceland; Ireland; Italy; Japan; Liechtenstein; Luxembourg; Monaco; Netherlands; New Zealand; Norway; Portugal; San Marino; Singapore; Slovenia; Spain; Sweden; Switzerland; and UK.

Since September 2001, there has been a considerable tightening of visa restrictions and longer periods to process visas. As part of these changes:
· The internet-based Student and Exchange Visitor Information System (SEVIS) has been introduced under which accredited school and programme sponsors are required by law to collect and record information about students, including any changes to their address or educational institutions, and pass it on to the Department of Homeland Security and the State Department.
· The US Visitor and Immigrant Status Indicator technology (US VISIT) programme has been introduced under which arriving students will have fingerprint and photographic records taken, and their subsequent border movements will be monitored;
· The Department of Homeland Security may require a national of specified countries to appear for one or more continuing registration interviews to determine whether the person concerned is complying with the terms of their visa. 
At the same time there have been some initiatives to make entry clearance procedures as ‘user friendly’ and as facilitative as possible in the interests of attracting and welcoming qualified persons, including students. Visa processing time and visa acceptance rates have significantly improved since 2004 and preliminary data for 2005–06 enrolments show a rebound in overall international student numbers which had previously declined. However, it is too early to tell if that rebound signals a recovery trend.[footnoteRef:36]  [36:  	Students on the Move: The Future of International Students in the United States ACE Issues Brief, October 2006. 
] 

Visa rules were amended in June of 2005 to extend the duration for certain American visas for Chinese citizens from the current six months to a year. At the present time, the U.S. higher education industry is lobbying the administration to improve visa processing by allowing embassies more discretion to waive visa interviews and issue visitor visas for short-term language students. 
Students can work 20 hours per week while studying and full-time during holidays. Students may also take a year off from their studies to work full-time or work for up to one year upon graduation. 

Quality assurance and accreditation
There are two main accrediting bodies in the USA that provide assurance that programmes with their endorsement have met agreed standards.  
The Accrediting Council for Continuing Education and Training (ACCET) is a general education standards body with special provisions for English language training.  It accredits institutions providing non-collegiate continuing education and training programs.  
The Commission on English Language Program Accreditation (CEA) is a not-for-profit corporation whose primary focus is the accreditation of English language programs and institutions. It is recognised by the US Secretary of Education, which allows English language institutions in the United States to use CEA accreditation for purposes of certification to admit international students. CEA also conducts accreditation reviews in the U.S. and internationally.
The American Association of Intensive English Language Programs (AAIEP) has nearly 300 members who offer intensive English language programs located in university and college settings or city centres across the USA. The English language programs offered by AAIEP members are accredited by ACCET, CEA, or operate under the governance of regionally accredited colleges or universities. The AAIEP provides a wide variety of functions, including supporting ethical and professional standards for intensive English programs, to promote the well-being and educational success of its English language students. 
Summary information in relation to the features of EFL quality accreditation and related costs in the US are shown in the table below.  Typical costs for accreditation for English language schools in the US varied between $3,906 and $5,234 in 2006.  Inspections, however, only take place with a frequency of every 5-10 years and are not compulsory, although when they do take place, they typically include inspection of accommodation facilities.   

	[bookmark: _Toc166904544]Table 4.51: EFL Quality Accreditation in the US – Summary Features and Costs, 2006

	Regulation
	

	Cost of accreditation
	€3,906 to €5,234

	Frequency of inspections
	5 to 10 years

	Compulsory
	No

	Accreditation of Accommodation
	Yes

	Source: Language Travel Magazine Global Comparison, 2006



Summary of features of EFL Sector in the US
It is useful to identify what we believe to be the main strengths, weaknesses, opportunities, and challenges/threats facing the EFL sector in the US.  The main aspects are highlighted in the table below.  

	[bookmark: _Toc166904545]Table 4.52: Summary ‘SWOT’ Analysis of EFL Sector in the US

	Strengths
	Weaknesses

	· World-wide reputation
· Strong private sector funding support
· Diverse range of programs, including Intensive English Programs
· High level of integration of EFL programs into third-level institutions
· Breadth of locations/states for study
· Diversity of culture
· Range of recreational activities for students

	· Very stringent visa regulations
· Absence of single federal agency responsible for development of EFL sector
· Fragmentation of sector across States

	Opportunities
	Challenges/Threats

	· Targeting of new markets in Asia, Eastern Europe and South America

	· Higher cost of US higher education

	Source: Indecon analysis
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EFL Sector in Malta
Finally, we turn to look at the ELF sector in Malta.  Although a small market geographically, Malta constitutes an interesting model in its own right and has attracted significant numbers of students from source markets which overlap with those serving the EFL sector in Ireland. 

Demand for EFL in Malta
Student Numbers and Growth
In terms of student numbers, the table below provides an indication of EFL students in Malta. According to data from the Language Travel Magazine’s 2006 survey and Federation of English Language Teaching Organisations Malta (FELTOM), Malta has between 60,000 and 70,000 EFL students in total. This number is very high considering the population of Malta is around 400,000. 

	[bookmark: _Toc166904546]Table 4.53: Estimated Number of EFL Students – Malta - 2006

	
	Number

	
Estimated total number of EFL students - 2004
	
70,000


	Source: Language Travel Magazine Feedback Surveys, 2006



Moreover, there has been a consistently high growth in the number of EFL students travelling to Malta, as shown in Figure 4.5, with international arrivals almost doubling between 1998 and 2005.



[bookmark: _Ref157487941][bookmark: _Toc166904596]Figure 4.5: International EFL Arrivals in Malta - 1998-2005



Source: FELTOM

Country of Origin
In terms of the origin of EFL students studying in Malta, according to FELTOM, student numbers from all the main Maltese EFL countries have increased substantially between 1998 and 2005. Like Ireland, Malta’s main markets are European. The market shares of students from different countries have not changed significantly between 2002 and 2005. Germany is by the biggest market for the Malta EFL providers, with around a quarter of EFL students originating there. Other countries providing a large share of EFL students in Malta in 2005 are Italy (17.1%), France (12.9%), Russia (8.7%) and Austria (7.6%). 


	[bookmark: _Toc166904547]Table 4.54: International Arrivals for EFL in Malta by Country of Origin - 1998-2005

	
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	2005

	Germany
	12,261
	13,626
	14,340
	na
	15,125
	13,302
	13,459
	15,915

	Italy
	6,316
	6,162
	6,847
	na
	9,691
	9,325
	8,080
	10,543

	France
	3,451
	4,640
	4,819
	na
	6,081
	7,196
	7,138
	7,975

	Austria
	2,055
	2,622
	4,069
	na
	3,385
	4,822
	4,781
	4,672

	Russia
	1,976
	1,508
	2,332
	na
	4,944
	3,964
	4,500
	5,351

	Others
	5,046
	6,948
	9,108
	na
	14,749
	14,632
	14,483
	17,150

	Total
	31,105
	35,506
	41,515
	45,000
	53,975
	53,241
	55,578
	61,607

	Source: FE:LTOM



Owing to its location, Malta is popular mostly with European students, but over the last few years its popularity as a study destination has expanded to other countries. More and more Asian, Russian and Turkish students are now choosing to study English in Malta.

	[bookmark: _Toc166904548]Table 4.55: Top Five Overseas Nationalities by Country of Origin of EFL Students in Malta - % of Total Student Weeks - 2004

	      Nationality
	Percentage

	German
	30.2%

	Italian
	14.4%

	Austrian
	9.7%

	French
	9.1%

	Russian
	4.5%

	Source: Language Travel Magazine Global Comparison



Student Profile
Malta’s climate and beaches are obvious advantages for the country as a destination for EFL students, and these factors have traditionally attracted a large proportion of 16-20 year olds. Younger students follow short-term courses mainly at Easter, spring and during the summer months between June and September.  However, more adults are also being drawn to the country and the age profile of EFL students in Malta is now mixed, having moved from 100% focussed on young students during the 1980s and 1990s to target the 25+ market with courses in English for Special Purpose (ESP) and Business English (see table below).   

	[bookmark: _Toc166904549]Table 4.56: Age Profile of EFL Students in Malta - 2005 

	Age group
	Percentage

	Under 20
	59%

	21-25
	13.9%

	26-30
	11.5%

	31+
	18.5%

	Source: FELTOM



The average length of EFL course taken by students in Malta is relatively short, at just over 10 weeks.  This is likely to reflect the perception of Malta as a ‘summer-school’ destination. 
Reasons for Studying in Malta
Survey research among students has highlighted the main reasons for choosing Malta as being the climate, cheaper courses (when compared to competitors), the good nightlife, and the fact that Malta is highly recommended by students who have studied here. 91% of EFL students who have studied in Malta would recommend the country as an EFL destination. 


Supply of EFL in Malta
Products offered
The leading English language schools in Malta that are members of FELTOM operate all year round and provide intensive mini-group tuition, individual lessons and a combination of group and individual lessons to adult students, in both General English and in English for Special Purposes (ESP). ESP courses focus on various areas including:
· Business English;
· English for Tourism;
· English for Banking and Finance; and
· English for Medicine, Law, Engineering, Marketing, etc.

FELTOM member schools offer a selection of courses, which differ in terms of class size, the number of lessons per week and free time extra-curriculum activities. 
Many courses also combine language learning with activities such as sailing or horse riding. Demand for ‘English +’ courses is also increasing, for example English and diving, English and sports, or English and cooking, and this reflects the market pressures for greater innovation and product differentiation, and to provide more value for money to students. Language schools are responding to this and producing more courses to cater to older clientele, including the development of English courses for business purposes. 
The vast majority of EFL schools in Malta offer accommodation, while English-speaking Maltese host families also provide an option for students, although this option is not used by the majority of students (17%), who prefer residential single or dormitory accommodation (see table below). 
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	Accommodation
	Percentage of respondents

	Host family
	17%

	Residential/single
	33%

	Residential/dormitory
	20%

	Other 
	30%

	Source: Language Travel Magazine Feedback Survey for Malta 2006



Tuition and other costs
Details in relation to average tuition and accommodation costs for EFL students in Malta are shown in the table below. The average cost of a one-month English language course in Malta was $703 in 2004. This is comparatively cheap, as are living costs and accommodation.

	[bookmark: _Toc166904551]Table 4.58: Average cost of a language course in US$ in 2001 and 2006 – Malta

	
	2001
	2006

	One month course
	$458
	$703

	Accommodation

	Residential (per week)
	$215
	N/a

	Family (per week)
	$135
	N/a

	Source: Language Travel Magazine Global Comparison, 2001/2002 and March 2006 and Education UK



Policy and Regulatory Environment 
The main promotional, regulatory and trade bodies overseeing the EFL sector in Malta are shown in the table below.  

	[bookmark: _Toc166904552]Table 4.59: Promotional, Regulatory and Trade Bodies Overseeing EFL Sector in Malta

	Role
	Body

	National promotion agency
	Malta Tourism Authority

	Regulator
	EFL Monitoring Board

	Main trade association
	Federation of English Language Teaching Organisations Malta (FELTOM)

	Source: Indecon analysis



Educational and commercial activities in Malta are governed by legislation and national regulations. Every English language school and every host family must possess a valid licence to operate legally. The licenses are issued respectively by the Ministry of Education and The Ministry of Tourism according to national accreditation schemes introduced upon strong recommendations by FELTOM. Each Ministry is responsible for monitoring licences under its charge and for ascertaining compliance with the regulations. 
This minimum standards legislation has finally ensured that EFL schools and their operations are now recognized by the local education authorities as separate and distinct from all other state and private schools teaching English to Maltese students. A first tangible result of all this legislation was the establishment of a national Monitoring Board with full executive powers.  The Board’s brief is to look into and monitor all matters pertaining to the EFL operations locally and to ensure that each licensed school lives up to the legal minimum standards. 
Quality assurance and accreditation
In addition, FELTOM members, as promoters of quality standards, provide the student with additional safeguards. FELTOM is officially recognised by the Ministry of Education and Ministry of Tourism and holds consultative status with the Malta Tourism Authority.  There are currently 17 member schools, including 2 Associate members and 1 Affiliate members, ranging from those that are very large and well established to those that are very small and select. The Federation’s schools are responsible for some 70% of all EFL students registered annually in Malta with Germany, Italy, France, Austria, Russia and Switzerland being the principal markets.
FELTOM stands for quality in schools by setting, improving and ensuring the maintenance of standards in all respects of English language stays in Malta, and member schools are governed by a Code of Academic Conduct which incorporates a mechanism for customer protection. Applicant schools have to accept and abide by the rigorous self-regulatory FELTOM code of conduct which bonds and regulates all aspects of the operations of member schools, and includes a mechanism to ensure adherence to it. 

