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High school year 
courses in Canada

course guide

With its reputation for safety and a healthy outdoor 
lifestyle, Canada is an attractive proposition for school-
age children and their parents when it comes to studying 
in a high school overseas.
   The high schools listed below provide a range of 
options for international students with the majority 
providing extra language tuition in a separate 
international study centre, as well as a full academic 
programme. The opportunity to stay in a host family is an 
important part of the study experience for most students 
and this is provided by most of the institutions listed.P
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 Delta, BC Delta Public Schools 16,300 2 10 17  � � 20 � 4 – e � �  10,619    10*

 Duncan, BC Cowichan Valley Int. Student Program 80 5 12 19  � � 4 � 7 20 b � �  15,929 � � � 15*

 Edmonton, AB Edmonton Public Schools 80,000 5 14 19  � � 20 � v 28 n � �  9,735    10*

 Langley, BC Langley School District No. 35 20,000 2.5 13 18  � � 28 � – 15 e � �  9,735    10*

 Montebello, QB Sedbergh 90 35 12 19 � � 40  5 8 i � � � � 36,149 � �  15*

 Nanaimo, BC Nanaimo-Ladysmith School District 15,000 1 12 19  � � 20 � 12 15 n � �  15,133 � � � ✓*

 Napanee, ONT Algonquin & Lakeshore Cath. Dist. Sch. Board 13,000 3 12 18  � � 20  – – e � � �  12,035   � ✓*

 Regina, SK Queen City Collegiate 200 20 16 22 � � 12 � 20 15 n � � � 16,460 � �  15*

 Richmond, BC Richmond School District 24,500 5 12 19  � � 20 � – 20 b � � � �  19,248 � � � ✓*

 Saltspring Island, BC Gulf Islands Secondary School 650 10 13 18  � � 12 � 6 15 b � �  9,292 � � � 15*

 Surrey, BC Surrey School District 65,880 1.3 6 19  � � 20 � v 20 n � �  11,239    10*

 Toronto, ONT Bond Language Centre 345 50 14 – �  � – � – 15 n   � � � req    15*

 Toronto, ONT McDonald International Academy 450 60 14 – � � 24 � 10 10 b � � � � 6,400    20*

 Trail, BC Kootenay-Columbia School District – 2 12 18  � � 22 � 3 6 n � �  9,735    15*

 Vancouver, BC Vancouver School Board 55,000 1.6 5 18  � � 12 � – 25 i � � �  10,619    10*

 Victoria, BC Victoria International High School Programs 20,000 2.5 13 18  � � 4 � 5 15 n � �  11,062    10*

 Windsor, ONT Academie Ste Cecile International School 257 31 10 20 �  � 40  v v n � � � 16,990 � � � 10*

 Winnipeg, MAN St James - Assiniboia School Division 9,000 1 10 19  � � 4 � 5.5 10 n � �  14,336 � �  10-15*
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Future Course Guides...
February 2007  Language plus surf/scuba diving courses 
March 2007  Paid work placements in the UK
April 2007  High school programmes in the UK

Course Guide
The table above is a general guide only to a selection of high schools in Canada offering programmes for 
international students. All facts should be checked with the individual schools listed. For a school’s contact 
details, please email us with its name, location and the reference: “Course Guide JAN/07”

b beginner e elementary i intermediate n none req on request v varies * on tuition only – information not supplied



36 January 2007

Fierce competition has characterised Spain’s language teaching 
market during the last year, with some schools waging 
commission wars in a bid to attract agents and boost their 

student numbers in what has been a rather slow moving market 
for some. One such school is Centro de Idiomas Quorum in Nerja. 
“We are aggressively marketing to agencies, offering them excellent 
commissions and great services,” states Jose Mendez at the school. 
“We hope that we can diversify the agencies we work with so we 
can reach many more countries.” 
 For a school that had previously relied upon direct bookings, 
Quorum’s agency-centred marketing strategy has paid off. “We 
were fi nally able to break through with agencies [in 2005],” reports 
Mendez. “We had agencies before 2005, but by the end of the year 
many agencies started sending us clients on a more consistent 
basis.” He reports a 125 per cent hike in agency bookings in 2006 
compared with the previous year, which propelled a 10 per cent 
increase in student numbers and 15 per cent growth in students 
weeks in 2005, with similar growth rates for 2006. 
 Another success story was for three-year-old Babylon Idiomas, 
which has centres in three Spanish cities as well as in Buenos 
Aires and Costa Rica. In fact, spokesperson for the school, David 
Anthonisz, claims that,“Babylon Idiomas has been the fastest 
growing language school in Spain, currently running three schools 
under its own management and expanding into new markets every 
year.” Like Quorum, Babylon Idiomas is now turning its marketing 
attention to agents. 
 Other players report mixed results. Malaca Instituto in Malaga 
experienced static student numbers in 2005 and a slight increase 
in 2006, whereas its newer sister school, La Brisa, ”increased 
signifi cantly” in both years, according to Marketing Director, Bob 
Burger. Estudio Sampere, which has several centres in Spain and one 
in Ecuador, recorded a four per cent decrease in student numbers 
in 2005, but a healthy 15 per cent hike in 2006. This was achieved, 
in part, to a 14 per cent rise in students from Korea – a considerable 
success in a market dominated by European students. But Juan 
Manuel Sampere, Managing Director of the school, admits, “Our 
main markets are the USA and Europe. [We have] very few from Asia 
and none from Africa.”
 Diversifying the student nationality mix is something that 
concerns most schools. Just over 50 per cent of language travellers 
to Spain are from Western Europe, according to our annual Spain 
Status statistics (see Language Travel Magazine, September 2006, 
page 51), and the main source countries for Spanish schools are 
Germany, the UK, the Netherlands, the USA and Sweden. 
 One of the main obstacles to schools barring them from 
spreading their marketing reach is the restrictive Spanish visa 
regulations for students from some countries, meaning that most 
schools concentrate their marketing efforts on non-visa countries, 
as Anthonisz explains. “We’ve had no problems processing and 
obtaining visas for students who genuinely seek to learn Spanish,” he 
asserts, but he adds, “We do not process applications from countries 
such as Senegal, Nigeria or Pakistan since we learned that the 

