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Ireland

in Ireland

www.mei.ie

Swan Training 
Institute 
9/11 Grafton Street, 
Dublin 2 
T: +353 1 6775252
F: +353 1 6775254
W: www.sti.ie
E: sales@sti.ie

Swan Training Institute is an English Language 
school in Dublin. We specialise in work based 
programmes including Work Exp/Work Study/

Internships as well as English language 
courses.We also arrange student accom-

modation, airport transfers and 
insurance.

Dublin School 
of English
10  - 12 Westmore-
land Street, Temple 
Bar, Dublin 2, Ireland
T: +353 1 6773322
F: +353 1 6795454
W: www.dse.ie
E: admin@dse.ie

Since 1968. Programmes for adults, teenagers, 
juniors, executives and teachers.

Tourist programmes, work programmes and 
cultural trips.

Located in the City Centre in the Tem-
ple Bar (Cultural Quarter) area.

DCU Language 
Services 
Dublin City University, 
Dublin 9, Ireland
T: +353 1 700 5552/5475
F: +353 1 700 5011
W: www.english.dcu.ie
E: english@dcu.ie

DCU Language Services offer English courses for 
adults (18+) including Cambridge, IELTS, TOEFL 
and Pre University courses. Host family accom-

modation is available all year round along 
with campus residence (summer only)

Atlantic 
Language Galway
Fairgreen House
Fairgreen Road
Galway, Ireland
T: +353 91 566 053
F: +353 91 566 051
www.atlanticlanguage.com 
info@atlanticlanguage.com

■ General English ■ Cambridge Preparation
■ Teacher Training ■ Junior Residential and 
Host Family ■ DISCOVER English through 

Film, Tourism, 50+, Celtic Tiger ■ WiFi, 
Internet, Library, Canteen, Roof Garden, 

City Centre Apartments

See you there...

Learning English

www.hothousemedia.com

OISE Central Reservations
OISE House, Binsey Lane, Oxford OX2 0EY, UK

Tel +44 1865 258 333  Fax +44 1865 244 696  info@oise.com

Summer language courses 
for children and teenagers

www.oise.com

Intensive language teaching, a fully-inclusive 
entertainment programme and full-board 

accommodation combine to offer a complete 
language learning experience for young people. 

Courses all summer 
throughout the UK for 7-17 year olds.

http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/oise.htm
http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/visitmalta.htm
http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/mei.pdf
http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/atlantic.htm
http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/dcu.htm
http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/dse.htm
http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/sti.htm
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Spain still buoyant
A healthy economy boosted the Spanish language travel market in 2006, with good growth 
recorded last year and favourable forecasts for 2007 given by most of the agencies that took 
part in this issue’s Agency Survey.

agency survey

3. Mail shots 13%

4. Seminars to students 3%

5. Advertising in press 2%

Other 7%

46%46%
29%29%
1. Word-of-mouth

2. Website

according to the agencies in our survey. An 
equal amount of students were motivated 
to take a language course overseas for 
both their current work and for their studies 
at home. This year, however, none of the 
agencies surveyed cited onward overseas 
studies as being the driving force behind 
language learning. 

Agency business

Gaining clients through referrals from 
previous customers remains integral to 
business in the Spanish market, with an 
estimated 46 per cent of students coming 
through word-of-mouth recommendations. 
Thirty per cent of the agencies that took part 
in our survey charged students a handling fee, 
of between e60 (US$78) and e300 (US$390). 
Language course bookings accounted for an 
overall average of 74 per cent of an agency’s 
business, while internships made up a 
further eight per cent of bookings. Another 
signifi cant niche in the Spanish market is 
au pair programmes, which accounted for 
between 10 and 30 per cent of total bookings 
at some agencies.

Looking ahead

There is great optimism for the future 
performance of the outbound study market 
among agencies in Spain, with most agencies 
forecasting individual growth of up to 40 per 
cent in 2007. One agency gave a slightly more 
cautious forecast for the year ahead, citing 
political and economic reasons, although 
they still expected business to increase. 
One agency noted growing interest from 
university students, while another highlighted 
adult courses in general as a growth sector.     

