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year compared with our previous survey, from
40 per cent to just 30 per cent in our current 
survey. Instead, future work reasons made up
the motivation behind the greatest percentage 
(35 per cent) of students’ trips overseas,
followed by current work (22.5 per cent) and
studies at home (11.5 per cent). While English 
was the most popular language for Korean
students to be studying overseas (chosen
by 85 per cent of students), 14 per cent of 
students wanted to learn Japanese overseas. 
The average length of stay for Korean students
in this survey was 12 weeks, a slight decrease 
on the previous survey’s result of 19.5 weeks. 

Agency business

The percentage split of agency business
remained fairly similar to last year’s survey 
with the majority of programmes (63 per
cent) dealing with language learning, while 25 
per cent of business was allocated to higher 
education. Last year, these fi gures were 57fi
per cent and 27 per cent respectively. Agents
recruited a slightly lower percentage of 
students (37 per cent) through the Internet this
year (compared with 47 per cent previously) 
while the percentage of students recruited 
through word-of-mouth increased from 24 per
cent to 35 per cent in our current survey. Just
fi ve agencies charged their clients a handlingfi
fee, varying between US$100 and US$2,000.

Looking ahead

Most agencies were upbeat about the future
and some pointed to expansion plans and
new offi ces to meet demand. The economicfi
situation in Korea was seen by many of the 
participating agencies to be in good shape and 
likely to fuel further growth. Agencies also said
that business was likely to grow because of 
the increasing importance of English language
learning in Korea for future work prospects.

Market growth

Just one agency in this year’s Korean Agency 
Survey registered a decline in student 
numbers last year and blamed an economic 
slump in Korea for its poor performance. 
Another two agencies reported that numbers 
had stayed the same in 2007, while the rest 
reported growth in business of between four 
and 58 per cent. Overall, business growth 
across all our agencies was 11.7 per cent in 
2007, a slight decrease on the 19.5 per cent 
growth recorded in our previous survey of
business trends in 2006 (see LTM, July 2007, 
page 14-15).

Language and destination trends

One interesting trend observed in this year’s 
survey is the vast decline in the popularity of
the UK as a study destination, accompanied
by a corresponding increase in the number of 
students choosing to study in the Philippines 
and Japan. In our previous survey, the UK was 
the second favourite destination for Korean 
students and chosen by 19 per cent of agency
clients. This year this fi gure had dropped to justfi
seven per cent while the Philippines and Japan 
were chosen by nine per cent and 14 per cent
respectively, up from four per cent and three 
per cent previously. This trend perhaps reflects fl
growing concerns surrounding the cost of 
a study abroad experience with cheaper 
and closer destinations gaining favour. The
USA was still the most popular destination 
overall, however, accounting for 36 per cent of 
students’ destination choices compared with
34 per cent previously.

Student and course trends

The percentage of students taking a course 
overseas for future study plans decreased this 
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4. Workshops 12%

Other 11%
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Top destinations

• The total number of students placed by the 11
agencies in our survey was 8,970

• Individual agencies placed between 10 and 
6,100 students on courses each year

• Average business growth was 11.7 per cent

• The average length of stay for Korean students
was 12 weeks

• Overall, 55 per cent of Korean students stayed
with host families when studying overseas

• Half of all clients requested intensive language
 programmes of 25 hours plus per week

• In the last 12 months, agencies worked with an 
 average of 81 different providers

Key points

Average percentage agency business

Most popular courses

• In April this year, inflation in Korea stood atfl
4.1 per cent and is likely to stay above the Bank
of Korea’s inflation target of between 2.5 perfl
cent and 3.5 per cent for 2008. Rising oil and 
commodity prices are feared to put more upward
pressure on inflation this year.fl

• Domestic consumption is expected to grow
3.5 per cent in the first half of 2008 but the fi
growth rate will slow to 3.2 per cent in the fol-
lowing six months.

• The Ministry of Strategy and Finance in Korea 
recently said that the economy had reached its
peak and is now entering a downward phase.

Source: Yonhap News Agency, Bank of Korea

Economic overview
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3.     Academic/ 
exam prep.10%

        University
%
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21%

Growing demand for English study is fuelling demand for study abroad programmes in Korea, 
although destination trends show that Korean students are becoming increasingly concerned 
about the cost of travelling overseas for study purposes.
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Australia

Canada

France

Ireland

Italy

New Zealand

Portugal

Spain

UK

Europe

USA

International

Percentage of agents who recognised 

each of the following organisations

South Africa

Acpet 20%

EA 50%

Capls 80% 

CLC 70% 

FLE.fr 0%

L’Offi ce 0%

Asils 0%

       Ed. NZ 40%

English NZ 40%

Aeple 0%

Malta

          Eltasa 0%

English UK 80%

British Council 90%

Eaquals 20%

Accet 50%

CEA 50%

Ialc 40%

Quality English 10%

Tandem 0%

AAIEP 70%

UCIEP 70%

ABLS 20%

Souffl e 10%

Unosel 10%

MEI~Relsa 70%

Italian in Italy 10%

Feltom 30%

Fedele 30%

English SA 30%
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