Some of the most important criteria include:
· the role, qualifications and experience of Directors of Studies;
· the minimum qualifications, formal TEFL training and experience of the teaching staff; and
· all matters concerning school facilities and the physical aspects of the school buildings themselves. 
Other non-academic criteria include the member schools’ organization of extra-curricular activities and other aspects of students' stays. 
The accreditation scheme - the only one in Malta - will be introduced for existing members of FELTOM on a voluntary basis until 31 December 2007 and during this period, FELTOM will subsidise the application fee for existing members, to encourage take up. The cost of accreditation will be between €700 and €1,750 depending on the annual student enrolment. The Scheme becomes mandatory thereafter and member schools will be inspected every three years as from 1st January 2008.  A reflection of the quality of teaching is the student-teacher ratio (4.1) and hours of language tuition per week (21.8), according to the Language Travel Magazine Feedback Survey for Malta 2006. These compare well. 

	[bookmark: _Toc166904553]Table 4.60: EFL School Accreditation Scheme - Malta

	Regulation
	

	Cost of accreditation
	€700 to €1,750

	Frequency of inspections
	3 years

	Compulsory
	No

	Accreditation of Accommodation
	No

	Source: Language Travel Magazine Global Comparison



Extensive consultation meetings of FELTOM with host-families have led to the identification of necessary measures aimed at enhancing and improving the hospitality aspect of English language stays.   This resulted in FELTOM’s constant lobbying with the Maltese government to introduce more specific legislation that regulates the hosting of English language students in families. The Minister for Tourism finally accepted FELTOM’s recommendations in 2002 and worked through the appropriate mechanisms of the Malta Tourism Authority (MTA), to promulgate regulations as a legal notice which draws heavily on FELTOM’s Code of Conduct for Student Welfare.

Summary of features of EFL sector in Malta
A summary of what we believe to represent the main strengths, weaknesses, opportunities and challenges/threats facing the EFL sector in Malta is presented in the table below.  

	[bookmark: _Toc166904554]Table 4.61: Summary ‘SWOT’ Analysis of EFL Sector in Malta


	Strengths
	Weaknesses

	· It is an established niche in Malta
· Strong and proactive State support
· Strong support from Maltese Tourism Authority
· Relatively short courses
· Quality of courses is considered as very good/good.
· Strong in the 25+ year and the ESP segments of the market
· English is spoken widely by the local population. It is one of the official languages in Malta.
· Positive feedback on host families.
· Strong recommendations by current EFL students - 91% would recommend Malta as an EFL destination
· Ideal destination for fieldtrips and group educational visits
· Malta is still a relatively safe country
· Good weather

	· Capacity constrained EFL supply
· Lack of qualified teachers and EFL networks
· Heavily dependent on summer visitors 
· There is overcrowding in summer and a lack of ancillary services
· Perception that students are churned out and education is not individualised
· Lack of host families
· Lack of quality and hospitality training in host families
· Host families pay annual fees instead of seasonal fees
· Locals have poor English 
· Lack of properly trained group leaders/animators
· Students cannot work while following EFL in Malta

	Challenges/Threats
	Opportunities

	· Malta faces strong competition from Ireland,the  UK, America, Canada, Australia, 
· These countries have greater resources and are more organised
· There are work opportunities available to students who choose competitors
· Visa problems
· Bottlenecking due to capacity constraints
	· Three star and lower accommodation can be used to host EL students
· Rising demand for English plus courses 
· Target new markets in Asia, Eastern Europe and South America
· Schools to team up and market their ‘specific services’
· Marketing of Maltese educational institutions overseas generally and through NGOs
· Possible EU funds

	Source: Indecon research. English Language Learning in Malta, Strategic Planning and Research Division



[bookmark: _Toc156185063][bookmark: _Toc166904451]Cross-Country Comparison
Having described the EFL sectors in each of the competitor countries under review, it is instructive to integrate these analyses in the form of a cross-country comparison of key features relative to the EFL sector in Ireland.   This will subsequently input to the identification of the main sources of comparative advantage for each country in attracting EFL students, which fall under a range of headings, as follows:
· The environment of the country including personal security;
· The quality of the institutions providing the service; 
· The strength of the English language programmes on offer;
· Cost;
· The policy and regulatory environment including immigration policy; 
· The strength of quality assurance and accreditation processes.
· Marketing is also of importance and this is discussed in Section 5 and Section 6. 

The relative weight of each of these sources of comparative advantage is dependent on the student profile of each host country. Therefore we need to judge the comparative advantages of Ireland and the potential for measures to encourage growth in the sector in reference to this. 

Student Numbers and Growth
When we look at global growth in EFL student numbers over the period 2004-2005, Ireland has performed better than all its competitors, with the exception of Canada. 
The figure overleaf compares market shares of global EFL student numbers for each competitor country. This would indicate that Ireland has a high market share, particularly when measured relative to its size.  



[bookmark: _Toc166904597]Figure 4.6: Global Market for ELT by Student Numbers



Source: Language Travel Magazine October 2006.

Figures suggest that the UK is a substantially larger EFL course supplier than anywhere else. Since 2003, numbers have increased significantly, thought to be due to the marketing strategy in place since 1999. However, as a mature market it has limits to expansion and student numbers fell by 5% between 2004 and 2005.


	[bookmark: _Toc166904555]Table 4.62:  Cross Country Comparison of Growth in EFL Enrolment Figures

	Country
	2004
	2005
	Percentage Change

	UK
	617,038
	586,186
	-5%

	Canada
	141,762
	178,261
	+26%

	USA
	156,375
	162,055
	+4%

	Ireland
	95,160
	113,940
	+20%

	Australia
	91,129
	91,129
	+11%

	Malta
	55,578
	61,607
	+11%

	New Zealand
	51,456
	35,579
	-31%

	Total
	1,221,438
	1,252,720
	+3%

	Source: Language Travel Magazine, October 2006.



New Zealand’s ELT market performed poorly in 2005, shrinking by nearly a third. However, this is in the context of dramatic growth in enrolments in this relatively new player and may be cyclical. 

	[bookmark: _Toc166904556]Table 4.63: Cross Country Comparison of Growth in EFL Enrolment Figures - 1998-2005 

	Country
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	2005

	UK
	566,000
	563,000
	549,000
	487,000
	-
	-
	617,038
	586,186

	Canada
	-
	-
	-
	-
	-
	-
	141,762
	178,261

	USA
	44,000
	73,000
	75,000
	78,000
	-
	-
	156,375
	162,055

	Ireland
	139,000
	116,000
	99,000
	99,000
	-
	-
	95,160
	113,940

	Australia
	49,000
	63,000
	66,000
	81,000
	79,418
	78,338
	91,129
	101,087

	Malta
	31,105
	35,506
	41,515
	45,000
	53,975
	53,241
	55,578
	61,607

	New Zealand
	15,000
	18,054
	26,203
	41,725
	71,053
	50,689
	51,456
	35,749

	Total
	
	
	
	
	
	
	1,221,438
	1,252,720

	Source: National Organisations, Language Travel Magazine, October 2006.



The figure overleaf highlights the fact that most important host country market in terms of student weeks is the UK with 46% of the market, followed by the USA (18%), Canada (16%), Australia (11%), Ireland (6%), New Zealand (3%), Malta (1%) and South Africa (1%). Ireland has a smaller share of the market by this measure due to the greater number of shorter EFL courses, primarily summer-camps. 

[bookmark: _Toc166904598]Figure 4.7: Global Market for ELT by Student Weeks


Source: Language Travel Magazine October 2006.


The number of EFL student weeks increased overall by 11% between 2004 and 2005, and student weeks increased for all countries except New Zealand over this period.  Notably, in all countries except Canada and Malta, the increase in student hours was greater than the increase in student numbers, which would suggest that students are taking longer courses (see table overleaf). 


	[bookmark: _Toc166904557]Table 4.64:  Cross Country Comparison of Growth in EFL Student Weeks - 2004 and 2005 

	Country
	2004
	2005
	Percentage Change

	UK
	4,182,112
	4,689,488
	+12%

	USA
	1,798,424
	1,943,045
	+8%

	Canada
	1,465,900
	1,628,742
	+11%

	Australia
	995,918
	1,142,016
	+15%

	Ireland
	294,996
	683,640
	+132%

	New Zealand
	602,035
	364,640
	-39%

	Malta
	81,522
	83,010
	+2%

	Total
	9,583,510
	10,683,180
	+11%

	Source: Language Travel Magazine, October 2006.



Country of Origin
Ireland is reliant on the traditional European market, and is most similar to Malta in this respect. Although headway is being made in the Asian markets, they are not being developed to the same extent as other host countries. Countries such as Australia and New Zealand rely primarily on the potentially big Asian home countries, due in part to their location, while Canada and the US have historical ties. However, the UK has targeted these markets specifically and has diversified its markets, relying less on the traditional European markets.

	[bookmark: _Toc166904558]Table 4.65: Top Five Nationalities of EFL Students by Host Country in  2006


	Australia
	Canada
	Ireland
	Malta
	New Zealand
	UK
	US

	China
	S. Korea
	Italy
	German
	Japan
	Japan
	S. Korea

	S. Korea
	Japan
	Spain
	Italy
	S. Korea
	Switzerland
	Japan

	Japan
	Mexico
	France
	France
	China
	Brazil
	Taiwan

	Switzerland
	Switzerland
	Germany
	
	S. Korea
	S. Korea
	Brazil

	Thailand
	Brazil
	Austria
	Austria
	Taiwan/Switzerland/Germany
	France
	Saudi Arabia/China

	Source: Indecon Research





Student Profiles
The average length of a programme in Ireland – 6.2 weeks – is significantly shorter than that in other countries (see table below). Malta, which is a popular destination for short summer courses, has an average programme length of 10.3 weeks. The US (18.2 weeks), Australia (18.1 weeks) and the UK (16.2 weeks) appear to attract students wishing to study for longer periods. 

	[bookmark: _Toc166904559]Table 4.66: Cross Country Comparison of Average Length of EFL Programme – No. of Weeks -  2006

	Country
	Number

	US
	18.2

	Australia 
	18.1

	UK 
	16.2

	New Zealand 
	14.2

	Malta 
	10.3

	Ireland* 
	6.2

	Canada
	N/a

	Source: Language Travel Magazine Feedback Surveys, 2006
*Figure for Ireland based on research undertaken by DIT (2006), weighted according to the age profile of students. 



The average number of hours of language tuition per week varies between 18.7 and 23.1. Ireland has the least number of average hours language tuition per week, according to the survey results (see table below). 

	[bookmark: _Toc166904560]Table 4.67: Cross Country Comparison of Average Number of Hours of Language Tuition per Week - 2006

	Country
	Number

	Australia
	23

	Canada
	N/a

	Ireland
	18.7

	Malta
	21.8

	New Zealand
	23.1

	UK
	20.3

	US
	20

	Source: Language Travel Magazine Feedback Surveys, 2006




In all countries the average EFL student is young – between 23 and 26. Students tend to be slightly younger in Australia, Ireland and the UK compared to New Zealand, the US and Malta. The student profile of Canada suggests an older student also, interested in business/executive English. 
These results suggest that Irish EFL providers offer shorter, more relaxed courses than their competitors. This reflects the perception of Ireland as a summer school EFL destination. It may also reflect the country of origin of the students. The traditional home markets that Ireland receives the great majority of its students from are relatively close, whereas long-haul students with significant shares in the British, Australian, New Zealand and Canadian market tend to stay for longer. The global shift in product demand for more specialised or intensive English courses, such as English for academic purposes, and executive/business English, suggests that these have potential for growth in Ireland.

	[bookmark: _Toc166904561]Table 4.68: Cross Country Comparison of Growth  of Average Age of EFL Students - 2006

	Country
	Average Age (Years)

	Malta 
	26

	New Zealand 
	24.9

	US
	24.7

	Ireland 
	24

	UK 
	24

	Australia 
	23

	Canada 
	N/a

	Source: Language Travel Magazine Feedback Surveys, 2006



Tuition and other costs
Costs include the immigration compliance costs, see above, but also include the costs of tuition and living expenses in option countries.  The UK would appear to be among the most expensive destinations for EFL students, with courses on average costing €1,212 per 4-week course. Indeed, the UK is 50% more expensive than the second most expensive destination in terms of courses, the US. The least expensive destination would appear to be Malta (€540), followed by Australia (€647), New Zealand (€672) and Canada (€681).

  
	[bookmark: _Toc166904562]Table 4.69: Cross Country Comparison of Average Cost of a One-Month English Language Course- 2004 - €


	Country
	2001
	2004

	Australia
	€456
	€647

	Canada
	€437
	€681

	Ireland
	€636
	€804

	Malta
	€352
	€540

	New Zealand
	€441
	€672

	UK
	€800
	€1,212

	US
	€723
	€802

	Source: Language Travel Magazine Global Comparison, March 2006



Ireland is competitively priced relative to the UK but is still relatively expensive compared with many other destinations, charging €804 for a one-month language course on average. Prices in Ireland have increased by over 26% since 2001.


Policy and Regulatory Environment
Regulation of EFL schools/providers
The published regulations and control systems appear to show that Australia has the most comprehensive system of organised regulation and control under statute and Code, according to the report for the British Council, Regulation of Private English Language Teaching Institutions by the Institute of Advanced Legal Studies in 2004. This is backed up by a computerised system for checking immigration issues against student enrolment, registering both institutions and students. Malta also has an advanced regulatory system with compulsory accreditation. The UK, New Zealand, Ireland and Canada have lower levels of control, while accreditation is voluntary.


