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Course and destination
trends
The types of course that were
popular with Korean agency
clients reflect the focus on
continuing education. Aca-
demic preparation courses as
well as university foundation
courses were popular, al-
though general and intensive
courses account for almost
half of student bookings.
English was the number-one
language requested followed
by Japanese. In terms of des-
tination, the USA has grown
in popularity compared with
our previous survey, which is
surprising because in other
markets it has lost favour with
students recently. The UK
overtook Canada to be in
number-two position, but one
agency did deal only with UK
bookings. Otherwise, the
league table of nations in

Korea still low
Following negative growth last year, the South Korean language travel market is still depressed, and the

outlook is not overly optimistic, according to our agency respondents.

Key points

• The total number of students placed by the nine agencies in our survey was 9,916

• Individual agencies placed between 21 and 4,500 students on language courses per year

• Average growth of combined agency business in 2003 was -4 per cent

• Average commission at 17.5 per cent was slightly lower than the figures often recorded

• An agency’s website has become the most important tool for recruiting students in Korea

• The average spend on tuition and accommodation per week was US$301

• Twenty-five per cent of students were studying in order to get a job

Market growth
Six of the language travel
agencies that took part in this
issue’s survey said their stu-
dent numbers had decreased
in 2003, and across all agents’
businesses, the overall growth
rate last year stood at minus
four per cent. This follows
negative growth of one per
cent in our previous survey of
the Korean language travel
market (see Language Travel
Magazine, December 2003,
page 10). The war in Iraq, the
Sars outbreak and the eco-
nomic recession in Korea
were all cited as reasons for
the market’s poor perform-
ance.

Student trends
There are two clear trends in
terms of student motivation
for taking a language course
overseas. According to our
agent respondents, 55
per cent of students
enrol on a language
course in order to gain
acceptance into a uni-
versity or college
overseas, while 25 per
cent of students
thought that improv-
ing their language
fluency would help
their employment
prospects. Last year,
the majority of
agency clients – 81
per cent – were aged
between 16 and 30
years old, while none
of the clients were
aged over 50.

which to study remained rela-
tively unchanged.

Agency business
An agency’s website now ac-
counts for more bookings
than word-of-mouth recom-
mendation, according to our
respondents, with 39 per cent
of overall clients recruited
this way. The Internet is
clearly ubiquitous in Korea –
and two agencies also pointed
out that more students were
booking on the Internet rather
than using an agency. Indi-
vidual clients made up 82 per
cent of business, and January
and September were the most
popular times of year to study
abroad. At 17.5 per cent, av-
erage commission rates were
somewhat low, compared
with Switzerland, for exam-
ple, where the average agency
commission was recorded as

being 23 per cent (see
Language Travel
Magazine, August
2004, page 14). Aver-
age spend per week
by Koreans dropped
from US$432 in 2002
to US$301 in 2003.

Looking ahead
The outlook for the
next 12 months is not
too rosy. While some
agents are hopeful
about an upturn in
business, others point
to the lacklustre
economy dampening
hopes of a rebound in
the market.

agency survey

Economic overview

• South Korea’s employment capacity reached its
lowest point last year in the last five years, and the
news has created fears about unemployment
among the young workforce.

Sources: Bank of Korea, The Chosun Ilbo
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• Many foreign investment banks are revising their
growth forecasts for this year because of extremely
sluggish domestic demand. It is now considered
unlikely that there will be an upturn in the economy
in the short-term.

• GDP increased by 5.3% in the first quarter of this
year, compared with 2003 figures. But the Bank of
Korea pointed out that private consumption
remained slow, while the GDP growth was largely
attributed to increased exports.

Reasons for language travel

Pleasure
5%

Studies
overseas

55%

Studies at home
8%

To get a job
25%

• Eighty-eight per cent of agencies charged their clients a handling fee

Most popular courses

Work exp.
2%

General
27%

Summer vac.
7%

Academic
prep, 10%

Uni foundation
12%

Other
2%

Junior
13%

Intensive
22%

Top destinations

Japan
5%

Ireland
4%

New Zealand
6%

Australia
9.5%

Canada
17%

UK
19%

USA
37%

Current work
7%

Internet
10%

Other
18%

Fairs/expos
28%

LTM/ETM
8%

How do agencies find new
schools to represent?

Exam prep, 5%

How do agencies recruit students?

Seminars
6%

Website
39%

Other
8%

Press
5%

Word of mouth
34%

Workshops
29%

Mailshots
8%

Other
2.5%

Age range of clients

31-50
5%

19-24
36%

12-15
11%

8-11
3%

25-30
23%

16-18
22%

Other press
7%

Korea still low
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Percentage of agents who
recognised each of the
following organisations

Australia

Canada

Malta

New Zealand

UK*

Arels 77%

Europe

USA

International

British Council 100%

Ireland

Baselt 55%

France

MEI~Relsa 55%

English Australia 55%

Portugal

Education NZ 55%

Italy

Spain

Acpet 44%

Souffle 11%

Asils 0%

Feltom 22%

Aeple 0%

Ialc 11%

Eaquals 11%

L’Office 0%

Fedele 22%

UCIEP 66%

Crels 33%

Fiels 66%

AAIEP 77%

Accet 66%

CSLP/CLC 55%

ABLS 22%

Capls 88%

Appel 33%

CEA 33%

* survey carried out before formation of English UK


