agency survey

Slow-moving Spain

Despite Spain being a country with one of the more healthy economies in the European Union, growth in
the Spanish language travel market remains muted, according to the agencies that took part in this

issue's Agency Survey.
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® The total number of students placed by the 10 agencies in our survey was 3,073

e Agencies placed between five and 1,350 students on language courses per year

e Student numbers increased by an overall average of 3.5 per cent

e Average length of stay for Spanish students was 4.8 weeks

e Commission rates ranged from 15 per cent to 25 per cent, averaging out at 20 per cent

e The average spend on tuition and accommodation per week was €589 (US$667)

e Overall, 58 per cent of agency clients took a language programme during July and August
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Market growth

Growth in the Spanish lan-
guage travel market remained
subdued in 2002. Of the 10
language travel agencies that
took part in our Agency Sur-
vey this year, 70 per cent of
respondents said that their
bookings had grown in 2002,
at a rate of between two and
30 per cent, and one respond-
ent indicated that the number
of bookings had remained the
same as the previous year. A
further 20 per cent of re-
spondents reported that their
client numbers had dropped
between 10 and 50 per cent.
However, the 50 per cent de-
crease was experienced by an
agency that deals exclusively
in executive bookings, a sec-
tor that has been badly
affected throughout Europe
by the weak euro and slow
economy in 2002. Overall,
the language travel

gramme for their studies at
home, whereas this year, this
was the reason why an esti-
mated 32 per cent of students
took a course overseas, with
learning a language for work
purposes, either current or
future, motivating 50 per cent
of students. Agents generally
identified 16 to 30 year olds
as being the growth sector of
the future, as parents of
younger students are keen to
invest in their children's fu-
ture and university students
prepare for the job market.

Course trends

English was the language of
preference for most clients,
and interestingly it would ap-
pear that demand for other
languages is decreasing. In
last year's survey, 10 per cent
of students chose German
language courses and eight

per cent French courses, pos-
sibly linked to the fact that
France and Germany are
Spain's top import/export
destinations. This year, Ger-
man and French courses
accounted for only five per
cent of demand each. In terms
of language travel destina-
tion, the UK remained the
favourite, followed by Ire-
land, Germany and the USA.

Agency business
Spanish language travellers
generally knew which coun-
try they wanted to study in
before seeking agency ad-
vice. Agents estimated that
around 74 per cent of clients
came to them with a fixed
idea of the country they
wanted to study in, 31 per
cent knew the city and five
per cent already had a fixed
idea about the school. After
agency advice, an esti-

cent last year.

changed their mind

Student trends
Although the majority

¢ Despite the uncertain international environment
that characterised the start of 2003, the Spanish
economy has remained relatively stable, with
GDP rising by 2% in the first quarter of 2003.

about the country, 30
per cent the city and 31
per cent the school.

(64 per cent) of agency

clients were aged be-
tween 19 and 30 years
- a similar proportion to
last year's survey (see

® The Consumer Price Index has been heading
downwards throughout the beginning of this year.
In contrast with last year, which ended with a
December rate of 4%, the first four months of 2003
have cut inflation back to 3.1 %

Forecast for 2003

Year-end forecasts for
the Spanish language
travel industry remain
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conservative, with most

Magazine, August
2002) - the reasons be-
hind taking a course
overseas seem to have

* Disposable income has continued to grow thanks
to the rising employment rate and lower personal
income taxes. In 2002, the unemployment rate
stood at 11.5%, dropping to 8.6% in May 2003.

agents hoping to main-
tain their 2002 numbers
or see a slight increase
in bookings. A mix of

shifted. In our previous
survey, agents esti-
mated that 58 per cent

® Spain's key trading partners are France and
Germany, although the economies in these
countries are slowing, compared with Spain

the Iraq war in 2003
and the continued slug-
gishness of the global

of their clients took a
language travel pro-

Source: Banco de Espanol, Bloomberg, Ministerio de Economia

economy may hamper
growth this year.
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Percentage of agents who
recognised each of the
following organisations

Australia
Acpet 14%

English Australia 43%
Canada

Capls 43%

CSLP 29%

Pelsa 29%

France
Souffle 43%

Ireland
MEI~Relsa 57%

Malta
Feltom 14%
New Zealand
Education New Zealand 0%
Fiels 0%
Crels 0%
Appel 0%

Portugal

Aeple 14%

UK

ABLS 0%
Arels 100%

Baselt 71%

British Council 100%
Europe
Eaquals 29%

USA
AAIEP 29%

UCIEP 0%

Accet 29%

CEA 0%

International
lalc 57%
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