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ture growth. A further four
agents indicated that the 16-
to-18 year old age group
would show favourable
growth in the future. How-
ever, despite the academic
goals of some clients, the av-
erage length of stay, at 9.2
weeks, was relatively low
compared to other markets,
although it was considerably
higher than the five-week av-
erage recorded last year.

Course trends
English was the most com-
mon language learnt by
Russian language travellers,
accounting for 85 per cent of
agency bookings. Spanish
was in second place with five
per cent, followed by German
with four per cent and French
with three per cent. In terms
of destination, the UK re-
mained the top choice while
New Zealand was the fa-

Russia’s strength
The Russian language travel industry is largely dependent on school-age children, making it a very

seasonal market.

Key points

• The total number of students placed by the 11 agencies in our survey was 965

• Individual agencies placed between 15 and 240 students on language courses per year

• Student numbers increased by an overall average of 8.9 per cent

• Commission rates ranged from 15 to 20 per cent, averaging out at 19.5 per cent

• The average spend on tuition and accommodation per week was US$402

• Average length of stay for Russian students was 9.2 weeks

• Overall, 57 per cent of agency clients took a language programme during July and August

Market growth
Despite the buoyancy of the
Russian economy, growth in
the language travel market
slowed to 8.9 per cent in the
first half of 2003, after expe-
riencing healthy growth of
just under 20 per cent in 2001
(see Language Travel Maga-
zine, September 2002, pages
10-11). As the Russian lan-
guage travel market is largely
motivated by parental aspira-
tions to invest in their
children’s education, the war
in Iraq and the Sars outbreak
in the first half of the year
made parents reluctant to
send their children overseas.
Nevertheless, 56 per cent of
agents said they had experi-
enced an increase in student
bookings of between 10 and
35 per cent in the first half of
the year, while 22 per cent of
agents reported a drop in
enrolments of between five
and 10 per cent and a
further 22 per cent said
their numbers had re-
mained the same.

Student trends
Young students are
very important to the
Russian language travel
market, with under-18
year olds accounting
for 52 per cent of
agency bookings, and
12-to-15 year olds
alone making up a third
of all agency clients.
Indeed, this age group
was identified by three
agents as holding the
most potential for fu-

voured newcomer, with its
share increasing from eight
per cent last year to 15 per
cent this year. The Russian
market is highly seasonal,
with 73 per cent of students
taking their courses during
the summer months of June,
July and August.

Agency business
Although a high proportion of
Russian agency clients (80
per cent) knew the country in
which they wanted to study
before they sought agency
advice, only 27 per cent knew
the city and nine per cent al-
ready had a fixed idea about
to school they wanted to at-
tend. After a consultation
with the agent, roughly a third
of clients would typically
change their mind about their
chosen country, city and
school. Word-of-mouth rec-
ommendations accounted for

47 per cent of agency
clients overall.

Forecast for 2003
Year-end forecasts for
2003 were relatively
upbeat, with agents pre-
dicting a growth of
between five and 30 per
cent and further good
growth for 2004. This
was largely owing to
the continued health of
the Russian economy,
although many re-
spondents also said that
the level of growth
would also depend on
the uncertain interna-
tional situation.

agency survey

Economic overview

• The value of individual bank accounts in rubles
and foreign currency as of April 1, 2003, increased
47.5 per cent year on year.

• The Russian economy performed well in the first
few months of 2003, with real GDP growth in the
first quarter estimated to be 6.8 per cent.
However, lower oil prices and the continuing
problems of the business environment will lead to
slower growth in 2004.

Source: Bank of Russia, economist.com
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• The continued economic growth and slowing
inflation in the first quarter of 2003 led to a rise in
household real money income of 14.4 per cent in
comparison to the same period in 2002.

Top destinations
Malta
5%

Australia
4%

USA
4%

Germany
2%

New Zealand
15%

Ireland
7%

Most popular courses

Academic prep
5%

Work
experience, 4%

University
foundation, 4%

Business
3%

Junior
2%

Intensive
17%

Other
15%

General
28%

Reasons for language travel

Current work
23%

Pleasure
6%

Studies at
home
34%

Studies
overseas

37%

Age range of clients
8-11
6% 31-50

3%

51+
1%

12-15
31%

25-30
9%

19-24
24%

TV/radio
3%

Client recruitment

Mailshots
4%

Website
17%

How do agencies find new
schools to represent?

Internet
10%

LTM/ETM
20%

Fairs/expos
20%

Other
7%

Workshops
42%

UK
47%

Other
16%

16-18
26%

Summer, 22%

• The inflation rate for 2003 is estimated to be 10 per
cent, while GDP growth to the year-end is
expected to reach 3.5 per cent.

Other press
1%

Word-of-mouth
recommendation

47%
Press
28%

Russia’s strength

Other
1%
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Thank you to the following agencies for taking
part in our survey:     Direct Talk Bureau for
International Educational Programs; Ekaterinburg
Centre Education Abroad; Intense LBC;
Mandarin Travel Company; Natalie Svirskaya;
Parta International; Rosk-Inlingua; Sorma Inter;
Takt & Partners; University Council; VIP Service
International

Percentage of agents who
recognised each of the
following organisations

Acpet 25%

Australia

Capls 38%

Canada

CSLP 25%

Malta

New Zealand

UK

Arels 88%

Eaquals 50%

Europe

USA

UCIEP 38%

Accet 63%

International

AAIEP 25%

British Council 100%

Ireland

Baselt 50%

Pelsa 25%

France

Souffle 38%

ABLS 13%

CEA 50%

Ialc 63%

MEI~Relsa 100%

English Australia 25%

Portugal

Aeple 13%

Feltom 88%

Education New Zealand 63%

Fiels 13%

Crels 13%

Appel 13%