	[bookmark: _Toc166904563]Table 4.70: Cross Country Comparison of Extent of Compulsory Licensing of EFL Sector 

	Country
	Compulsory?

	Australia
	Yes

	Canada
	No

	Ireland
	No

	Malta
	Yes

	New Zealand
	No

	UK
	No

	US
	No

	Source: Language Travel Magazine, June 2006



Visa regulations
Immigration policies can potentially limit the size of the international student pool through requirements around entry to the host country, affect the attractiveness of the service (e.g. by limiting what students can do whilst studying in the host country), or both. However, the benefits which the ELT sector brings are risked in all countries by the need to control entry in the face of general criminal activity, terrorism and abuse of welfare state resources. There is an optimal balance between managing these risks on the one hand, and actively facilitating ‘bona fide’ study opportunities on the other, to the benefit of individual students, the export education sector, and the host country. This is recognised by all of Ireland’s competitor countries.  
The sources of comparative advantage in immigration policies are:
· Cost; 
· Complexity; 
· Work rights for international students; 
· The nature of the pathways to permanent residency; 
· The consistency and transparency of the processes; and 
· The nature of the compliance and enforcement rules.


Immigration policy in all countries converges in a number of areas:
· The broad framework within which decisions on individual applications are made;
· The requirements that applicants secure a place a qualifying educational institution and pay the required fees;
· Consideration as part of the approval process of the applicant’s criminal history, health status, an ability to support themselves and any dependents; 
· The imposition of different and more stringent requirements for applicants in particular locations or different nationalities; and
· The fact that some applications may receive more detailed scrutiny and take longer to process than others.

However, policy differs significantly regarding the extent to which immigration policies are strategically aligned with other policies to attract international students. The UK and Australia are good examples of successes in this regard. 
Consideration of students’ future working and residence rights must recognise that the total economic impact of the industry includes significant job creation as well as export earnings. Work rights are very relevant to many EFL students. All of Ireland’s competitor countries are making progress in this area, although the UK and Australia are the most permissive. The monitoring of student attendance and achievement are important in this regard. 
Immigration policies that are used to target a high-skill labor force may also encourage the best and the brightest students to apply for graduate and postgraduate studies with the further prospect of obtaining permanent residency and long-term employment in the host country. Canada, for example, expects that recent immigration policy changes and the easing of employment restrictions for international students will increase enrollments from abroad by as much as 20,000. Other policies include a point-based immigration system that is favorable to highly skilled professionals (as found in the United Kingdom).


Quality assurance and accreditation 
The benefits which the ELT sector brings are at risk if quality, or the perception of quality of the private EFL sector declines.  Monitoring in Ireland by ACELS is comprehensive, covering many different aspects, including accommodation, and occurring comparatively frequently (once every 3 years). Again, Australia’s system is rigorous, with inspections every year, although accreditation does not extend to accommodation. The US appears to be the most relaxed, with few providers accredited, inspections only every 5 to 10 years, and the cost of accreditation comparatively very high.  However, accommodation is included in accreditation.
 
	[bookmark: _Toc166904564]Table 4.71: Cross Country Comparison of Regulation of EFL Sector - Frequency of Inspections

	Country
	Frequency

	Australia
	1 year

	Canada
	3 years

	Ireland
	3 years

	Malta
	3 years

	New Zealand
	1 – 3 years

	UK
	3 - 4 years

	US
	5 – 10 years

	Source: Language Travel Magazine, June 2006.



Accreditation in Ireland, although voluntary, exhibits the lowest costs for schools relative to competitors (see table below), which is positive for smaller institutions. 

	[bookmark: _Toc166904565]Table 4.72: Cross Country Comparison of Typical Costs of Accreditation (US$)

	Country
	Cost US$

	Australia
	$3,450

	Canada
	$1,580

	Ireland
	$506 - $784

	Malta
	$864 - $2,160

	New Zealand
	Varies

	UK
	$1,964 to $2,678

	US
	$5,000 to $6,700

	Source: Language Travel Magazine, June 2006.



The degree of cohesiveneness of the industry is also an important factor in terms of long-term success. The UK, Australia, New Zealand, and Malta all have a relatively cohesive industry and a number of common strategic initiatives such as a recognised national industry body, industry strategies, a national brand and a national industry web-portal. 


[bookmark: _Ref158020698][bookmark: _Ref158023229][bookmark: _Toc166904452]Marketing Strategy and Outcomes in Ireland
[bookmark: _Toc166904453]Introduction
Before examining in detail the competitors’ marketing strategies and outcomes, it is first necessary to present an overview of the EFL marketing strategy and outcomes that have been adopted in Ireland by Fáilte Ireland.  This will help in our benchmarking of the situation in Ireland with those in the competitor countries in Section 5 of the report.
[bookmark: _Toc166904454]Promotional Agencies
Tourism Ireland
Tourism Ireland is responsible for overseas destination marketing programmes to stimulate demand for visiting the island of Ireland. They work in close partnership with Fáilte Ireland in marketing the various niche products Ireland offers the visitor, which includes English language learning.

Fáilte Ireland	Comment by Author: Pat needs to finalise
Fáilte Ireland, the National Tourism Development Authority, was established under the National Tourism Development Authority Act, 2003, and brings together and builds on the functions previously discharged by Bord Fáilte and CERT, the national training body for the tourism and hospitality industries in Ireland. Fáilte Ireland’s role is essentially to ensure that the Irish tourism product is ‘fit for business’.
Fáilte Ireland provides strategic and practical support to develop and sustain Ireland as a high-quality and competitive tourist destination.  In this regard, it works in strategic partnership with tourism interests to support the tourism industry in its efforts to be more competitive and more profitable and to help individual enterprises to enhance their performance.
To this end, and working with the elements of the tourism industry in Ireland, Fáilte Ireland engages in product development and product marketing for a number of specific sectors, of which the English language sector constitutes an important element.  
In terms of both product development & product marketing, FI is involved in monitoring market development, new markets & developing an overall marketing strategy for the English language product overseas. They work in partnership with the EFL industry & the product marketing group to achieve this.

Enterprise Ireland
In the context of EFL, Enterprise Ireland (EI), which is involved with the Irish third-level sector, has the remit of promoting Ireland as a destination for third-level generally overseas, whereas Fáilte Ireland has the remit of developing & promoting the language learning sector. EI’s focus is on assisting companies in the sector to develop their export platforms and markets.  

International Education Board Ireland (IEBI) and Education Ireland
The International Education Board Ireland (IEBI) was established by the State in 1993 on an ad hoc basis. IEBI’s remit is to facilitate and support the development of Ireland as an International education centre, supported by Enterprise Ireland, Embassies and Fáilte Ireland. To date, the main focus of EFL within Education Ireland has concerned third-level education and academic training for international students.
An Inter-Departmental Report published during 2005 recommended the establishment of a statutory body that would act as an umbrella body for all International education in Ireland. (ACELS & IEBI will be incorporated into this new body) We understand that Education Ireland is due to be established in 2008 at the earliest.
The intention is that Education Ireland will integrate English language learning more directly with third-level education in Ireland & lead to a more cohesive approach to promoting all aspects of International education. Fáilte Ireland & Enterprise Ireland will retain their specific briefs under the Education Ireland umbrella. 

MEI-RELSA
MEI-RELSA was established in 1993 as a representative body for approved EFL providers in Ireland and to liaise with the State agents including government departments of Education, Foreign Affairs, Justice, Enterprise, Trade & Employment, Sports and Tourism in regard to enhancing strategies aimed at promoting Ireland as a destination for EFL.  As well as being a representative body, MEI-RELSA acts as a Product Marketing Group for the EFL industry. The MEI-RELSA brand is internationally recognised and through a continuous marketing strategy it supports its members in the marketing and promotion of their programmes. It is also used by students, teachers, agents and member schools to access and distribute information on many aspects of EFL.
One of the issues facing the supply-side of the Irish EFL market is the fragmented nature of the school structure. We understand from our consultation with MEI-RELSA that over the next couple of years it intends to bring more of the non-MEI-RELSA approved schools into MEI-RELSA.  This may be prudent in terms of helping to ensure a more coordinated approach to promotion.

[bookmark: _Toc166904455]Strategy
The general message focuses on Ireland’s strengths as an EFL destination; the friendliness, safety, quality of education, distinctive culture and host family experience. There are also more specific messages for individual markets and segments.
Figure 5.1 shows the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of promoting Ireland as a destination for overseas visitors generally, for education in general and for EFL specifically. A high proportion, around two thirds of EFL providers, believed that this aspect of the strategy is successful, rating the promotion of Ireland as a destination for overseas visitors in general as an important or very important strength of the current strategic focus. Less than 5% thought that it was a weakness of the current strategy. 

[bookmark: _Ref156707395][bookmark: _Toc166904599]Figure 5.1:  Views of EFL Sector on Strengths and Weaknesses of Current Strategic Direction/Focus given to Promotion of Ireland as a Destination for Overseas Visitors, for Education and for EFL/EFT Specifically




Source: Indecon Confidential Survey of EFL Providers in Ireland

The figure above also shows the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students and as a destination for education in general. Again, this aspect of the strategy is believed to be extremely successful. Nearly half of the respondents believe the promotion of Ireland as a destination for education in general to be an important or very important strength of the current strategic direction. 26% did not believe this to be a strength or a weakness of the Agencies’ current strategy and less than a fifth believed it was an important weakness of the current strategy. 

Views of EFL providers of the strategy of promotion of Ireland as a destination for EFL students in terms of the promotion of Ireland as a destination for EFL specifically were divided. Equal proportions of respondents, 39.1%, believed the promotion of Ireland as a destination for EFL specifically to be either a weakness or strength. 
As we discussed in Section 3, the quality of Irish EFL providers is high, but the lack of compulsory accreditation and the occurrence of poor unrecognised providers is a threat to the promotion of Ireland as an EFL destination. Figure 5.2 describes the views of EFL providers of the strategy of promotion of Ireland as a destination for EFL students in terms of the emphasis given to quality accreditation and quality assessment for EFL. Again, opinion was mixed, with 35% believing emphasis on quality accreditation and assessment to be a strength of the current strategy, 30% believing it to be a weakness and 26% believing it to be neither a strength nor a weakness.  

[bookmark: _Ref156710407][bookmark: _Toc166904600]Figure 5.2:  Views of EFL Sector on Strengths and Weaknesses of Current Emphasis given to the Quality Accreditation and Quality Assessment for EFL
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Source: Indecon Confidential Survey of EFL Providers in Ireland

[bookmark: _Toc166904456]Implementation
There is a perception that the promotion of Ireland as a destination for EFL is uncoordinated between too many operators and agencies.  
Fáilte Ireland in its 2008 buisness planning template focuses on improving the cooperative approach in markets with no/minimal Tourism Ireland presence. Specific efforts include buying agent lists from NDM markets, inviting agents from these markets to Ireland, organising Ireland Workshops in c-operation with MEI RELSA & discussions with relevant Irish Embassies in order to establish action plans. Fáilte Ireland & Tourism Ireland aims to maintain the focus on visa and immigration processing to support its efforts in new markets. 
In addition, we understand that a new inter-departmental agency group on Educational issues has been established & will meet two-three times per annum to discuss & resolve issues. 
Figure 5.3 describes the views of EFL providers of the strategy of promotion of Ireland as a destination for EFL students in terms of the overall extent of integration of product development and marketing for EFL. The strategy was not believed by a substantial majority of respondents to be integrated in product development and marketing successfully, with over 60% believing that this was an important or very important weakness of the current strategy. Only 13% believed this was an important strength of the current strategy.


[bookmark: _Ref156709643][bookmark: _Toc166904601]Figure 5.3:  Views of EFL Sector on Extent of Integration of Product Development and Marketing for EFL 




Source: Indecon Confidential Survey of EFL Providers in Ireland

[bookmark: _Toc166904457]Channels
Figure 5.4 describes the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of the identification of appropriate channels to target niche markets, including potential new markets. Many of the respondents believed the appropriate channels through which to target niche or potentially new markets are not being identified, with over half believing that this was an important or very important weakness of the current strategy. Over a fifth however, still believed that this aspect was strength of current strategies adopted by all parties. 


[bookmark: _Ref156709332][bookmark: _Toc166904602]Figure 5.4:  Views of EFL Sector on Strengths and Weaknesses of Current Strategic Direction/Focus Given to the Promotion of Ireland as a Destination for EFL/ELT Students – Identification of Appropriate Channels to Target Niche Markets, including Potential New Markets




Source: Indecon Confidential Survey of EFL Providers in Ireland

In our consultations with various stakeholders we learned that the most effective activities for promoting Ireland as a destination for EFL include:
· Identifying the relevant people who will be able to get to the students and schools in the home countries that will be most likely to come to Ireland to undertake EFL study – agents and those who know much about the demand for English language training in the countries were cited as particularly important in this regard;
· Promoting the image of Ireland more proactively in the home countries, particularly in the developing countries in which there is potential for new student growth.