Spanish
competition

to zero.” Burger adds, “Visas are practically 
impossible from most Far East countries 
– except Japan and Korea – and also India, 
Pakistan, etc.”
 In terms of expansion, the hot spots 
for Spanish language schools are closer 
to home. Sweden represents a good 
opportunity as, according to Mendez, 
Spanish is mandatory in Swedish schools. In 
addition, he says, Quorum is targeting new 
European Union members in Eastern Europe 
through a strategy of special offers and 
prices. “As many Eastern Europeans gain 
the right to work in Spain in the next year, 
then their interest to learn the language will 
increase dramatically,” he asserts.
 The year ahead looks like a busy one for 
most language schools in Spain, with student 
numbers forecast to rise by at least eight 
per cent. However, aggressive marketing 
campaigns will continue to dominate the 
scene and the role of the agent looks set to 
become even more important in the future.  

Aggressive marketing campaigns are being conducted by some language 
schools in Spain to create a broader student nationality mix, while attention is 
also being focused on a diverse product range. GILLIAN EVANS reports. 

Course 
developments

The Spanish language 
is favoured by students 
with both serious and 
recreational motives, 
meaning that schools 
have to offer a good 
range of programmes 
to tap into the wide 
ranging demand. Bob 
Burger from Malaca 
Instituto in Malaga ob-
serves, “Agents seem 
to like schools that are 
able to offer more than 
‘intensive’ courses.“
 Jose Mendez 
from Centro de 
Idiomas Quorum in 
Nerja reports increased 
interest in Dele exam 
preparation. “The Dele 
has become more 
and more important 
for those trying to 
fi nd jobs in Spain and 
in Spanish-speaking 
countries,” he explains. 
 To tap into 
demand for short 
intensive courses 
specifi cally targeted at 
professionals, Babylon 
Idiomas has launched 
Español Expres. “This,” 
says David Anthonisz 
at the school, “is 
geared towards busi-
ness people who wish 
to get to grips with 
Spanish in the shortest 
time possible.”
 Estudio Sampere, 
meanwhile, has 
launched a work 
experience programme 
at its Alicante and El 
Puerto branches, while 
it has targeted another 
niche of the leisure 
market by developing 
a course for students 
aged 50-plus.
 Offering Spanish 
with dance, particularly 
Flamenco, is also a 
winning mix. “We have 
decided that we will 
start offering dance 
classes – Salsa, Mer-
engue and other styles 
– in the same format 
as our Flamenco and 
Spanish programme,” 
relates Mendez.

7.
5.5%

8. French 3.5%

Source: LTM Status Survey, fi gures rounded to nearest half

5. Scandinavian/ 
Finnish 10%

6.     Italian 6%

Top student nationalities in 
Spain by student weeks, 2005

3.        US 14%

3.  G e r m a n 
14%

.  Dutch 15%

Other 12%

9.     Swiss 3%

10.     Austrian 
2.5%

2.     B r i t i s h 
14.5%
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Quality agents looking for a quality school in Berlin, please contact:
Neil Ramsey, inlingua Berlin, Kronenstr.55-58, 10117 Berlin, Germany
T: [49] 3088471190 • F: [49] 30884711999 • nramsey@inlingua-berlin.de

• Private lessons • Group lessons • Holiday courses • Exam preparation 
courses • ‘Everday German’ course • German for Executives • Internships in 
German companies upon request • unlimited internet access • airport trans-
fers available • accommodation in host family, residence, hotel etc. • excellent 
recreational/cultural programme • ‘Lunch with a trainer’ additional service 

WWW.INLINGUA-BERLIN.DE

Deutsch lernen in Berlin 

Friendly, professional and effi cient German language school 
in the historic centre of Berlin

Pestalozzistr 96-97, D 10625 Berlin
Tel.: +49(0)30.313 8121 • Fax: +49(0)30.312 5089

info@lichtenberg-kolleg.de • www.lichtenberg-kolleg.de

Intensive German
•   all-year-tuition
     •   summer program
           •   small classes
                 •   experienced teachers
                       •    budget prices
                             •    pleasant location West Central

Enjoy the opportunity 

to visit Spain and meet 

Spain’s Quality 

Language Schools!

Ctra. Nacional 340, Km. 189,6 • 29604 Marbella (Malaga) • Spain
Tfno. Fax: 952 83 11 53

info@fedelespain.com • www.fedele.org

IX FEDELE ANNUAL MEETING
Agents Workshop in Spain

We are looking for new agents 
to invite to this year’s edition! 

More information at FEDELE’s NEW WEBSITE:

www.fedele.org

http://www.hothousemedia.com/ltm/ltmbackissues/jan07web/esade.htm
http://www.hothousemedia.com/ltm/ltmbackissues/jan07web/inlinguaberlin.htm
http://www.hothousemedia.com/ltm/ltmbackissues/jan07web/lichtenberg.htm
http://www.hothousemedia.com/ltm/ltmbackissues/jan07web/fedele.htm
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