Market growth

Riding on the crest of one of Europe’s fastest 
growing economies, the Spanish study 
abroad market has experienced good growth 
in recent years. Testimony to the health of 
the Spanish market is the fact that, among 
the 11 agencies that took part in our survey 
this issue, two were relative newcomers, 
having launched their business in the last 
two years. In addition, no agency reported 
a decline in student numbers during 2006. 
Eight agencies experienced an increase in 
enrolments of between two and 65 per cent, 
while a further two agencies reported static 
student numbers last year (one agency did 
not answer this question). Overall market 
growth averaged just under 19 per cent.

Language and destination trends

English-speaking destinations accounted for 
six of the top nine overseas destinations for 
Spanish students, and English courses were 
chosen by 70 per cent of agency clients. The 
second-most popular foreign language to 
learn was Italian, although its overall market 
share in this survey was infl ated by one 
agency that specialised in Italian language 
courses in Italy. In terms of destinations, the 
UK topped the charts, accounting for 43 per 
cent of the Spanish outgoing market, followed 
by Ireland, whose share was down from 30 
per cent in 2005 to 14 per cent in 2006 (see 
Language Travel Magazine, November 2005, 
pages 14-15).

Student and course trends

The average length of stay was up from 
3.3 weeks in 2005 to just over six weeks in 
2006, and the main reason given for overseas 
language learning was for clients’ future work, 

How do agencies recruit 
students?

3. Language Travel 

Magazine 11%

4. Internet 5%

How do agencies fi nd new 
schools to represent?

43%43%
41%41%
1. Workshops

2. Fairs or exhibitions

3. Work & Travel 6%

4. Higher education 5%

5. Volunteer programmes 1%

Other 6%

Agency business by sector

74%74%
8%8%
1. Language

2. Internships

43%43%
14%14%
1. UK

2. Ireland

3. Italy 10%

4. France 6%

5. USA 5%

6. Germany 4%

6. Australia 4%

8. Malta 2%

9. New Zealand 1%

Top destinations

•  GDP growth in 2006 was 3.4%, over twice  
 the euro-zone average, and is expected to better  
 the euro average again this year. The European  
 Commission forecasts economic growth in  
 2007 of 2.7% in the euro region, while Spain is  
 expected to grow 3.4%. 

•  Spain’s unemployment rate has fallen steadily  
 over the years and at 8.1%, is at a low not seen  
 since the 1970s.

•  Household consumption rates have slowed  
 partly because of the high infl ation rates   
 recorded in the fi rst half of 2006 and the effect  
 of interest rate rises.

•  Property prices in Spain are causing concern,  
 and a downturn in the property market could  
 cause a negative shock to the economy. 

Sources: Economist.com; CIA The World Factbook; 
Banco de Espana

Economic outlookMost popular courses

•  The total number of students placed by the 11  
 agencies in our survey was 2,372

•  Individual agencies placed between nine and  
 600 students on programmes each year

•  Average business growth was 18.7 per cent

•  The average length of stay was 6.1 weeks

•  Overall, 54 per cent of Spanish students stayed  
 with host families when studying overseas

•  Ireland was the second-most popular   
 destination, after the UK, for Spanish students

•  In the last 12 months, agencies worked with a  
 low average of 16 organisations each

Key points

Top languages

3.   French 6%

2.    Italian 9%

1. English 70%

4. German 2%

      Other 13%
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4.      
vacation 8%

5.    Academic 
prep. 4%

5.      
language 4%

5.  
work 4%

1.General 23%

3. Intensive 
(+25 hrs) 15%

      Other 20%

2.  Junior 22%



Language Travel Magazine 17

www.hothousemedia.com

S
p

a
n

is
h

 a
g

e
n

ts
 n

a
m

e
d

 a
 r

a
n

g
e
 o

f 
p

ro
g

ra
m

m
e
s
 t

h
e
y
 w

o
rk

 w
it

h
, 
in

c
lu

d
in

g
, 
in

 A
u

s
tr

a
li
a
: A

u
st

ra
lia

n
 C

o
lle

g
e 

o
f 

E
n

g
lis

h
, v

ar
io

u
s;

 C
E

T
 U

n
iv

er
si

ty
 o

f 
S

yd
n

ey
, S

yd
n

ey
, N

S
W

; G
ri

ffi
 t

h
 U

n
iv

er
si

ty
 E

n
g

lis
h

 
La

n
g

u
ag

e 
C

en
tr

e,
 B

ri
sb

an
e,

 Q
LD

; S
h

af
st

o
n

 In
te

rn
at

io
n

al
 C

o
lle

g
e,

 B
ri

sb
an

e,
 Q

LD
. I

n
 F

ra
n

c
e
: B

LS
, B

ia
rr

it
z;