In terms of specific types of promotions, city workshops and trade fairs were seen as most beneficial to getting the image of Ireland across both as a general tourist destination and as a destination for EFL.  It is during these promotions that Irish EFL providers come into contact with agents (new and existing).
In terms of promotional strategy, all parties involved identified the following to be most important:
1. Internet - design and content are key, and multi-lingual choices 
2. Trade fairs, the most important event of the year being Berlin.  (We understand that Tourism Ireland & MEI-RELSA will visit over 20 events-both consumer & trade in 2007)
3. Online marketing, which specifically means optimising search engines and ensuring that Irish sites are to the fore;
4. Linking in with Tourism Ireland (i.e. strengthening promotion in those countries where there is a TI office;
5. Enterprise Ireland - trade missions are undertaken periodically; 
6. Links with embassies here in Dublin another important area for potentially raising Ireland's presence.

Use of Agents
Agents are central to the operation of the EFL market in Ireland as in the other countries. They essentially act as ‘middlemen’ between students in their home countries and the EFL providers in the host countries.  It is estimated that over 60% of all EFL bookings for EFL learning in Ireland occur through the use of agents.  In this regard, Ireland is in a similar position to other European countries, although we understand that agent bookings in the US are lower and that greater use is made of internet bookings, where students tend to deal directly with EFL providers.  We understand that the US experience derives primarily from the fact that much of the EFL provision in that country occurs through universities and other higher education institutions, in which there may be less need for students to book through agents (because the university providers are relatively well known – often with international brand names).
An agents’ role is particularly important in the development of new markets, where they have a potentially very important role to play in bridging the information gap between providers and students.  Some EFL schools told us that developing markets, including the likes of Saudi Arabia, United Arab Emirates, Far East and Latin America, need prior market development and networking with agents dealing with those countries is important in this regard.
Details on the approximate number of students by age group is presented in Table 5.1.  Overall the survey data suggests that agents typically sell to small groups of students (less than 200), while the average number is 71 (for students aged less than 16 years) and 84 (for students aged 16 years and over).

	[bookmark: _Ref152397612][bookmark: _Toc166904566]Table 5.1: Approximate Number of Students Ireland is Sold to by Agents by Age Group

	Number of students Ireland is sold to
	Percentage of agents selling to students under 16 years
	Percentage of agents selling to students over 16 years

	None
	26%
	2%

	1 to 99
	34%
	29%

	100 to 199
	10%
	17%

	200 to 299
	5%
	8%

	300 to 399
	1%
	9%

	400 to 499
	1%
	3%

	500 to 599
	0%
	7%

	More than 600
	2%
	1%

	Don’t know 
	19%
	26%

	Average number of students Ireland is sold to 
	71
	84

	Source: Lansdowne Market Research Agent Survey 2004



The number of years that agents have offered Ireland as an EFL destination is presented in Table 5.2 for respondents to the Lansdowne survey.  9% of respondents have been selling Ireland for up to 4 years, 23% for between 5 and 9 years, 28% for between 10 and 14 years, 15% for between 15 and 19 years and 25% for 20 years or more.

	[bookmark: _Ref152397810][bookmark: _Toc166904567]Table 5.2: Number of Years Agents Have Offered Ireland as an EFL Destination


	Number of years
	Percentage of agents

	Up to 4 years
	9%

	5 to 9 years
	23%

	10 to 14 years
	28%

	15 to 19 years
	15%

	20 years or more
	25%

	Average number of years Ireland has been sold for
	14 years

	Source: Lansdowne Market Research Agent Survey 2004



Table 5.3 presents agents' country of origin as well as the number of leads per country.  28% of agents are from Italy (with 100 leads), 19% from Germany (68 leads), 18% from France (71 leads) and 15% from Spain (64 leads) in the Lansdowne survey.  Other countries represented include Russia (10% of total, 166 leads), Japan (4%, 28 leads), Poland (3%, 16 leads) Hungary (3%, 18 leads) and the Czech Republic (1%, 33 leads). Many schools have strong links to agents in the short-haul European markets, which they have cultivated through Fam trips organised by Tourism/Fáilte Ireland, MEI & the schools themselves. 

	[bookmark: _Ref152393982][bookmark: _Toc166904568]Table 5.3: Agents' country of origin and number of leads

	Country
	Percentage of total
	Number of leads per country

	Italy
	28%
	100

	Germany
	19%
	68

	France
	18%
	71

	Spain
	15%
	64

	Russia
	10%
	166

	Japan
	4%
	28

	Poland
	3%
	16

	Hungary
	3%
	18

	Czech Republic
	1%
	33

	Source: Lansdowne Market Research Agent Survey 2004



Ireland has been a popular destination for agents to offer for many years now – 14 on average. Nearly 70% had been offering Ireland as an EFL destination to students for over 10 years and a quarter of agents have offered Ireland for more than 20 years.
The factors which motivated agents' decision to offer Ireland as EFL destination are set out in Table 5.4.  These include, by order of importance: Clients asked to go to Ireland	(20% of respondents); Good alternative (16%); Ireland’s reputation for friendliness (14%); Friendly people (12%); Good standard of education (9%); and competitive price destination (9%).  Other factors cited include: culture (7%); awareness of Tourism Ireland (7%); new market (6%); nice overall location (5%); Accessible (4%); cost (3%); and scenery/activities (3%).

	[bookmark: _Ref152397918][bookmark: _Toc166904569]Table 5.4: Factors which motivated agents' decision to offer Ireland as EFL destination

	Factor
	Percentage of agents

	Clients asked to go to Ireland
	20%

	Good alternative
	16%

	Ireland’s reputation for friendliness
	14%

	Friendly people
	12%

	Good standard of education
	9%

	Competitive price destination
	9%

	Culture
	7%

	Heard about Tourism Ireland
	7%

	New market
	6%

	Nice overall location
	5%

	Accessible
	4%

	Cost
	3%

	Scenery / activities
	3%

	Heard it was a safe place for clients
	2%

	Meeting a school representative at an agent / school workshop
	2%

	Source: Lansdowne Market Research Agent Survey 2004



Agents’ ratings of Ireland and other EFL destinations is presented in Table 5.5.  For those agents offering Ireland, 17% suggested Ireland is their most popular destination while 23% regard Ireland as the most convenient.  For those offering the UK, very high proportions suggested it is their most popular destination (60%) and the most convenient (36%). This suggest that EFL in Ireland needs to catch up if it is to reach the same standards of its closest competitor.

	[bookmark: _Ref152398147][bookmark: _Toc166904570]Table 5.5: Agents’ ratings of Ireland and other EFL destinations

	Country
	Percentage of agents offering country
	Percentage of agents who regard country as most popular
	Percentage of agents regarding country as most convenient

	Ireland
	100%
	17%
	23%

	UK
	95%
	60%
	36%

	USA
	82%
	4%
	1%

	Malta
	80%
	10%
	12%

	Canada
	76%
	2%
	1%

	Australia
	69%
	4%
	0%

	New Zealand
	59%
	0%
	0%

	Other
	7%
	3%
	26%

	Source: Lansdowne Market Research Agent Survey 2004



Fáilte Ireland and Tourism Ireland cooperate with regard to ‘fam’ (familiarisation) trips taking place each year. Each ‘fam’ trip is organised in co-operation with Tourism Ireland, for example numerous groups came in 2007 from Spain, Italy, Japan, China, Austria & Germany. Also when fairs, promotions, workshops etc. are held in these markets they are jointly co-ordinated.    
Figure 5.5 describes the views of EFL providers of the strategy of promotion of Ireland as a destination for EFL students in terms of the proactive support for attracting EFL agents to Ireland. The response to this aspect of the strategy was mixed, with almost equal numbers or respondents, around a third each, believing this to be either a weakness or strength and over a fifth of respondents thought this aspect was neither strength nor a weakness.
 In relation to strategy it should be noted that Fáilte Ireland’s product marketing group MEI RELSA are encouraged & financially supported to take part in overseas missions to new and developing markets. 

[bookmark: _Ref156709831][bookmark: _Toc166904603]Figure 5.5:  Views on Strengths and Weaknesses of Current Strategic Direction/Focus given to the Promotion of Ireland as a Destination for EFL/ELT Students – Proactive Support for Attracting language Agents to Ireland
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Source: Indecon Confidential Survey of EFL Providers in Ireland


Website
Fáilte Ireland has pointed out in its marketing plans its concern with the one-size-fits-all approach to the product websites in all markets in terms of standard design, images and motivational text. This has been thought to be ineffective. For example, a different approach is required targeting Japanese businessmen compared to Spanish juniors. Tourism Ireland are currently launching their next generation market  websites with the English language product site designed in such a way to target specific groups in specific markets. This will be launched in January 2008. 
Consumer Fairs
There are currently a limited number of opportunities for consumer promotions and Fáilte Ireland believes that these should continue provided trade are interested, as they provide a cost-effective way of increasing visibility in the market place and of developing agent contacts, particularly in developing markets.

[bookmark: _Toc166904458]
Targeted Markets
Geographical Markets
Targeted geographical markets are classified as follows:
· Primary markets: Italy, Spain, France, Germany & Austria
· Secondary markets: Japan, Korea, Brazil,  Nordics
· Developing markets: Eastern Europe and the Baltic countries
· Other markets, which Ireland is a long way from developing but which are potentially important, are Turkey, Malaysia, Singapore, Taiwan and Thailand.  China and Russia are perceived as very attractive other markets but there are visa issues.  
Following industry consultation, we understand that in 2006 greater emphasis was placed on the primary markets of France, Italy and Spain with some limited tactical activities in the developing market of eastern European and secondary Asian markets including Japan. The target for 2006 was a growth of 8.2% from Europe and 15.1% from Secondary and Developing Markets. 
Traditional Markets
· The plans for traditional markets of France, Germany, Italy and Spain are to review activities and focus only on those which have clearly proven advantageous. The message aims to focus on Ireland’s strengths as an EFL destination, i.e. the friendliness of locals, safety, and quality of education, distinctive culture and host family experience. 
The channels of promotion are aimed to be broad but clearly targeted. Emphasis is on identifying new creative marketing activities which would appeal to the young adult (18-30) market as well as niche markets in specific countries such as Business Executives in France & Families in Spain . 
Secondary Markets
It is recognised by Fáilte Ireland that secondary markets such as Eastern European countries, Turkey, Russia, Japan & Taiwan have potential to develop long staying business, providing a balance to the lower levels of growth in traditional markets and boosting the off-peak markets. 
In terms of the presence of the Irish tourism agencies in Asia, there is an office in Japan with a dedicated language promotions executive. Japan is the biggest exporter of language students in the world. There is currently no Irish EFL presence in Taiwan or South Korea. Furthermore, the EI office Taiwan is no longer allowed to issue visas. 
Fáilte Ireland & Tourism Ireland has been stepping up its activities in relation to the Japanese market.  Japanese people looking to improve their English language skills have traditionally gone to Australia and New Zealand, and to a lesser extent to the UK and the US, where many Japanese have gone on to study at third-level.  However, according to Tourism Ireland, certainly international events have meant that Japanese EFL students may be looking wider than the UK and the US (due mainly to the events of 9/11 and the perceived rising cost of living in the UK). 
Further, Tourism Ireland informed us from its experience, Japanese people like to go to study where there are not so many other Japanese and there are other nationalities.  We were also informed by Tourism Ireland that Japanese tourists tend to be quite price-sensitive. However, Ireland is still relatively unknown as a general tourist destination among the Japanese and, as a destination for EFL is regarded as even less so.
We also understand that work has begun to develop new, including developing country markets in Asia and elsewhere. For example, significant efforts have been invested in developing the Japanese market as a home country for the Irish EFL sector and this has been aided by an easing of visa and work restrictions and the building up of an Irish presence in Japan through ‘fam’ trips.  
However, we believe there is scope to further enhance the coordination of EFL promotional activities across secondary markets, as discussed subsequently.

