agency survey

Turkey taking off

Turkish agencies had a good year in 2005 and they are optimistic that with a strong economy
and good business planning, they can look forward to a prosperous 2006.

Most popular courses
6. Business} \ Lg=—| 8 Foundation
lang. 5% “ 4%|
6. Lang. plus! \\ ] Other2%|

work 5%

=1. Generall
24%
2. Intensive

" — (+25hrs) 22%

3. Academic
[ rep 14%

Summer
vac. 1%

Top languages

| =, Spanish1%|
- Other 1%|

3. French 4%|
2. German 5%

\

1. English 87%|
Economic outlook

® The economy has fared well in the last three
years and stabilised since 2001, with annual
growth rates of around eight per cent.

* In May last year, Turkey signed a US$10 billion
standby loan agreement with the IMF, which
has in turn attracted more foreign investment
into the country. Daily trading volumes on the
Istanbul Stock Exchange were over 50 per cent
higher in January 2006 than in January 2005.

¢ |n October, parliament passed a IMFsought
banking reform bill that saw the new Turkish
lira introduced in January, with six zeros erased
from the previous currency. The new lira has
gained strength in the world currency rankings.
Source: Turkish Daily News.
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Market growth

The Turkish agency market has not been
surveyed before in Language Travel Magazine,
but the indications are that 2005 was a good
year and based on the recent economic
history of Turkey, it seems that many
industries are enjoying a surge of business as
the economy gains strength. Factors such as
planned membership of the European Union
and the introduction of the new Turkish lira
are also reported to be building economic
confidence. Eight of the 11 agencies that
took part in our survey reported a growth in
business of between 10 and 65 per cent last
year, compared with 2004, while three others
indicated that business had remained at the
same pace. Overall, average market growth
across all agency businesses was 24 per
cent — and economic confidence and the rise
in popularity of work placements were two
reasons given for this performance.

Language and destination trends

The UK is the most popular destination,
accounting for almost half of all bookings.
This is followed by Canada, then the USA
and Malta — one country that is expected

to build its market share, said one agency,
because of its easy visa regulations. It follows
that English was the language most in
demand, requested by 87 per cent of clients.
Australia was not high up on the list for
students (requested by 2.5 per cent of clients
overall) and New Zealand and Ireland barely
registered as popular study destinations.

Student and course trends

The main motivation for students to study
a language overseas was as a pathway

Reasons for language travel

1. Studies overseas
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How do agencies find new
schools to represent?
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How do agencies recruit
students?
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3. Mail shots 13.5%

4. Seminars to students 8%
5. Other 7.5%

6. Advertising in press 6%

Key points

The total number of students placed by the 11
agencies in our survey was 3,852

Individual agencies placed between 24 and 950
students on language courses each year

Average business growth was 24 per cent

The average length of stay for Turkish students
was 15 weeks

One agency charged its clients a handling/
processing fee

* The UK was the most popular destination for
Turkish students

In the last 12 months, agencies had worked
with an average of 175 schools each

Two-thirds of agency clients requested host
family accommodation

to further studies in another country, and
indeed one agent pointed out that a lack

of availability of university places in Turkey
was fuelling demand at his agency. After
general and intensive language programmes,
academic preparation programmes were at
number three, accounting for 14 per cent of
all placements. This is markedly different to a
market such as Poland, for example, where
academic preparation programmes did not
figure in programme requests (see Language
Travel Magazine, January 2006, page 14).

Agency business

Agencies in Turkey recruit most of their
clients via word-of-mouth recommendation
(40 per cent), while their websites are the
next most important recruitment method
(25 per cent). Mailshots and seminars to
interested students were also fairly important
to the marketing mix of agencies. In order
to find new school partners to work with,
fairs and exhibitions were reported to be
the main focus, leading to 44 per cent of all
new partnerships. Workshops, the Internet,
and sourcing schools via Language Travel
Magazine and Education Travel Magazine
were other methods of building business.

Looking ahead

At present, there is a tangible confidence in
the Turkish market. Agencies forecast further
growth of between 10 and 30 per cent, or at
least are confident of maintaining numbers in
the current economic climate. A number of
respondents underlined future plans such as
more aggressive marketing, an expansion of
offices, a continued focus on work placement
or further investment in the Internet.
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