 E
co

le
 P

E
R

L,
 P

ar
is

; O
d

ys
se

a 
M

o
n

tp
el

lie
r,

 M
o

n
tp

el
lie

r.
 In

 I
re

la
n

d
: C

E
S

, D
u

b
lin

; C
o

rk
 E

n
g

lis
h

 
C

o
lle

g
e,

 C
o

rk
; H

o
rn

er
 S

ch
o

o
l o

f 
E

n
g

lis
h

, D
u

b
lin

; L
in

g
u

av
iv

a,
 D

u
b

lin
. I

n
 I
ta

ly
: B

ab
ilo

n
ia

, T
ao

rm
in

a;
 M

ac
h

ia
ve

lli
, F

lo
re

n
ce

. I
n

 M
a
lt

a
: L

in
g

u
at

im
e,

 S
lie

m
a.

 I
n

 t
h

e
 U

K
: B

ee
t,

 B
o

u
rn

em
o

u
th

; C
am

d
en

 C
o

lle
g

e,
 

Lo
n

d
o

n
; E

LC
, B

ri
st

o
l; 

Li
ve

 L
an

g
u

ag
e,

 G
la

sg
o

w
; O

xf
o

rd
 H

o
u

se
 C

o
lle

g
e,

 v
ar

io
u

s;
 R

eg
en

cy
 C

o
lle

g
e,

 B
ri

g
h

to
n

; R
eg

en
t,

 v
ar

io
u

s;
 S

t 
G

ile
s,

 B
ri

g
h

to
n

; S
el

ec
t 

E
n

g
lis

h
, v

ar
io

u
s;

 T
h

e 
N

ew
 S

ch
o

o
l o

f 
E

n
g

lis
h

, 
C

am
b

ri
d

g
e;

 T
h

e 
Lo

n
d

o
n

 S
ch

o
o

l o
f 

E
n

g
lis

h
, L

o
n

d
o

n
. I

n
te

rn
a
ti

o
n

a
l:

 A
sp

ec
t;

 E
m

b
as

sy
 C

E
S

; O
IS

E
. 

T
h

a
n

k
 y

o
u

 t
o

 t
h

e
 f

o
ll
o

w
in

g
 a

g
e
n

c
ie

s
 f

o
r 

ta
k
in

g
 p

a
rt

 i
n

 o
u

r 
s
u

rv
e
y
: 
B

ab
el

 Id
io

m
as

, B
es

t 
H

u
el

va
, C

en
te

r 
fo

r 
C

u
lt

u
ra

l I
n

te
rc

h
an

g
e 

S
L 

 -
 G

et
 R

ea
d

y,
 E

d
u

Q
u

al
it

y.
N

et
, G

lo
b

u
s-

Id
io

m
as

, F
o

rm
ac

ió
n

 y
 O

ci
o

, 
In

te
rn

at
io

n
al

 E
d

u
ca

ti
o

n
al

 C
o

n
su

lt
an

ts
, L

iv
in

g
 L

an
g

u
ag

es
, O

IS
E

 M
ad

ri
d

, S
FC

 –
 Id

io
m

a 
y 

Va
ca

ci
o

n
es

, S
tu

d
ia

in
it

al
ia

, T
h

e 
E

n
g

lis
h

 H
o

u
se

.

EA 50%

Acpet 17%

CLC 17% 

Capls 42% 

Souffl e 33%

MEI~Relsa 67%

English NZ 17%

English UK 75%

ABLS 17%

CEA 0%

Quality English 75%

British Council 100%

Australia

Canada

France

Ireland

Italy

Malta

New Zealand

Portugal

Spain

UK

Europe

USA

International

Percentage of agents who recognised 

each of the following organisations

IEAI 8%

Italian in Italy 25%

Feltom 58%

Fedele 75%

Eaquals 67%

FLE 17%

Unosel 8%

L’Offi ce 17%

Asils 33%

       Ed. NZ 25%

Aeple 8%

AAIEP 58%

Accet 42%

UCIEP 0%

Ialc 75%
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Tandem 50%

English SA 0%

South Africa

          Eltasa 8%

http://www.hothousemedia.com/ltm/ltmbackissues/apr07web/qe.htm
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