Developing Markets
Developing markets also have potential to provide a balance to the lower levels of growth in traditional markets and to boost the off-peak markets.
The first problem in recruiting students from these markets is the lack of presence in some emerging countries. There are low levels of awareness, especially compared with the UK and particularly in developing markets, where general knowledge of Ireland itself is limited. Fáilte Ireland along with the language sector must therefore not just establish the reputation for language learning, but also establish Ireland’s reputation as a destination before it can sell its product. 
The second problem is a perceived lack of a cohesive long-term Government policy on visas. One quarter of schools interviewed for the Lansdowne 2004 research felt that an improvement in this area would encourage more EFL students to come to Ireland, and a much higher percentage viewed the issue as a threat to future business.
These problems reinforce each other, as organisations such as MEI-RELSA do not have the confidence to market outside the EEA due to Government policy and Government policy does not perceive a problem while the EFL student population from these countries is so low.[footnoteRef:37]  [37:  	Presentation by MEI-RELSA to the Dail Committee of Foreign Affairs, July 2006. ] 


Demographic markets
In terms of marketing to particular age groups, the focus of Fáilte Ireland and Tourism Ireland continues to be on junior, adult/3rd level and business/executive sectors along with other nice segments, using channels for example business publications, universities and parents and teachers & agents. Further activities include direct marketing in main source markets, web promotions, print collateral, trade fairs & consumer shows in Spain, France & Eastern Europe and Ireland dedicated workshops in certain markets including European markets & Japan. 
Figure 5.6 describes the views of EFL providers of the strategy of promotion of Ireland as a destination for EFL students in terms of the emphasis given to cultural experience and social programmes and family hosting in marketing Ireland as a destination for junior EFL students. Regarding cultural experience and social programmes, the highest proportion of respondents, 38%, believed that this neither a strength nor a weakness of the current strategy. The proportion of respondents who believed that this aspect of the current strategy was a weakness were slightly greater compared to those that believed it to be a strength.     

[bookmark: _Ref156710652][bookmark: _Toc166904604]Figure 5.6:  Views of EFL Sector on Emphasis given  to Cultural Experience and Social Programmes and Family Hosting in Marketing Ireland as a Destination for Junior EFL students
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Source: Indecon Confidential Survey of EFL Providers in Ireland

Figure 5.6 also describes the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of the emphasis given to family hosting in marketing Ireland as a destination for junior EFL students. A high proportion of respondents, nearly 50%, believed that this was either an important or very important weakness while over 30% believed it to be neither strength nor a weakness of the current strategy. However, only 9% believed it was strength of the current strategy. 

Figure 5.7 describes the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of the extent of marketing focus given to general English courses. The highest proportion of respondents believed that the marketing focus on General English courses was neither a strength nor a weakness of the current strategies adopted. However, almost 40% believed that it was a weakness of the current strategy while only 22% believed it was a strength. 

[bookmark: _Ref156711099][bookmark: _Toc166904605]Figure 5.7:  Views on Strengths and Weaknesses of Current Strategic Direction/Focus given to Promotion of Ireland as a Destination for EFL/ELT Students – Extent of Marketing Focus given to General English Courses
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Source: Indecon Confidential Survey of EFL Providers in Ireland

Figure 5.8 describes the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of the extent of marketing focus given to English for Specific Purposes (ESP) courses, including teacher training and business/executive English courses. A high proportion of respondents, nearly 50%, believed that this was either an important or very important weakness while 30% believed it was neither a strength nor a weakness. However, less than 5% believed it was a strength of the current strategy.

[bookmark: _Ref156711257][bookmark: _Toc166904606]Figure 5.8:  Views on Strengths and Weaknesses of Current Strategic Direction/Focus given to Promotion of Ireland as a Destination for EFL/ELT Students – Extent of Marketing Focus given to English for Specific Purposes (ESP) Courses, incl. Teacher Training and Business/Executive English courses
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Figure 5.9 describes the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of the extent of marketing focus given to 3rd Level (IELTS, TOEFL etc.) courses. Respondents showed a lack of knowledge about this aspect of the strategy. The highest proportion, over 30%, were unsure whether this was a strength or a weakness of the strategy. Out of the remaining respondents, a slightly greater proportion believed that the extent of the marketing focus on 3rd level courses was a weakness compared to those who believed it was a strength. Just under a fifth of respondents thought that this aspect was neither a strength nor a weakness.


[bookmark: _Ref156711441][bookmark: _Toc166904607]Figure 5.9:  Views on Strengths and Weaknesses of Current Strategic Direction/Focus given to Promotion of Ireland as a Destination for EFL/ELT Students – Extent of Marketing Focus to 3rd Level (IELTS, TOEFL etc.) Courses
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Source: Indecon Confidential Survey of EFL Providers in Ireland.

[bookmark: _Toc166904459]Market Intelligence
Fáilte Ireland conducts a detailed survey of approximately 10,000 overseas visitors to Ireland based on exit interviews at airports and seaports each year.  The variables include purpose of trip (including English language trips), length of stay and pending. 
The organisation also carries out a detailed survey each year with language providers to provide stats on where current students are coming from, age groups, courses, length of stay etc. This feeds in to planning & assists with lobbying for extra funding particularly for NDM.    

Questionnaires are sent to agents that take part in fam trips each year. In general feedback on the destination is positive; however there are large differences between schools & services they offer in addition Language courses. (Such as tours offered, library facilities, broadband access, comfortable surroundings for study etc)   
Central to cultivating agent networks, highlighted above as a vital promotional channel, is the gathering of market information and data about latent demand (e.g. schools, teachers, regions).  This sort of information gathering may be especially important in the developing markets (like China and the Middle East) where agent networks are less strong and developed compared with the traditional home countries associated with EFL in Ireland (Italy, Spain and France).
Figure 5.10 describes the views of EFL providers on the strategy of promotion of Ireland as a destination for EFL students in terms of the collation of market intelligence for EFL schools on characteristics of target student markets, including niche markets. A high proportion of respondents, nearly 50%, believed that this was either an important or very important weakness while less than a fifth believed it was an important or very important strength of the current strategy. A high proportion, over a fifth, did not know whether this was a strength or weakness of the current strategic direction.

[bookmark: _Ref156709161][bookmark: _Toc166904608]Figure 5.10:  Views of EFL Sector on Strengths and Weaknesses of Collation of Market Intelligence for EFL/ELT Schools on Characteristics of Target Student Markets, Including Niche Markets
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Previous Fáilte Ireland marketing plans have also highlighted a lack of satisfaction with current research, the lack of published data and the lack of qualitative feedback on the student experience and that this reflects the lack of cooperation within the industry in providing statistical data. This causes problems when attempting to set detailed targets, to effectively monitor and evaluate activities and on the whole, to take a strategic approach to market promotion. The industry fails to get the recognition it deserves in terms of its contribution to the Irish economy and it has not been viewed by Government as a viable independent sector according to research.[footnoteRef:38] Therefore high level Government support is more difficult to obtain than in countries such as the UK and Australia.  [38:  	Lansdowne Research 2004. ] 

[bookmark: _Toc166904460]Funding
The funding allocations for EFL product marketing in each country is detailed in the table below. 

	2007 Funding for EFL Product Marketing by Geographical Market


	Market/Country
	Funding

	France
	€75,000

	Italy & Spain
	€140,000

	Germany & Austria
	€60,000

	Eastern Europe
	€25,000

	Asia (Japan & China)
	€80,000

	Total
	€380,000

	Source: Business Planning Template, Fáilte Ireland.



Funding for Ireland-based activities supporting the general marketing of EFL, including the production of marketing materials, and trade support in 2007 was €130,000. Allocation of €380,000 funds for specific geographic markets is detailed below.  MEI-RELSA is due to receive over €82,000 in trade support from Fáilte Ireland in 2007.   
Section 5	Marketing Strategy and Outcomes in Ireland



[bookmark: _Ref150165700][bookmark: _Toc156185065][bookmark: _Toc166904461]Competitors’ EFL Marketing Strategies and Outcomes
[bookmark: _Toc156185066][bookmark: _Toc159387073][bookmark: _Toc166904462]Introduction
In order to benchmark Ireland’s English language learning marketing strategy we examined several aspects of the marketing strategies of Ireland’s competitors, including:
· The agencies involved in marketing & promotion  
· The promotional strategy/strategies;
· The implementation of strategy/strategies, including the level of cooperation between agencies;
· Promotional Channels (agents, the internet, trade fairs, etc);
· Targeted markets (product, geographic or demographic);
· Level of market intelligence
· Funding supporting promotional activities.

[bookmark: _Toc156185068][bookmark: _Toc159387074][bookmark: _Toc166904463]EFL Marketing Strategy in the UK
Promotional Agencies
The British Council and Education UK
Promotion of the UK as an education (all aspects) destination has been the work of the British Council and Education UK, (a government-backed campaign) since January 2002. The brand of Education UK is owned by the DfES on behalf of the UK government and is managed by the British Council and adopted as an intrinsic part of their global activity. Its values have complemented the education work of the British Council. 
The British Education Travel Association (BETA)
In April 2003, the British Education Travel Association (BETA) was established to promote specifically the English language sector.  Its slogan is “education through travel” and its stated purpose is “to coordinate and promote the commercial, cultural and social activities of Britain’s educational travel sector”. [footnoteRef:39] [39:  VisitBritain, Strategy & Communications Division, Inbound Study Visits, (May 2005).] 


Marketing Strategies
Between 1998 and 2003 there was a serious decline in the numbers of EFL students in the UK.  Various reasons for this decline are set forth in Table 4.11. During the time costs have escalated and perceptions have declined with regards to the UK as a place to study English, and global competition in the EFL sector has increased a great deal, exacerbating the problem of marketing EFL courses in the UK. 
In addition to these factors, the UK had also fallen behind its competitors in terms of marketing strategies.  Specifically, the UK failed to promote itself as an education destination through a co-ordinated marketing strategy.[footnoteRef:40]  Only recently have there been more concerted marketing efforts put into place.  [40:  	VisitBritain, Strategy & Communications Division, Inbound Study Visits, (May 2005).] 

The Prime Minister’s Initiative (PMI) for International Education
The overall approach to International Education was re-launched in April 2006, with the Second Prime Minister's Initiative (PMI) for International Education.  The 2006 PMI is a five year strategy which is intended to continue efforts under the first PMI (1999-2005) for the promotion of International Education in the UK. The thrust of this initiative is to enhance the UK’s competitive position by surpassing similar recent investments made by Australia, New Zealand, and the Netherlands, and to position the UK as “a leader in international education” (British Council USA, 2006). Specific aims were to increase the number of international students and develop, through education and training, sustainable relationships with other countries around the globe.
Marketing was not seen as isolated from other strategy areas. Four elements are integrated into the PMI overall strategy for 2006-2011:
1. Marketing and Communications – The results of the 1999 PMI indicate that Language students first choose their destination and then choose their Language school.  Therefore, the UK aims to market itself as a destination in order to attract language visitors in the first instance. 
2. Quality of the Student Experience - increased global competition in the International Education market has raised student expectations with regards to quality of not only education, but also the total experience they seek in terms of travel/stay in their chosen destination.
3. Overseas Partnerships and Alliances - The global growth of the International Education market necessitates formation of alliances with overseas educational institutions, student recruiters, agents, etc.
4. Market Knowledge - Additional research is necessary to gain better understanding of the foreign markets where the UK operates.
These areas are perceived as very much linked and mutually supportive in terms of outcome, activity and outputs. They are similar in approach to Failte Irelands English language strategy. 

Implementation
The UK promotes and markets English language learning as a subset of the international education market. The broad strategy requires a high degree of integration, partnership and communication between the different members of the UK education industry including the British Council, government and institutions. Recognising the need to integrate activities and resources, the partners involved in delivering the current PMI are:
· The Department for Education and Skills (DfES);
· British Council;
· The Scottish Executive;
· The Welsh Assembly;
· The Department for Employment and Learning Northern Ireland;
· UK visas;
· The Higher Education Funding Council for England (HEFCE);
· Universities UK;
· The Standing Conference of Principals (SCoP); 
· The Learning and Skills Council;
· The Association of Colleges (AoC); 
· English UK;
· The Home Office;
· UK Trade and Investment (UKTI); and
· UKCOSA: The Council for International Education.

The campaign’s whole-of-government approach includes:
· Streamlining visa arrangements for students from countries which have significant potential as education markets, but a traditionally high visa refusal rate;
· Reducing the need for international students to reapply to remain in the UK whilst studying;
· Making it easier for students to combine study with work during term time and in vacations;
· Providing better information to potential students, electronically and through personal advice; and 
· Developing a cohesive brand to market British education as first option for quality and choice. 

