agency survey

Taiwan looking up

After negative growth in 2002, the Taiwanese outbound student market picked up in 2003, despite the
impact of Sars on student bookings.
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e The total number of students placed by the eight agencies in our survey was 1,514

¢ Individual agencies placed between 8 and 500 students on language courses per year

e Average growth for seven of the agencies in our survey was 21 per cent in 2003

e The average spend on tuition and accommodation per week remained steady at US$343

¢ All of the agencies answering the question indicated that they charged a handling fee

¢ French was the second-most requested language by Taiwanese students

® The average length of stay, at 14.3 weeks, was identical to last year’s result

¢ Forty-six per cent of clients asked for an accredited language school

Market growth

According to the eight agen-
cies that took part in our
Agency Survey this year,
there was good growth at
most businesses last year,
with just one agency report-
ing that bookings remained at
2002 levels, while all others
reported an increase in num-
bers. Four agencies singled
out the 25-to-30 year old age
range as the age group show-
ing the most positive growth.
Some agencies noted that de-
spite the negative effects of
Sars, they still experienced an
overall increase in student
weeks in 2003.

Student trends
One agency highlighted the
25-t0-30 year old age group
as akey language travel client
group because some take a
language course abroad as a
holiday after a few years of
working. The Taiwanese mar-
ket has a high
proportion of clients
learning a language

the annual business and 80
per cent of clients requested
host family accommodation.

Course and destination
trends

The UK remained the
number-one destination
choice for the second con-
secutive year, accounting for
39 per cent of student book-
ings. Although one agency
dealt solely with the UK,
across all the other respond-
ents’ business, it still came
out as the first choice overall.
In second place this year was
Canada, up from fourth posi-
tion last year and preceding
the USA, which remains the
third favourite destination
choice. Singapore was noted
by one agency respondent as
a destination of note, and five
per cent of Taiwanese stu-
dents are now thought to
study here, based on our sur-
vey. Australia was the choice

Economic overview

of seven per cent of students,
as was France.

Agency business

Taiwanese agencies now at-
tract more clients via their
website than by word-of-
mouth recommendation, with
35 per cent of new clients
coming from the Internet
compared with 31 per cent
from word of mouth. All of
those agencies surveyed
charged a handling fee to stu-
dents, of whom 83 per cent
were individual clients. Ac-
cording to agents, 69 per cent
of students had a clear idea
about which country to study
in, while 38 per cent had pre-
selected a city and 26 per cent
a school. Agents estimated
that around half of those stu-
dents would go on to change
their mind about the school
and/or city on agency advice.

Looking ahead

Agencies seem opti-
mistic about market
performance to the

for pleasure only — 18
per cent this year and
21 per cent last year.
In contrast, in Korea,
for example, only five
per cent of clients

® Exports out of Taiwan grew 25% year on year in
the second quarter of 2004 and private
investment also increased. The indications are
that the economy is increasingly robust this year,
and the prediction for annual GDP growth has
increased to 5.87% from 5.41%.

year end and on-
wards. One agency
cited the current eco-
nomic recovery as
boosting opportunity,
while others men-

were reported to
learning a language
for pleasure only (see

Second-quarter GDP growth of 7.67% was the
economy'’s best quarterly performance since the
first quarter of 2000.

tioned a new website
or increased promo-
tion in the pipeline.

Language Travel
Magazine, September
2004, page 12-13).
Bookings for July,

Private consumption in Taiwan is expected to grow
by 2.7% this year, although spending will be linked
to the impact of any rise or fall in crude oil prices

on the local economy.

Increasing interest in
other European lan-
guages and in
language plus courses

August and Septem-
ber made up half of

‘ Sources: Forex News; eTaiwanNews.com;, Taipei Times

was noted by a further
‘ respondent.

Language Travel Magazine, November 2004
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AAIEP 50%

Accet 33%

CEA 16%

British Council 83%

d each of the
following organisations
English Australia 33%
Education NZ 33%

MEI~Relsa 33%
Fiels 33%

English UK 66%

Capls 33%

CLC 33%
UCIEP 33%

recognise

Acpet 16%
Asils 16%
Appel 16%
Crels 16%
Eaquals 16%

ABLS 16%

Percentage of agents who

Australia
Souffle 0%
L'Office 0%
Unosel 0%
Ireland

Italy

Feltom 0%
New Zealand
Portugal
Aeple 0%
Fedele 0%
UK
International
lalc 0%
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