agency survey

France’'s modest rise

The French market increased in 2003, although many agents said that their businesses were less than

buoyant due to growing price concerns among their clients.
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e The total number of students placed by the seven agencies in our survey was 3,088

¢ Individual agencies placed between 298 and 750 students on language courses in 2003

e Average growth of combined agency business was 10 per cent

¢ Only one agency charged their clients a handling fee

e Commission rates varied from 10 to 25 per cent and averaged out at 19 per cent

e On average, agents represented 40 schools overseas in 11 countries

e Typically, only six per cent of clients approach French agencies with a school in mind

¢ On average, agents forged partnerships with five new schools in 2003
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Market growth

Overall, French agency busi-
ness grew by 10 per cent in
2003, according to this year’s
Agency Survey, with five out
of the seven agents who re-
sponded reporting an increase
in their business over the pre-
vious year. This increase is
less than the previous year
when our survey results indi-
cated an average increase of
30 per cent (see Language
Travel Magazine, July 2003,
pages 10-11). Some of the
reasons given by agents for
the lack of buoyancy in their
business included the rising
costs of language travel and
the short study period fa-
voured by French students for
studying a language overseas.

Student trends
Our survey this year showed
a growing trend for French
students undertaking a lan-
guage learning trip abroad for
the sake of their stud-
ies at home, with

fied as showing the most
promise for future growth,
according to nearly 50 per
cent of our respondents.

Language and destina-
tion trends

English was by far the most
popular language choice
among agency clients, with
79 per cent of clients choos-
ing to study English in 2003.
Spanish was the second most
popular choice, followed by
German and Italian. The most
popular destinations with stu-
dents were the same as in our
previous survey with the UK
on top, followed by Australia,
the USA, Ireland and Malta.
However, Australia’s share is
skewed because one agency
only sent students to this
country. A higher number of
students opted for au-pair
programmes in 2003 com-
pared with the previous year,
although one agency dealt

exclusively with au-pair
bookings. Other popular
types of programme were
general, intensive and one-to-
one courses.

Agency business

The Internet and word-of-
mouth remained the most
successful means of reaching
new students with 42 per cent
and 37 per cent of clients re-
cruited by these methods in
2003. The Internet is now the
most successful student re-
cruitment method, up from
second place in our previous
survey, accounting for 42 per
cent of new bookings. July
was the most popular month
for language travel in 2003
with 27 per cent of French
students choosing this month
to travel overseas to learn a
language. A further 15 per
cent of students preferred to
study in June or September
and 10 per cent in August.

Forecast for 2004

agents reporting that
66 per cent of their
clients overall gave
this reason as their
motivation for study-
ing overseas. Last
year, only 27 per cent
of agency clients were
learning a language
for this reason while
the majority, nearly
48 per cent, gave cur-
rent work purposes as
their main motivation.
The 18-to-20 year old
age group was identi-

Economic overview

* France’s economy has been experiencing
something of an upturn in recent months, growing
by 0.8% in the first quarter of 2004. This figure
was an improvement on the 0.5% increase
predicted by economists.

* Household consumption is playing a major role in
boosting France’s economy although the upturn
experienced so far has had little noticeable effect
on employment levels.

e |nflation is expected to reach a peak of 2.6% in
2004, before returning to a steady 2% by the end
of the year. The average annual GDP growth for
2004 is expected to be 2.3%.

l Sources: INSEE ‘

Agents were largely
non-committal about
what the future holds
for the year-end with
few respondents giv-
ing an opinion. But
one agent did say that
they would continue
to look for pro-
grammes that offered
value for money in
order to respond to
student demand for
cheaper or value-for-
money courses in the
French marketplace.
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Percentage of agents who
recognised each of the
following organisations

LUREIIES
Acpet 50%
English Australia 50%

Capls 0%

Canada Language Council 16%

Souffle 33%
L'Office 67%
Unosel 16%

Ireland
MEI~Relsa 67%

Feltom 50%

New Zealand
Appel 0%
Crels 0%

- Education NZ 16%

Fiels 0%

Portugal

Aeple 0%

ABLS 67%

English UK 33%
British Council 100%

Eaquals 16%

AAIEP 33%
Accet 33%
CEA 16%

UCIEP 0%

International
lalc 50%
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