Developing a generic brand name for British education abroad – has been a notable feature of the new strategy. The British Council has a dominant role in the promotion of the UK education and training brand, Education UK, with the marketing slogan ‘The best you can be’. The ‘Real UK’ campaign was launched mid-2002 to raise the profile of Education UK in source countries though direct marketing. This focuses on ‘welcoming’, accessibility’ and ‘new world class’ values to encourage a reappraisal of the UK as a place to study. 
Channels
The UK is also reliant on agents to disseminate information regarding the UK as a destination for EFL, with 50% of students using agents for this purpose, and to actually recruit students, with 48% of students recruited through an agent, as shown in the table below. However, agents have been used to a lesser extent than Australia or New Zealand. This has traditionally been an ambivalent area, since the British Council also provides an advisory service to students, and some agents regard the Council as a competitor.
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	Percentage of respondents

	Recommended by an agent
	50%

	Recommended by a friend/relative
	29%

	Internet
	16%

	Advertised
	3%

	No reply
	2%

	Source: Language Travel Magazine Feedback Survey for the UK 2006



Word of mouth is a very important channel to promote the UK’s EFL sector (29% of students finding out about the UK in this way) and this relies on quality provision. The internet is important both for students learning about EFL in the UK (16%) and also to recruit students (16%). 
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	Method
	Percentage

	Agents
	48%

	Other means
	25%

	Internet
	16%

	Local bookings
	11%

	Source: Language Travel Magazine Global Comparison, March 2006



Agents
The British Council is attempting to improve relationships with overseas education agents. Efforts are begin made to develop the role of agents as marketing partners with the British Council and to encourage UK institutions to use them more effectively. The Agent Strategy aims to:
· position the British Council in a supporting role for quality agents;
· Build agent capacity to work on behalf of UK education;
· Develop the role of your customer as marketing partners; and
· Increase the number, effectiveness and quality of agents working on behalf of UK providers.
In the network of country offices the main priority is to develop student information. This is achieved through running agent certificated training programmes. In newer markets, where agent activity is at an early stage, the focus is on increasing the numbers of agents working on behalf of UK providers.
In terms of direct contact with potential students, the Education Counselling Service (ECS) works within the British Council’s overseas network and with British education and training providers to increase the UK share of the international education and training market. Through a comprehensive range of promotional activity and support services, ECS assists member institutions to recruit suitably qualified international students and assists students to find and enrol on suitable courses at British institutions.
Visit Britain, the British Tourist Authority is also playing a more pro-active role in promoting education travel. An education working group with representatives from various suppliers, agencies, associations, the British Council and other interested groups, has been established. The aim is to be a convenient one-stop shop for education travel organisers, encouraging them to select the UK for their student. 
Another promising development is the establishment in 2003 of the British Education Travel Association (BETA) to promote the sector. The new body, whose slogan is “education through travel” has been founded by ten UK educational travel producers and suppliers “to coordinate and promote the commercial, cultural and social activities of Britain’s educational travel sector”,.

Targeted Markets
The PMI has brought about new promotion and marketing schemes for the education sector, including language learning & the main focus is on non-EU countries.  
The British Council has identified its main non-EU target education markets for promotion as China, Brazil, Japan, Malaysia, Russia and Singapore. China has been a particular focus of British Council activities as well as promotions by individual UK schools, universities, EFL schools and education agents. 
Individual providers can use the British Council and Education UK’s resources through accreditation with Education UK. This gives individual EFL providers promotion opportunities such as:
· Inclusion on the Education UK website;
· A listing on the British Council website with links to the provider’s website;
· Promotion through the extensive network of British Council offices in over 100 countries – participation in educational exhibitions overseas, market information, access to student placement services from some British Council offices, brochures displayed in overseas offices and support during overseas visits; and
· Inclusion in the English in the UK guide produced by English UK.

Funding
The Education UK Partnership is funded by contributions from its members. The British Council contributes through its grant from the Foreign and Commonwealth Office, and UK education providers contribute through a combination of subscriptions and payment for products and services. 
Funding and infrastructure to support this strategy is substantial. In 2006-2007, approximately €10.6million has been provided in support of the objectives listed above. This include all aspects of International Education inc English language learning. 
Outcomes
Many aspects of the PMI are believed to have been successful. For example:
· In January 2004, the British Council attributed their record increases in international student numbers to the enhanced accessibility to the UK as a result of changes to immigration, a successful global marketing and branding campaign, increased efforts by the higher education sector and growth in key markets, including the Language sector;
· Results of the 1999 PMI indicate that there is marketing value to be gained from integrating the activities and resources of the Government, education institutions from all sectors, and the agency responsible for promoting the country’s international education sector (the British Council);[footnoteRef:41]  [41:  	http://www.britishcouncil.org/eumd-pmi-history.htm] 

· The generic branding campaign, Education UK, was found to be successful in changing students’ previously negative perceptions of the UK as a study destination.[footnoteRef:42] [42:  	EducationUK The Prime Minister’s Initiative Executive Summary: The views of international students and UK educational institutions, research study conducted for British Council by MORI, 2006.] 


[bookmark: _Toc156185072][bookmark: _Toc159387075][bookmark: _Toc166904464]EFL Marketing Strategy and Outcomes in Australia
Promotional Agencies
Australian Education International (AEI)
Australian Education International (AEI) focuses on the market for all aspects of International education in Australia. It is responsible for:
· International network (DEST-IN);
· Consumer protection for students;
· Qualifications recognition;
· Marketing and promotion; and 
· Market intelligence.
AEI provides its services through the International Education Group based at the Australian Department of Education, Science and Training’s (DEST) national office and through the DEST International network. AEI has 24 offices, many based at Australian Embassies, consulates and High commissions overseas extending to 17 economies across the world. 

English Australia
English Australia (EA), a university-owned non-profit organization, is the representative body for quality public and private English language colleges in Australia. EA operates 68 offices in 38 countries. Its Mission is:
“to strengthen and promote the interests of member colleges and the ELICOS industry generally in Australia, through maintaining its status as the peak body representing the sector in Australia, and in differentiating its members as providing the highest professional and ethical standards, and high quality education programs.”
 Due to the fact that such a high percentage of English  Language enrolments in Australia belong to EA-affiliated schools, the marketing activities of EA are important.

Marketing Strategy
Australia Education International Strategy
The AEI Strategic Directions 2005-2008 report indicates that the government is aiming to promote international education inc language learning as a leading services sector, recognising its overall benefit to Australia in terms of not only economics, but also social, cultural, and intellectual benefits. 
Priorities set forth in the 2005-2008 plan are:
1. Partnering within the Industry – involving marketing through international seminars, events, conferences, cooperating on education with other governments and setting up advisory groups, consultations and meetings in collaboration with key industry stakeholders.
2. 
Supporting Quality & Diversification in the Industry - attracting quality students, promoting quality assurance programmes, and enforcing laws regarding consumer protection and provider accreditation.
3. Raising International Perceptions of Australian education. 
4. Increasing timely and reliable information flow between providers and prospective students.
5. Promoting International Student & Labour Market Mobility.
6. Building Intergovernmental Relationships.
7. Adopting Whole-of-Government Approach to Market Development - National, State, and Territory agencies work together for consistency and with the Department of Immigration on student visa issues and mobility issues.
8. Increase Organisational Capabilities by extending and consolidating international alliances, researching and analysing data, and providing operational and planning support for the implementation of strategic priorities.

English Australia Marketing Strategy
Specific promotional activities of EA include: 
· Publication and distribution of a directory of English Australia Colleges, which includes information regarding Australia and the English Language Courses for Overseas Students (ELICOS) industry, member college profiles and contact details for member colleges; 
· EA Web Site, incorporating the EA Directory of Member colleges, links to member colleges' home pages; 
· Publication and distribution of EA Information Fliers for agents and agent associations, promoting the importance of the EA logo and encouraging agents to work with EA member colleges; 
· Publication and distribution of EA Information Fliers for students, translated into 9 languages explaining why students should choose an EA college and provided to member colleges to insert in their own brochures;
· Publication and distribution of a Study Tourism brochure;
· English Australia Agents Workshop, bringing agents to Australia to meet with Australian institutions, develop new business relationships and learn more about Australia as a study destination; and
· Exhibition Stands, which enabled EA member colleges to participate in brochure distributions from EA stands at various exhibitions and trade fairs throughout the world. 

Implementation
Australia has chosen to approach the language travel market in a way similar to that of the UK, i.e. a whole-of-government approach where marketing is not isolated from other strategy areas and where the Language learning market is generally treated as a subset of the broader market for international education. Government bodies at all levels, education providers, and stakeholders are intended to engage in detailed collaboration in order to fully implement the plan. This is illustrated by the integrated visa regulation and accreditation system (PRISMS). Language learning is also integrated into other education sectors in Australia - ELICOS courses are used by nearly 60% of students as a pathway into other education sectors, predominantly the higher education sector.
The industry is promoted by a generic brand name ‘Study in Australia.’The brand is the result of a comprehensive research project undertaken by AEI and guided by a body of industry representatives. The project addressed perceptions of Australian education and training and identified a brand position that is attractive to students and differentiates Australian education and training from its major competitors. It has recognition and backing from stakeholders, has increased overseas marketing presence, building relationships with overseas education institutions and created opportunities for international exchange and collaboration.

Channels
The percentage of students choosing Australia who are recruited by agents is high (65%). Internet recruitment, in contrast, is relatively low among students, with just 11% of students being recruited using this method.
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	Method
	Percentage

	Agents
	65%

	Other means
	17%

	Internet
	11%

	Local bookings
	7%

	Source: Language Travel Magazine Global Comparison 2006



AEI’s marketing activities are primarily channelled through agents and their website. Extensive market intelligence, discussed below, is provided to industry participants for use in their own marketing efforts.
Agents
Existing agents are targeted by AEI using:
· Agent mailouts;
· Organisation of Agents Workshop in Australia;
· Attendance at selected Agents Workshops outside Australia; and
· Liaison with agent associations.

During 2005-06 AEI provided support for a number of delegations to promote Language learning, among them a “fam” tour to Australia by a group of student recruitment agents from Brazil. Brazil is currently among the fastest growing markets for ELICOS schools (see Section 5). 
The EA also recommends and coordinates various self-funded promotional initiatives directed at agents involving its membership. These have included:
· An Asia Study Tourism Strategy; and
· English Australia Agents Workshops.

Website
The “Study in Australia” website is the official Australian Government website for advice to prospective international students on studying in Australia. The site is available in English, Japanese, Korean, Thai, Indonesian, Vietnamese, Spanish, Portuguese, Arabic and both traditional and simplified Chinese.  A Russian version of the site is currently being developed.  Eligible Australian education providers can display information on their courses through website free of charge. 

Market Intelligence
AEI gathers and analyzes statistics on international students. Gaining market intelligence and research on source countries is a priority of AEI. Efforts include the 2005 launch of Country Education Profiles (CEP)  and strategic research projects and initiatives to obtain comprehensive, up-to date market intelligence for Australia’s education export industry including: 
· Market analyses of China, Thailand, Western Europe and Latin America examining the changes to market demand, including the provision of in-country programmes by foreign providers, emerging labour market needs, changing community attitudes to international education, and the current and potential level of competition;
· Market Alerts;
· Market data snapshots
· International student survey;
· Customised market indicators on a range of economic, social and demographic indicators (including GDP, labour, income, education and literacy and population indicators)  for 29 countries accessible to industry;
· A forward research programme in consultation with key industry stakeholders to guide AEI research activity for 2005-08; and 


Marketing Outcomes
The Australian Language market has benefited in several ways that can be attributed to AEI’s and EA’s marketing strategies:
· The boom in student numbers in recent years. EA believes that this is the result of the combined efforts of providers, government and industry associations such as EA. Improvements in the marketing and quality of higher education therefore have a strong positive impact on EFL demand. 
· Success in new student markets, shown in Section 5.[footnoteRef:43] [43:  	Australia Flourishing Language Travel Magazine, March 2007.] 


It has taken Australia years of careful market cultivation to produce the impressive results that it has achieved. Because of Australia’s mature recruitment infrastructure and government commitment it remains well placed to maintain good growth. The lowering of visa restrictions in the US and the growing popularity of the UK is expected to have some impact on this growth however.[footnoteRef:44]  [44:  	Australia Flourishing Language Travel Magazine, March 2007.] 
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Promotional Agencies
Education New Zealand (ENZ), was created in 1998 for all aspects of International Education. In addition to the formalised partnerships with Ministry of Education and New Zealand Trade and Enterprise, ENZ also has a range of other strategic relationships with key agencies including the Ministry of Foreign Affairs and Trade, Tourism New Zealand and the Department of Labour. Internationally, ENZ has a range of partnership agreements and arrangements in place with organisations throughout the Asia-Pacific, the Americas and Europe. The Association of Private Providers of English Language (APPEL) has recently been included in an overall strategy plan by Education New Zealand (ENZ).  
Trade New Zealand is also investing in and supporting the sector, with a key role in planning and bringing organisations together. The New Zealand International Marketing Network was launched in 2001, introducing a global brand and a comprehensive website. 

Marketing Strategies
Key elements of the ENZ strategy include: 
· Industry strategy provides an Industry Voice to complement the government’s strategy;
· Action plan for engaging the NZ government about its policy settings;
· Framework for various Levy Committees, including expenditure of Industry-good funds; and
· Action plan for engaging offshore governments about their trade policy settings.
The strategy informs government policy by identifying key target markets, defining the most cost-effective promotional activities, allocating funding, personnel, materials and then analysing activities at year end.

