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clients (see Language Travel
Magazine, April 2002, pages
12-13). Junior and teenage
students were identified by
most respondents as the
growth areas for the future
because, according to one
agent, parents wanted to in-
vest in their children’s
education to secure their fu-
ture. The relatively low age of
students also meant that
learning a language for stud-
ies at home was the most
common reason for students
taking a language course.

Russia’s vitality
Russian agents reported another healthy year in 2001 and are confident that the market will continue on

its growth curve in the foreseeable future.

Key points

• The total number of students placed in 2001 by our 10 agency respondents was 1,162

• Individual agencies placed between 14 and 235 students on language courses per year

• Average growth of combined agency business in 2001 was 19.9 per cent

• Commission rates from schools ranged from 19 to 25 per cent, averaging 20 per cent

• 57 per cent of Russians took their language course in the months of June, July and August

• The average length of stay for Russian students was five weeks

• 65 per cent of Russian students stayed with host families

• Six agents charged a handling fee of between US$50 and US$150

• The average spend on tuition and accommodation was US$340

• The number of countries represented by the agencies ranged from four to 24

Market growth
The Russian language travel
market remains buoyant, with
all but one of the 10 language
travel agencies that took part
in our survey this year report-
ing growth of between 10 and
40 per cent (the remaining
respondent said student num-
bers had remained the same).
Overall, growth averaged at
just under 20 per cent in 2001,
following growth of 23.5 per
cent in 2000 (see Language
Travel Magazine, September
2001, pages 16-17). The main
reason given by the
agents for this enviable
performance is the con-
tinued growth of the
Russian economy and
the rise in consumer
purchasing power. Two
agents also mentioned
the fact that they had
stepped up their adver-
tising activities, which
had contributed to their
business growth.

Student trends
The Russian market is
characterised by a rela-
tively young clientele.
Under-18 year olds rep-
resented over 60 per
cent of agency clients
among our respond-
ents, in comparison to,
for example, Brazil
where they accounted
for only 32 per cent of

Language and destina-
tion trends
While nothing has changed
much in terms of language
choice - with English ac-
counting for over 80 per cent
of bookings, German in sec-
ond place and Spanish in
third - there have been some
shifts in destination choice.
The UK still took the lion’s
share of Russian bookings,
but in 2001, New Zealand
was in second place, followed
by Australia. The USA,
which was in sixth position,

accounted for an aver-
age of only two per cent
of bookings in 2001,
compared with seven
per cent last year. One
agent mentioned that
problems with Austral-
ian visas had caused a
decline in bookings for
this country.

Forecast for 2002
All respondents were
optimistic about the fu-
ture. Many mentioned
that the growing
economy would con-
tinue to make language
travel affordable for a
wider cross-section of
the population. One
agent added that declin-
ing standards at some
universities would
tempt more students to
consider study abroad.

agency survey

Economic overview

• In 2001, the real average disposable income of the
Russian population grew by 6%, while average real
monthly earnings of workers rose by 19.8%.
However, the distribution of wealth is extremely
uneven, and it is estimated that around 30% of the
population still lives near or below the poverty line.

• Despite the sharp downturn in the world’s
economy, Russia maintained its healthy GDP
growth, which was up by 5.1% in 2001, following
increases of over 5.5 % in 2000 and 8.3% in 1999.

Source: CCTV.com; Executive Intelligence Review
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Reasons for language travel

Current work
27%

Pleasure
5%

Studies
overseas

39%

Studies at
home
27%

How do agencies find new
schools to represent?

Internet
13%

Other
19%

Lang. fairs
and expos

18%
Workshops

40%

LTM/ETM
10%

Age range of clients

50+
8%

25-30
11%

19-24
20%

30-50
6%

8-11
2%

12-15
33%

Mailshots
5%

• Production and investment was also up, with
industrial production increasing by 5% and
investment in the prodution sector by almost 9%.
Between 2000 and 2001, there was also a 21%
growth in the export of machinery and vehicles.

• Economists estimate GDP growth of between 2%
and 4% in 2002, while inflation will be at about
16%, and investment will grow by 5% to 6%.

Other
2%

How do agencies recruit clients?

TV/radio
6%

Other
11%

Website
12%

Press
advertising

31%

Russia’s vitality

Top destinations

Ireland
4%

Spain
4%

Germany
3%

USA
2%

Malta
3%

France
2%

New Zealand
8%

Australia
5%

Others
27%

UK
42%

Most popular courses

Academic prep.
7%

Lang. + work
3%

Language plus
2%

Others
1%

Business
3%

General
28%

Summer vac.
15%

Exam
9%

Junior
15%

Intensive
17%

16-18
20%

Word of mouth
35%
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Percentage of agents who
recognised each of the
following organisations

EA 60%

Australia

Capls 40%

Canada

Pelsa 50%

Malta

CSLP 10%

New Zealand

UK

Arels 90%

Baselt 40%

Eaquals 30%

Europe

ABLS 20%

Education New Zealand 80%

1111

Thank you to the following agencies for taking part in our

survey: Greenwich Meridian Tours; International Tourizm Company;

Language Link; Meganom; Oxbridge Educational Travel Consulting;

Parta; System-3 Language and Communication School; University

Council; Uros; VIP Service International

USA

UCIEP 20%

Accet 50%

Ialc 50%

International

AAIEP 10%

CEA 10%
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British Council 100%

IDP 0%

CEC Network 0%

Fiels 0%

AEPLE 0%

Portugal

Souffle 0%

France

Ireland

MEI~Relsa 80%

Feltom 80%

Spain

Fedele 40%

Olé 10%


