
Language Travel Magazine 13

LANGUAGES OUT THERE
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At Languages Out There we combine the classroom 
with the real world. It’s the best way to learn language 
as it is written, spoken and used now. To find out what 
an ASBO is, visit the UK and smash a few windows. 
Or visit our website, where you can also check out our
global network of schools and the languages they teach.

www.languagesoutthere.com
GET OUT THERE AND LEARN
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Swiss hopes
The outbound student market in Switzerland experienced improved fortunes in 2005, according 
to 12 education travel agencies, with the needs of business fuelling increasing interest in 
language learning programmes. 

agency survey

3. Other 14%

4. Mailshots 9%

5. Advertising in press 5%

6. Seminars to students 1%

55%55%
16%16%
1. Word of mouth

2. Website

Student and course trends

Language skills are becoming an increasingly 
common requirement within the workplace 
and a large proportion (30 per cent) of agency 
clients indicated that they were learning 
a language for their current job. This is in 
contrast to the fi ndings of our previous survey 
when a greater percentage (44 per cent) 
were said to be learning a language largely 
to help their current studies at home. In our 
current survey, just 22 per cent of students 
had current studies as the motivation behind 
their language travel trip. Correspondingly, 
business courses were a more popular 
course choice, making up seven per cent of 
placements compared with three per cent 
previously, while academic-focused language 
courses decreased in popularity from 24 per 
cent in 2003 to 14 per cent in 2005. 

Agency business

Most students found their agency by word-of-
mouth recommendation and this proportion 
increased slightly from 47 per cent to 55 per 
cent. Agent respondents said that 41 per cent 
of their new school contacts were made at 
workshops, up from 32 per cent previously. 
An increasing number of contacts were also 
made through Language Travel Magazine and 
Education Travel Magazine last year (19 per 
cent compared with six per cent in 2003).

Looking ahead

Most agents who expressed an opinion 
predicted business would grow in the future, 
in line with an improving economy. Some 
agencies also described initiatives that they 
were planning, which included overhauling 
a website and increasing a range of 
programmes in Australia and New Zealand. 

Market growth

Most of the agencies taking part in this year’s 
Agency Survey on Switzerland reported 
business growth in 2005, although two 
said that they had experienced declines of 
seven per cent and 25 per cent respectively. 
Percentage increases ranged from one 
to 30 per cent among the rest of our 12 
respondents, while the overall change in 
business was growth of fi ve per cent. When 
we last looked at the Swiss market, just 
seven of nine agencies reported an increase 
in business, although the overall growth was 
larger at eight per cent (see Language Travel 
Magazine, August 2004, page 14-15). Agents 
highlighted better economic conditions as 
having a positive effect on their business 
last year, while one of the agencies that 
experienced a decline in bookings in 2005 
said that this was due to strong competition.

Language and destination trends

Languages other than English were requested 
by a greater proportion of students this year, 
according to our agents, with English asked 
for by 69 per cent of clients, compared with 
77 per cent in 2003. French was the most 
popular language after English, chosen by 
15 per cent of clients (up from nine per cent 
previously), followed by Spanish (eight per 
cent – down from nine per cent), Italian 
(four per cent – up from three per cent) and 
German (four per cent). The UK’s popularity 
as a study destination has also decreased 
since our last survey, attracting just 10 per 
cent of students, compared with 25 per cent 
previously. Instead Malta has emerged as a 
more popular destination, while Australia and 
Canada remained the most popular countries 
for students wanting to learn English.  

How do agencies recruit 
students?

3. LTM/ETM 19%

4. Internet 9%

5. Other 8%

How do agencies fi nd new 
schools to represent?

41%41%
23%23%
1. Workshops

2. Fairs and expos

3. Studies at home 22%

4. Pleasure 12%

5. Other 10%

6. Studies overseas 4%

Reasons for language travel

30%30%
22%22%
1. Current work

2. Future work

29%29%
23%23%
1. Australia

2. Canada

3. UK 10%

4. Malta 7%

5. New Zealand 4%

5. USA 4%

7. France 2%

7. Spain 2%

7. South Africa 2%

Top destinations

•  The total number of students placed by the 12  
 agencies in our survey was 3,120

•  Individual agencies placed between 35 and
 2,000 students on courses per year

•  Average business growth was 5.2 per cent in
 2005

•  The average length of stay for Swiss students  
 was 6.9 weeks

•  Overall, 79 per cent of Swiss students stayed  
 in host family accommodation when studying  
 overseas

• Ten agencies charged clients a handling fee of  
 between CHF40 (US$31) and CHF75 ($60)

•  On average, agencies worked with 66 schools
 in 18 countries

Key points

Top languages

Most popular courses

•  Economic growth in Switzerland improved
 during the second half of 2005, driven mainly by  
 the export sector. Real GDP in the third quarter  
 was up 4.3% on the previous period, while the  
 number of employed persons increased slightly. 

•  Merchandise exports in 2005 totalled US$121.5  
 billion in 2005, while merchandise imports were  
 US$114.9 billion, resulting in a trade surplus of  
 US$6.6 billion.

•  Economic growth is expected to continue   
 throughout 2006 with the Swiss National Bank  
 predicting a 2% growth in real GDP year on  
 year. Exports are likely to increase due to a  
 robust global economy.
Source: Swiss National Bank, The Economist

Economic overview

4.          Junior 
progs 13%

7.          Lang + 
work exp 3%

6.      Business 
7%

5.  Summer 
vacation 8%

1. Intensive 
33%

2. General 
20%

3.  Academic/
exam prep.14%

              Other 
2%

3. Spanish 8%

4.    Italian 4%

2.  French 14%

1. English 69%

German 4%

Other 1%
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For further information please visit 

www.englishaustralia.com.au

We have put together an exciting program for all participants.
Agents who attend the Workshop will have the opportunity to
meet a range of institutions form across Australia.

The Workshop program 
will feature:
• Two days of appointments with
 Australian institutions
• Informative agent seminars
• Post-Workshop regional tour options
• Spectacular social program
• Registration is FREE

www.hothousemedia.com
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EA 58%

Acpet 25%

CLC 42% 

Capls 33% 

MEI~Relsa 50%

English NZ 25%

British Council 92%

ABLS 8%

Accet 58%

CEA 8%

UCIEP 0%

Ialc 58%

Quality English 25%

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%

Feltom 58%

Fedele 58%

Eaquals 50%

Asils 33%

Italian in Italy 25%

       Ed. NZ 33%

Aeple 8%

Souffl e 50%

FLE 0%

Unosel 8%

L’Offi ce 0%

English UK 83%

Appel 0%

Eltasa 0%

South Africa

English SA 17%

AAIEP 33%
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