Implementation
In 2003, the ENZ formed a reference group to develop a Pan Industry Strategy for the education export industry.  The reference group contained representatives of significant industry clusters from throughout the Industry. Each member came with a mandate to speak on behalf of their organisation and/or cluster of institutions. Member organisations/clusters of the reference group were:
· Association of Colleges of Education in New Zealand (ACENZ);
· Association of Private Providers of English Language (APPEL);
· Education New Zealand Trust;
· Independent Schools of New Zealand (ISNZ);
· Independent Tertiary Institutions;
· Institutes of Technology and Polytechnics of New Zealand (ITPNZ);
· New Zealand Association of Private Education Providers (NZAPEP);
While ENZ strategies and activities involve a broader education export market than just language learning, it is important to consider that APPEL, as part of the overall ENZ strategy, is in a favourable position with regards to planning and funding support. 
The strategy provides a united industry voice to maintain volume and increase growth in international education, increase market diversification, manage the public image of international education and achieve world class quality standards.
In addition to the Pan Industry Strategy, ENZ also works in partnership with New Zealand Trade and Enterprise, jointly managing the international marketing of New Zealand education through the National Export Education Marketing Programme. 
New Zealand has also developed a generic brand, The New World Class – Educated in New Zealand, which is nationally consistent and illustrates the benefits of a New Zealand education. All institutions have access to the same logo, with the idea of presenting a uniform image of New Zealand as a place to learn. 

Channels
Agents are important to disseminating information about EFL courses and in recruiting EFL students, with 52% of students finding out about programmes through an agent and 68% of students recruited by an agent, according to survey evidence. Word-of-mouth is also very important, with almost a quarter of students learning of New Zealand EFL courses this way. The internet is also a valuable resource to New Zealand’s EFL students, with 17% learning of their course through the internet and a tenth of students recruited through the internet. 
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	Percentage of respondents

	Recommended by an agent
	52%

	Recommended by a friend/relative
	24%

	Internet
	17%

	Advertised
	6%

	No reply
	1%

	Source: Language Travel Magazine Feedback Survey for New Zealand 2006




Agents are a key element of New Zealand’s promotional activities for EFL, accounting as they do for 80% of students recruited. In all markets, relationships with agents are targeted. This is reflected in the importance that ENZ attaches to cultivating agent networking including personal visits to markets and agent offices (second behind trade missions) and “fam” trips with agents (third), and also the proportion of the budget spent on this activity, shown below in Table 6.7 (45% and 15% respectively in 2006).
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	Method
	Percentage

	Agents
	68%

	Other means
	18%

	Internet
	10.5%

	Local bookings
	3.5%

	Source: Language Travel Magazine Global Comparison



Trade missions were perceived to be the most important promotional tool, as found by the Indecon survey of ENZ.
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	Ranked Importance
	Promotional Channel

	1
	Trade Missions (perhaps in association with other bodies and New Zealand Embassies)

	2
	Personal visits to markets/agent offices and requested mail outs of promotional materials

	3
	“Fam” Trips with Agents

	4
	Trade Fairs 

	5
	Conferences

	6
	Magazine Advertising

	7
	Website Advertising (only through their own website)

	Source: Indecon Survey to Competitor Countries’ Marketing Organisations



Trade fairs and then conferences are perceived as the next most important promotional channel, but neither of these is funded. Magazine advertising is ranked next and funding for this has decreased from 10% to 5% of ENZ support expenditure between 2001 and 2006. Work is ongoing on a website to provide a one stop shop for agents and students and as such is rated as the least important promotional tool by ENZ and receives only 5% of support expenditure. 
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	Promotional Channel
	2001
	2006

	Trade Fairs
	0%
	0%

	Fam Trips with Agents
	10%
	15%

	Trade Missions
	30%
	30%

	EFL Conferences
	0%
	0%

	Magazine Advertising
	10%
	5%

	Website Advertising
	5%
	5%

	Personal visits to markets/agent offices and requested mail outs of promotional materials
	45%
	45%

	All Channels
	100%
	100%

	Source: Indecon Survey of Competitor Countries’ Marketing Organisations



Market Intelligence
In order to provide a better information base of the industry, the Ministry of Education in New Zealand commissioned BRC Marketing & Social Research to conduct a census of providers of ESOL (English as a Second Language) programmes for international students in 2002. These providers included primary and secondary schools, community education facilities, universities, polytechnics, English language schools, (other) private training establishments (PTEs) and colleges of education. This information was, in turn, used to inform the development of policy and practices relating to fee-paying international students studying in New Zealand.
However, ENZ believes there is potential for greater market research to reverse falling numbers of EFL students, as seen overleaf.

Targeted Markets
· The main geographical markets targeted by the strategy are South East Asia, Eastern Europe and South America. 
· The main product areas within EFL on targeted are General English, English for Work, English for Further Studies –tertiary and high school - English + Activities  and summer school programmes. 
· All age groups are targeted, depending on the market and campaign. 
Materials are produced to match the individualised promotional activities. 

Funding
The ENZ strategy is funded by an industry levy of 0.45% of international student revenue that is applied to all institutions. New Zealand’s government is also investing €37.7million in international education over the period 2004-2009 – a substantial amount for a country with approximately four million people and only eight universities. In 2006, €6.8million was dedicated to the promotion of EFL.[footnoteRef:45]  [45:  	Using exchange rate as of 29/01/07, NZ€1 = €0.537958.] 

Some EFL providers have claimed that the government funding is unfairly distributed across different education sectors with most money used for postgraduate scholarships, with any other education programmes required channelled totally through university language schools.[footnoteRef:46] [46:  	New Zealand in the Doldrums Language Travel Magazine July 2006 Edition.] 


Marketing Outcomes
There has been rapid but fluctuating growth in EFL student numbers in New Zealand since 1998.  The EFL industry has shrunk in the past 3-5 years in New Zealand, and declined significantly in 2005. Further figures reveal a loss in income in 2005 of close to a third across the EFL sector.[footnoteRef:47]  [47:  	New Zealand Numbers Plummet Language Travel Magazine March 2006 Edition.] 

Robert Stevens, the Chief Executive of ENZ said that there are a number of reasons for the decline including changing requirements from students, the bottoming out of the Chinese market, the high rate of the NZ dollar and rapidly increasingly global competition. ENZ is pushing for better market research as key to supporting institutional efforts to retain and rebuild market share alongside institutions’ own investment and efforts.[footnoteRef:48] [48:  	New Zealand Numbers Plummet Language Travel Magazine March 2006 Edition.] 

However, ENZ is perceived by some EFL providers to be focused primarily on tertiary providers of international education.[footnoteRef:49]  [49:  	New Zealand Minister gives industry new agenda Language Travel Magazine News November 2006 Edition.] 
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EFL Marketing Strategy and Outcomes in Canada
Promotional Agencies
There is no federal agency responsible for promoting Canada as a language learning destination. Canada’s main education marketing agency is the Canadian Education Centre Network (CECN), a non-profit organisation established in 1995. CECN operates 17 offices around the world, including Seoul, Taipei, Hong Kong, Bangkok, Jakarta, Kuala Lumpur and Singapore. 
The Canadian Language Council (CLC) provides information on post-secondary institutions offering intensive language training in English and French. Its members are public institutions recognised by the Ministries of Education in each province and they must conform to certain standards set by CLC.
In November 2004, the Canadian Education Trade Alliance (CETA) was founded. The CETA mission is to support the development of a national education export consortium to promote Canadian competitiveness abroad and contribute to economic advancement and job creation among education and training suppliers. CETA’s goal is to improve the competitiveness of the Canadian education export sector in areas such as student recruitment, teaching and learning expertise and curriculum development. 

Marketing Strategies
The Canadian government contributes very little to the promotion of the English language sector & education in general, despite the efforts of over-stretched embassy and consular officials. The federal government did support the establishment of the CECN in 1995, and provided funding on an annually declining basis. That funding ceased in early 2005. CECN now relies entirely on fees from participating schools, colleges and universities to fund its operations. The CECN aims to deliver comprehensive information about studying in Canada. CECN represents 300 providers across all sectors and conducts education fairs, represents Canada at international fairs, and maintains a Study in Canada  website. 
CECN Offices provide a range of services including:
· Counselling and information sessions for students;
· Application processing and assistance with visa applications;
· Display of institutional brochures;
· Generic promotion of Canadian education through outreach activities; 
· Annual market intelligence reports and regular bulletins through a secure website;
· Access to network agent lists and other educational contacts; and 
· Fee for service support to institutional visitors. 

However, the CECN Network has only 17 offices around the world to promote Canadian education. This is very small compared with, for instance, the British Council. It has also launched a new website, although it continues to complain of inadequate funds to counter aggressive marketing from other education destinations. 
Although Canada still lacks a coherent national education export initiative, provincial governments have been increasingly active in marketing their educational opportunities overseas. There is also clear evidence of more focused marketing from its universities and Language schools, which must promote both the country and their institutions, and they are typically left to do so with only modest assistance from the under-funded CECN. They are making efforts to work more closely with agents in target countries, are paying more commissions and are upgrading their websites and other marketing tools. 

Implementation
The lack of a centralised marketing agency means that there are many schools acting independently and therefore implementation of strategies is uncoordinated. There have been some moves to develop a coordinated international student recruitment strategy, such as a change to work rights for full-time international students and attention to quality standards. 
There is however a generic brand to market the international education sector. The CECN uses the marketing slogan ‘Canada – where the world comes to study’ and the company slogan is ‘Bringing Canadian education to the world’. 

Channels
Agents play an important role in the Canadian EFL market. Their recommendations account for the decision of 60% of students to pick Canada as an EFL destination, see table below. This is a significant majority, as the next most common means through which students found their EFL programme was recommended by a friend/relative (19%).  The internet and advertising do not appear to be used greatly by students, accounting for only 11% and 5% of students’ choice of Canada respectively.
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	Percent

	Recommended by an agent
	60%

	Recommended by a friend or relative
	19%

	Website
	11%

	Printed advertisement/guidebook
	5%

	Student fair
	2%

	University counsellor
	1%

	Source: CAPLS.



These conclusions are supported by the Language Travel Magazine Global Comparison of EFL markets.
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	Method
	Percentage

	Agents
	59%

	Other means
	20%

	Internet
	13%

	Local bookings
	8%

	Source: Language Travel Magazine Global Comparison 2006.


 
EFL providers have also highlighted the importance of attending student fairs regularly and keeping in close contact with agents.[footnoteRef:50] [50:  	Canada’s Mix Language Travel Magazine, September 2006 Edition. ] 


Market Intelligence
A major limitation to the currently provided statistics on international students is the absence of data on students attending short-term programs. Without information on this sector, providers and promotional bodies have an incomplete international student statistical picture.
Canada has invested very little in terms of market research to identify future student mobility trends and international student choice factors (CBIE’s Canada First: The 2004 Survey of International Students is a step in the right direction) as well as to examine and analyze competitor strategies on an ongoing basis. Experts in Canada admit that without current and comprehensive information, including timely international student statistics, they cannot hope to successfully plan for the future.[footnoteRef:51] [51:  	The National Report of International Students in Canada by Christine Savage, published by the Canadian Bureau of International Education (CBIE) 2005. ] 


Funding
CECN revenues were around €5.1 million per annum, before the Canadian Government withdrew funding of €1.7 million in March 2005.[footnoteRef:52] [52:  	Using exchange rate as of 01/02/2007, CAD$1.00 = €0.652493.] 


Marketing Outcomes
Canada does not have a national coordinating body, national marketing or any sustained federal investment in marketing Canada as an English language destination. Marketing in Canada has not been as aggressive or nationally-focused. 
The sector itself admits that immigration challenges in certain regions overseas, including conflicting messages as a result of the pilot projects, as well as a lack of consistent and deliberate messaging abroad are significant challenges that need to be overcome. In order to develop new markets and strengthen growing markets, it has been argued that Canada needs to be targeted, professional and consistent with messaging and successfully brand what it has to offer, particularly when competitor countries like Ireland,  the UK and New Zealand are putting significant effort towards increasing their market share.[footnoteRef:53] [53:  	 The National Report of International Students in Canada by Christine Savage, published by the Canadian Bureau of International Education (CBIE) 2005.] 
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Promotional Agencies
Bureau of Educational and Cultural Affairs 
The Bureau of Educational and Cultural Affairs in the US Department of State is responsible for fostering mutual understanding between the United States and other countries through international education and training programs. The Bureau promotes personal, professional and institutional ties between private citizens and organisations in the US and abroad, as well as by presenting US history, society, art and culture to people overseas. 
However, there is no centralised agency for promoting US as an EFL destination which is mostly done by trade associations
Industry Marketing Bodies
Language programmes in the US are not generally marketed or supported on a national basis, but rather on a state or local level.  However, professional organisations and accrediting authorities tend to function on the national level.  Therefore, the focus of this section will be on the American Association of Intensive English Programs (AAIEP):
“The AAIEP is an organisation of US-based intensive English programs established to promote high standards and ethical practices for IEPs, and to advocate for IEP students and interests.  Member schools include both college and university-based programs as well as private, independent institutions”.[footnoteRef:54] [54:  	Preconference Registration Booklet, the Assocation of International Educators (NAFSA) 1994..
] 

AAIEP is broadly aligned with the Association of International Educators (NAFSA) on policy issues. NAFSA has more than 9,000 members and is the largest non-profit international education organisation in the world. 

