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agency survey

ltaly changes gear

After slow momentum in the ltalian marketplace, the last business year has been more
dynamic, with agencies pointing to a more diverse portfolio and a stronger economy as factors

that helped build business.
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Economic overview

e |talian business confidence rose unexpectedly
for the first time in three months in September
2006 as exports increased and declining oil
prices cut manufacturing costs. Companies are
reported to be optimistic about general
prospects for the economy in 2007.

e |taly’s economy expanded in the first half of
2006 after stagnation in 2005. However, the
government is raising taxes and introducing
spending cuts in an effort to tame the budget
deficit. Italy’s debt rose last year for the first
time in a decade.

e |taly’s GDP growth is expected to slow slightly
in 2007 at 1.4%, down on the estimated 1.7%
growth achieved in 2006.

Source:Bloomberg; Forbes.
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Market growth

“The market is moving again,” said one
agency in our survey of Italian businesses
this year, summing up what seems to be

the case for many companies in this well-
established outbound market. After slow
growth previously noted in autumn 2005 (see
Language Travel Magazine, September 2005,
pages 14-15), the Italian market has picked up
and overall average growth was recorded at
24.3 per cent, or barring one very high figure
of 130 per cent growth, 16.8 per cent. This is
a much improved result on the 2.7 per cent
growth recorded in our previous survey.

Language and destination trends

The UK remains the most popular destination
among lItalian agency clients but its market
share has dropped slightly from 55 per cent
to 45 per cent. Ireland has gained somewhat
as a result, increasing its share by three per
cent to 20 per cent, while the USA remains
the third most popular destination. After
English, which accounts for 87 per cent of
all courses requested, the second-most
requested language is Spanish, at eight

per cent, followed by French. In terms of
overall business, many agencies only dealt in
language learning overseas, while of those
who did work in multi-sectors, Work & Travel
was the next biggest business sector. At
only eight per cent, it is a small but growing
market segment, say agencies.

Student and course trends

The market in Italy is not really led by
academically motivated students, and as a
result, most students were considered to be
studying overseas for current or future work
purposes and 13 per cent of students are

Reasons for language travel

1. Current work

Do)~ /fy
Z L// / Lcj 4. Pleasure 13%

2. Studies at home 5. Studies overseas 10%

3. Future work 19%

How do agencies find new
schools to represent?

A9Y5

1. Workshops

2. Fairs and expos

3. Internet 16%

4. LTM/ETM 9%
5. Other press 3%
Other 5%

How do agencies recruit
students?
A6y0

1. Word of mouth

2. Website

3. Seminars to students 5%
4. Mail shots 4%

4. Advertising in press 4%
Other 15%

Key points

The total number of students placed by the 15
agencies in our survey was 7,498

Agencies placed between 9 and 2,000 students
per year

Average business growth was 24.3 per cent, or
16.8 per cent barring one 130 per cent result

The average length of stay was 2.8 weeks

Language tuition overseas was the
predominant business sector among agencies

General programmes and summer vacation
courses accounted for two-thirds of all bookings

Two-thirds of those agencies canvassed
charged a handling fee to clients

e In the last 12 months, agencies had worked with
an average of 36 education institutions each

said to study overseas for pleasure only. The
most requested course types were general,
summer vacation, intensive and junior
programmes. The average length of stay is
short, at 2.8 weeks, down slightly on the

3.4 weeks estimated in our previous survey.
Forty-five per cent of students requested host
family accommodation and a larger 47 per
cent opted for residential accommodation; an
interesting change on our last survey, when
host family accommodation was favourite.

Agency business

Word-of-mouth recommendation and the
Internet remained the two most important
ways of agencies finding new clients, while
workshops remained the most popular
avenue for finding new school partners to
work with. Agencies worked, on average,
with 65 school partners, of which they had
sent clients to 36 in the last 12 months.

The breadth of business partnerships in the
[talian marketplace is not as wide as in other
countries, where agencies typically work with
more schools on an annual basis. However,
some of those businesses surveyed only sent
clients to one or two study destinations.

Looking ahead

The outlook is positive, with many agencies
expecting a good year in 2007 Some
agencies point to increased marketing and
participation at student fairs as helping to
increase enrolments; others to external
factors such as economic and political
stability improving and terrorism concerns
diminishing. One agency highlights Malta as
a new destination for their agency, which is
winning new clients.

16 January 2007
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® a strong partnership with the decision-makers

@ a fast and flexible response
Become a QE agent
agents@quality-english.com

Agents can be sure of
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Acpet 40%

EA 53%

Capls 53%

CLC 26%

FLE 20%

IEAI 13%

Asils 53%

ABLS 53%
English UK 86%
Accet 66%

CEA 33%

UCIEP 13%

lalc 80%

() Quality English 73%

Souffle 53%
British Council 93%

L'Office 13%
Unosel 33%
MEI~Relsa 93%
Italian in Italy 40%
Feltom 80%
Educ. NZ 26%
English NZ 46%
Aeple 20%
Fedele 60%
AAIEP 66%
Tandem 40%
Eaquals 66%

Percentage of agents who recognised
each of the following organisations
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