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Thai market steady
Agents taking part in this year’s Agency survey on Thailand reported a slow year in 2004, 
although predictions for the future remain hopeful due to continued interest from students in 
study abroad programmes. 

agency survey

Key points

Economic overview

• The Private Consumption Index (PCI) in 
 Thailand declined by 0.5 per cent in January,  
 although it showed some improvement on the  
 decline of 1.2 per cent in the previous month. 

• The Consumer Price Index (CPI) rose by 2.7  
 per cent at the beginning of this year com-  
 pared with the same period last year. Non-  
 food prices rose by 1.8 per cent while food  
 prices rose by 4.3 per cent year on year.

• In January the Thai baht appreciated to 38.5  
 baht per US dollar, owing mainly to investment  
 by foreign funds in the Thai stock market as  
 well as confi dence in the Thai economy follow- 
 ing the general election.

Source: Bank of Thailand

80%80%
11.5%11.5%
1. Studies overseas

2. Current work

3. Studies at home 4%
3. Pleasure 4%
5. Other 0.5%

Reasons for language travel

53.5%53.5%
15%15%
1. Word of mouth

2. Advertising in press

3. Mail shots 11.5%
4. Seminars to students 8%
5. Website 7%
6. Other 4%
7. Advertising in TV/Radio 1%

How do agencies recruit 
students?

Most popular courses

1. Acad. prep. 29%3. Intensive 25%

40%40%
21%21%
1. Australia

2. USA

3. UK 20%
4. New Zealand 8%
5. Canada 7%
6. China 1%
6. Switzerland 1%

Top destinations

38%38%
22%22%
1. Workshops

2. LTM/ETM

3. Fairs and expos 15%
4. Internet 12%
5. Other press 2%
6. Other 11%

How do agencies fi nd new 
schools to represent?

• The total number of students placed by the 10   
 agencies in our survey was 1,634

• Individual agencies placed between 50 and 380   
 students on language courses per year

• The realistic average business growth was one per  

 cent in 2004.

• The average student spend on tuition and   
 accommodation per week was US$268

• Thirty per cent of agencies charged their clients a   
 handling fee of between US$50 and US$130

• Agency business peaked during March and July. 

• The average length of stay for Thai students was 15  

 weeks

• On average, our agent respondents represented 107  

 schools in fi ve countries

2. General 25%

our previous Thai Agency Survey, with 
future studies overseas being the principle 
motivation. Academic preparation courses 
were also the favourite courses chosen 
by Thai students, followed by general and 
intensive programmes and exam preparation. 
With Thai students showing such an 
academic focus to their language studies, 
it is not surprising that the majority – 87 
per cent – of students were aged between 
19 and 30 and this age group was largely 
identifi ed by agents as showing the most 
promise for the future. An increase in interest 
in Masters degree programmes overseas 
was also fuelling an increase in the number 
of students in their late 20s studying abroad. 

Agency business

Agency clients had a fi rm idea of the country 
they wanted to study in before seeking 
an agent’s advice, with 82 per cent having 
already chosen their destination. However, 
40 per cent of these students went on to 
change their minds after consulting an agent. 
Accredited schools were also important to 
Thai students, with agents reporting that an 
average 71 per cent of clients actively sought 
schools accredited by an association.  

Looking ahead

Forecasts for the future were mixed although 
a signifi cant proportion of our respondents 
expected business to pick up in the future, 
after two years of slow growth, as the 
economy in Thailand improved. Agencies also 
predicted that Thai students would continue 
to be interested in mainstream studies 
abroad, with the university sector showing 
the greatest potential for growth. 

Market growth

Although overall business increased by 
54 per cent during 2004 for our Thai agent 
respondents, one agency posted a single 
increase of 500 per cent as a result of 
business expansion, which distorts the 
picture of the real state of the Thai market 
during this time. Disregarding the result of 
this one agency, overall business growth 
was a much more muted one per cent, with 
over half of our respondents reporting a 
stagnation or decline in student numbers. 
Reasons given by agents for these less than 
impressive fi gures included economic factors  
as well as increased competition from other 
agencies in Thailand.

Language and destination trends

English was the overwhelming language of 
choice for Thai students, with six agencies 
reporting that 100 per cent of their clients 
asked for English courses. The remaining 
agencies reported a predominance of 
interest in English with occasional requests 
for French, Italian, Chinese or Japanese. 
Australia was the top destination, which is a 
change from our previous Agency Survey on 
Thailand when the UK was the destination 
of choice for the largest number of students 
(see Language Travel Magazine, March 2004, 
pages 12-13). This year, the UK was the third 
most requested destination behind Australia 
and the USA.  

Student and course trends

The reasons given by students for studying 
a language overseas remained similar to 

4. Exam prep. 9.5%

7. Lang. + work 1%
7. Business 1%
7. Junior prog. 1%
7. Other 1%
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6. Uni. foundation 1.5%
5. Summer vac. 6%

Percentage of agency business 
by age group

2. 25-30 31%
1. 19-24, 56%

4. 12-15 4%
5. 31-50 2%

3. 16-18 7%
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English UK 67%

CEA 44%

Appel 22%

Souffl e 0%

Asils 0%

Feltom 11%

Aeple 0%

Ialc 33%

Eaquals 0%

L’Offi ce 0%

Fedele 0%

UCIEP 56%

Crels NZ 11%

Fiels/Eng NZ 56%

ABLS 33%

Australia

Acpet 56%

Canada

CLC 22% 

France

Unosel 11%

Ireland

Capls 44% 

Italy

New Zealand

Educ. NZ 67%

Portugal

UK

Europe

USA

International

Malta

Spain

AAIEP 78%

Accet 44%

Percentage of agents who recognised 

each of the following organisations

MEI~Relsa 22%

British Council 100%

EA 89%

FLE 0%