Marketing Strategies
While NAFSA continues to advocate for a national policy on international education, individual NAFSA members across the country are building momentum for this effort by working to get their state to pass a state-level international education policy. Currently, six states have enacted policies and several others are in the process.
The US market for Language learning cannot be analysed in terms of a national strategy per se, but one can examine the AAIEP structure and strategies in order to gain a broad understanding. There are AAIEP member schools in all but eight of the 50 United States.  
The AAIEP promotes member programs by publishing and distributing member directories and other materials, by negotiating member discounts from service providers, and by facilitating relationships with agent associations, bi-national centres, and the US Department of Commerce.  The AAIEP also conducts and promotes workshops for its members with regards to Travel and Student Recruitment and International Education Fairs.   The AAIEP operates by advocating with both governmental and nongovernmental entities, communicating the value of EFL study in the US.  
The comprehensive nature of the AAIEP functions, as well as its large membership, would suggest that the benefits of AAIEP membership are significant.  The AAIEP is involved with governmental agencies and policymaking bodies, as well as with industry stakeholders and service providers.  The comprehensive approach to marketing EFL appears to be attractive to a great number of EFL schools nationwide, as membership is widespread.  The AAIEP is a helpful source in terms of providing information to prospective students looking for EFL experiences in the US.
The AAIEP itself has developed a Strategic Plan for 2005-2007.

Channels
Like all markets, agents are important for the US Language travel  market in disseminating information and recruiting students, but not as vital as in many other EFL markets.
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	Method
	Percentage

	Agents
	35%

	Other means
	33%

	Internet
	18%

	Local bookings
	14%

	Source: Language Travel Magazine Feedback Survey for the US 2006



To support this sector, the United States has established an Education USA website for international students and provides support for a network of 450 advising/information offices around the globe.

Market Intelligence
In the United States, the Institute of International Education (IIE) gathers and maintains comprehensive statistics on international students studying in the US, US study abroad students, intensive English language program students and international scholars in the US. However, total Language  student numbers is not known and the knowledge of even IIE students is limited. 

Marketing Outcomes
The United States has consistently been one of the top destinations for EFL students. The US however has not been as aggressive or nationally focused in its marketing as Australia, New Zealand or the UK. The US is able to rely on its reputation to recruit students to a greater extent than most of its competitors and despite its lack of coherent strategy is the second biggest market for Language students. Numbers have rebounded since visa restrictions were lowered. 


[bookmark: _Toc156185069][bookmark: _Toc159387079][bookmark: _Toc166904468]EFL Marketing Strategy in Malta
Promotional Agencies
The Malta Tourism Authority is the authority responsible for promoting Malta as a tourist destination and English language learning centre. The market is regulated by the Monitoring Board and FELTOM is the trade association of the EFL industry in Malta.  FELTOM is not a marketing association for member schools but provides members with corporate marketing advantages. FELTOM furthermore supports member schools in the organization of familiarization trips for their agents by providing them with a wider and fuller scenario of the value of Malta as an Language learning destination and in acting as the interlocutor with the Malta Tourism Authority and other Authorities as necessary. 
Marketing Strategies 
MTA Marketing Strategy
The MTA marketing strategy focuses on promoting the Maltese Islands as an EFL learning destination.  For example, the homepage on the MTA website, www.visitmalta.com, includes a specific link for Learning English as one of its main categories of interest to the potential visitor.  The Learning English link is grouped along with other major topics such as Where to Stay, What to Do, Getting  Here, and Business Travel, which suggests that Learning English is one of the top reasons for people to visit Malta.  
Separate and apart from its Language marketing focus, the MTA also promotes activity-based holidays such as diving, sailing, spa holidays, sightseeing, adventure, and luxury resorts.  Clearly, the favourable climate plays an important role in marketing such holidays.  It is important to note that the MTA also markets these activities as part and parcel with Language opportunities, appealing to both the younger, more active student population, 
Joint Marketing Efforts by EFL Schools, the MTA and FELTOM
Marketing strategies involving Language schools in conjunction with the MTA and FELTOM bridge the information gap between the schools and their prospective students.  Joint advertising campaigns can serve to promote both Malta as a travel destination as well as services provided by schools in particular.  
Implementation
It appears that joint marketing efforts made by the MTA, FELTOM, and EFL schools are most effective. The schools benefit from sharing costs of advertising; the MTA can use the  schools as a means to attract students who will also be attracted to Malta as a holiday destination (and therefore participate in other tourism activities such as diving, sightseeing, sport, leisure, etc.); and FELTOM benefits from the alliance by strengthening its reputation and visibility as English language regulator.  The “package deal” approach provides prospective EFL students with an easy, attractive, informative look at Malta’s English-plus travel products.[footnoteRef:55]   [55:  	FELTOM.] 


Channels
Students mainly make decisions about studying English in Malta themselves, rather than using the services of an agent.  This has changed since a few years ago due to the greater use of the Internet as a tool for students. The  schools in Malta have reported that word of mouth is one of the most effective marketing tools available, since recommendations from friends or family tend to have a stronger impact than media advertising.  This means that the quality of services (both the language courses themselves as well as the activity-based portion of the total travel ‘product’) must be high in order to result in favourable word of mouth recommendations.[footnoteRef:56] [56:  	English Language Learning in the Maltese Islands 2002/2003 Report, Strategic Planning & Research Division, Special Interest Travel Division (Marketing Directorate) (Sept. 2004)..] 

An overseas network is needed in order to establish contacts with educational institutions overseas and organize marketing initiatives within the schools. 


	[bookmark: _Toc166904582]Table 6.11: Student Recruitment Methods - Malta

	Method
	Percentage

	Agents
	67%

	Other means
	19%

	Internet
	8%

	Local bookings
	6%

	Source: Language Travel Magazine Global Comparison 2004



Language schools have reported that the MTA website is their best advertising tool. It is not only is it cost-effective, but also it enables the target market to view a comprehensive picture of the total travel ‘product’.  Information regarding accommodation, local attractions, sports facilities, local festivities, travel logistics, and weather are all combined with the EFL school information in one central location.  This means the target market is provided with a full range of attractive marketing information which can be easily viewed in totality.

Targeted Markets
Neither FELTOM nor the MTA focus on any market in particular. Individual schools focus on more specific target markets, e.g. Europe, Eastern Europe, Russia, Japan, and China.  Newer markets emerging for the Malta Language sector are: Hungary, Finland, Slovakia, Bulgaria, Vietnam, and Libya.  The schools tend to target certain markets based upon good working relationships with particular agents in those areas.  This is especially true in the case of some schools which are part of international chains, through which marketing contacts are established by the schools’ affiliation. 

Outcomes
Malta appears to be a niche market and it is successful in cultivating this. The largest marketing problem reported by the schools is that Malta is still relatively unknown as a language learning destination.  It therefore depends on word of mouth and has not got substantial support infrastructure abroad compared with its competitors. A broad general awareness of Malta among potential students must exist in order for individual schools to promote successfully.  
[bookmark: _Toc159387080][bookmark: _Toc166904469]Cross-Country Comparison
Several conclusions may be drawn from the marketing strategy and outcome information presented above.  

Marketing Strategies and Implementation
Each country including Ireland is in a unique position with regards to the ability to successfully market Language programmes.  Geographic location, climate, and overall economic and social wellbeing of each country have important impacts on its Language travel market and this should be reflected in the marketing strategy.
Countries with growing Language learning participation rates tend to have more comprehensive systems in place to promote, regulate, and sell Language programmes. Conversely, countries showing recent Language number declines tend to have looser systems with regards to promotion & regulation  i.e., the travel industry, government, and schools are not working together as closely and/or do not have comprehensive plans in attempt to increase success in the sector when contrasted with their more successful counterparts.  
Ireland’s competitors in the market are clearly making plans and setting goals for the near future, as indicated above.  It is important to note that the plans involve participation by regulators, policymakers, stakeholders, and service providers – a whole of government approach. In the strongest performers, the marketing strategy is not isolated from other important strategies regarding international education and the English Language sector. Important elements of these plans include regulation of schools, quality standards, promotion of a transparent visa policy, ethical standards in promoting/marketing Language products, and high visibility marketing plans for the destination with regards to opportunities secondary to language learning education, such as travel, leisure, and sport.

Channels
Of all channels, cultivating agent networks appears to be the single most crucial. When we examine the role of agents, we find that they are important in all countries in regard to informing potential students, recruiting students, and making the actual EFL booking. 
	[bookmark: _Toc166904583]Table 6.12: Percentage of students who found their programme through an agent, 2006 - All

	Country
	Percentage

	Canada
	60

	Australia
	59

	New Zealand
	52

	UK
	50

	US
	35

	Ireland
	40

	Malta
	23

	Source: Language Travel Magazine Feedback Surveys, 2006



Agents appear to be important in regard to informing students of the EFL product in Canada (60% of students find their programme through an agent), Australia (59%), New Zealand (52%) and the UK (50%). Agents are less important, although still valuable in this regard in Ireland (40%) & the US (35%)
	[bookmark: _Toc166904584]Table 6.13: Percentage of students recruited by an agent, 2004 - All

	Country
	Percentage

	New Zealand 
	68

	Malta 
	67

	Australia 
	65

	Canada 
	59

	Ireland 
	49

	UK 
	48

	US
	35

	Source: Language Travel Magazine Global Comparison, March 2006



In terms of recruiting students, agents appear to be most valuable to the EFL markets in New Zealand (68% of students recruited by an agent), Malta (67%), Australia (65%) and Canada (59%). Agents are still relevant in Ireland (49%), the UK (48%) and the US (35%). 
These figures suggest that agent networks, although still playing a very valuable role in the Irish EFL market, have less relevance compared to countries such as Australia, the UK and New Zealand.
Overseas marketing trips appear to be crucial, including workshops and trips to visit agents in their own offices.

Market Intelligence
Market intelligence and research appears to be a growing area and top priority for the biggest EFL markets and those with the most focused strategies. 

Funding
In the regular Language Travel Magazine Status surveys, the average percentage figure arrived at for marketing spend as a percentage of a school’s gross income tends to be between 8% and 16%, depending on the market. This suggests that these predominantly small, independent businesses are not able to the scale of the marketing efforts required to promote themselves in the rapidly changing and competitive EFL market. Much of their marketing budget is directed at agents.[footnoteRef:57] [57:  	Language Travel Magazine 2006 Status Survey, March 2007 and Global Connections, January 2007.] 

Those that appeared to have the most effective strategies also backed them up with substantial funding.

[bookmark: _Ref150168483][bookmark: _Toc156185079][bookmark: _Toc166904470]Recommendations	Comment by Author: To be finalised
In this section we present our recommendations for the future effective development of Fáilte Ireland and Tourism Ireland’s marketing and promotion strategies for the English language learning sector in Ireland. 

[bookmark: _Toc166904471]Recommendations
The table below presents our overall recommendations for the future development of marketing and promotion strategies for the English language learning sector.  These recommendations reflect our detailed review of the features and recent developments in the market in Ireland and across Ireland’s main competitor countries.
 
	[bookmark: _Toc166904585]Table 7.1:  Recommendations re Marketing and Promotion of Ireland as a Destination for EFL – Overall Recommendations

	1. The marketing and promotion of Ireland as a destination for English language learning  be focused on a ‘whole Ireland’ experience

	2. A stronger brand name for the English language learning sector in Ireland should be developed & used to promote & enhance the position of the sector among agents and students internationally. 

	3. Emphasis should be given to enhancing specific channels of promotion and international networks as described in this report.

	4. Education Ireland should be established as a matter of priority with specific functions including responsibility for the award of the Education Ireland quality mark & the certification of language schools.

	5. An inter-departmental working group for improved co-ordination between all state bodies involved in International education inc. Dept of Justice, Education, DETE, Failte Ireland & Enterprise Ireland

	6. A forum for host families should be set up for their input  to the development of the EFL sector going forward.

	

	Source Indecon analysis


 
The table below sets out a number of specific recommendations in the area of promotional channels and the enhancement of international networks to facilitate more effective marketing of Ireland as a destination for English language learning
	[bookmark: _Toc166904586]Table 7.2:  Recommendations re Marketing and Promotion of Ireland as a Destination for EFL – Recommendations to Enhance Specific Channels of Promotion and International Networks

	We recommend that emphasis be given by Fáilte Ireland and Tourism Ireland to enhancing specific channels of promotion and international networks, to include:

	1. Internet marketing and advertising, including in relation to content, quality, multi-lingual text, and search optimisation, to market Ireland via relevant State agencies as well as language schools.

	2. Maximisation of use of existing international network (TI offices, EI offices internationally).

	3. Maximisation of potential of embassies as a ‘parallel’ network.

	4. Dedicated Irish-specific workshops for agents, to provide a potential competitive edge to Irish EFL sector among international agents and to aid in strengthening existing network with agents.

	5. Dedicated Irish-specific seminars (serving the same purpose as the previous channel).

	6. Market research (focusing on assisting/complementing that of schools in order to develop new markets and strengthen links with established markets – Education Ireland and Fáilte Ireland to lead by providing proactive public-good type information on new opportunities within existing markets and developing markets).

	7. Greater use of Fam trips particularly from NDM markets .

	8. Greater use of Trade Fairs & consumer fairs

	Source:  Indecon analysis
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