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Global ELT Market Analysis

‘The bird’s eye perspective’
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Global ELT: 2017 in Review A&SNER&@

QQQQ | SUPPORT | ASSURANCE @

1.4

MILLION
STUDENTS

+5.8%
Y-O-Y

Source:StudentMarketing, 2018

11.1

MILLION
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-0.4%
Y-O-Y



Global ELT Supply
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ELT Student Numbers
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ELT Student Weeks AUSTRATIA
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Destinations by Student Numbers AUSTRATIA
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Destinations by Student Weeks AUSTRALIA
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Average Length of Stay (Weeks) AUSTRALIA
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Global ELT Market Shares AUSTRATIA
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Student Weeks by Source Region AUSTRALIA
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Source Region Market Shares (Weeks) A&&%
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Latin America: Destination Market Shares EN%
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Asia: Destination Market Shares (Weeks) A&&%
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Source:StudentMarketing, 2018
Note: Percentages do not add up to 100% due to rounding.



Top Source Markets Globally by Student Weeks AUESI\'T%

QUALITY | SUPPORT | ASSURANCE (4

2014 w2015 Em2016 W 2017
2,500,000

2,000,000

1,500,000

1,000,000
500,000 I II
o /'MW '® "N ‘M ‘H II _______ II ______ l _______ .. _______ .. _______ . _______ .- _______ -
J v-

O
Qs Ny «?} 'K‘) a Qq‘v \‘é \‘s' & S 4.9 ‘s‘b
¥ ¢a° o

Source:StudentMarketing, 2018 20



Top Source Markets Globally by Student Weeks Aﬁgr%fﬂ
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Australia’s Market Share (Weeks) ALIJESNF%

Source:StudentMarketing, 2018 -



Top Source Market Trends

Globally (Weeks)

ENGLISH
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2015 vs 2016
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Source:StudentMarketing, 2018
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Share of Junior Students Aﬁg’r%
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2017 13% 11%  55% 50% 52%

DESTINATION AUSTRALIA CANADA UK IRELAND MALTA

2016 n/a 9% 51% 52% 50%

(private sector)

Source:English UK, 2018; MEI 2018; Languages Canada, 2018; National Statistics Office Malta, 2018; English Australia, 2018
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Race for International Students AUSTRALIA
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Source:Government of Canada, 2015; Campus France, 2014; Ministry of Science and Higher Education Poland, 2015; Internatios@iffieelafiaorkey, 2018; DAAL
Germany, 2014; Ministry of Education China, 2011; Ministry of Education Malaysia, 2015; Ministry of Education, Repuddic2tflo The Government of Japan,
2013; Australian Education International, 2017 25



Australia ELICOS Sector

‘The complete picture’




ADepartment of Education and Trainine
funded sector widesurvey supported
Englich Auistralia under the Enabling Growth and
National ELICOS Innovation grants program

Market Report 2017
mer  A22nd year of publication

ARecord participation

ANew research partner

AGlobal ELT market analysis

ENGLISH ANew customer segmentation
AUSTRALIA | o
ANewdata visualisation

QUAUITY | SUPPORT | ASSURANCE 9
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ELICOS performance (all visas) AUSTRALIA
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Overview of Source Regions (market share) AUSTRA@
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Overview of Source Regions (performance) AUSTRALIA
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Z
) Europe ! |
y-0-y % change 20,597 students
(student numbers) 220,977 student weeks 7 _149%
Avg length of stay 10.7 weeks
Asia Pacific )
120,476 students
. 1,500,245 student weeks 7 3%
! ~ Americas Avg length of stay 12.5 weeks 7 ’
31,527 students
+17% 7 532,962 student weeks
/  Avg length of stay 16.9 weeks
. Middle East & Africa
L § 5,097 students
-15% § 82,637 student weeks
7 Avg length of stay 16.2 weeks

Source:English Australia, 2018
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Australia ELICOS Sector

Market Performance by Country




What were the top source countries for students A&g}%{ﬂj\

and how did they perform in 20177 .

AR

Japan

1 1

" China _ 25,408 students
y-o0-y % change _L é +8% 211,445 weeks
(student numbers) . 42,417 students 4
+14% 558,717 weeks .
§ SouthKorea
§ 13,149 students
-3% 154,475 weeks
N ’} § Taiwan
] / ; - . g 7,230 students
g Colombia ' 4% 98,224 weeks
3% 10,472 students
® 194,481 weeks &
[ | § Vietnam
i / : ~ 400 students
_L§ Brazil I ~ India "25% 54646 weeks
16,165 students 7
"'21% g 262 663 WEEI{S Z 4,775 Stl..ldEl'ﬂS
’  tal +4% 49,955 weeks
! ~ ltaly .
4129 students f Thailand
-24% = 47,550 weeks 8,576 students
-18% 158,992 weeks

Source:knglish Australia, 20138
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What were the top source countries for students Aﬁs@

and how did they perform in 20177 o

ELICOS STUDENTS

SOUTH KOREA COLOMBIA

THAILAND TAIWAN

ITALY VIETNAM

TOP 1

24% ¢y
47% e g3y 207 e
2017

CHINA

BRAZIL



What was the visa type make up of students from A@}%

the top ten source countries in 20177

W Student M Visitor/Tourist W Working Holiday m Other

45,000

40,000

35,000

30,000

25,000
20,000
15,000
10,000
- I I I
0 H B B

) China ~ Japan Brazil South Korea Colombia Thailand Taiwan India Italy Vietnam
Source:English Australia, 2018
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Which countries did the biggest increases in A@@
student numbers come from? B

TOP FIVE INCREASES 2016 - 2017

B ¢ = &

CHINA BRAZIL JAPAN  COLOMBIA NEPAL
2017 2017 2017 2017 2017
42,417 16,165 25,408 10,472 2,856
37,322 13,412 23,493 9,305 1,700
2016 2016 2016 2016 2016

' 14% crance ' 2 1% cHance ' 89 cHance ' 139% cHance ' 68 % cHance
+5,095 2,753 #9115 +{; 167 +1.155



Which countries did the biggest decreases in A&%@
student numbers come from? -

TOP FIVE DECREASES 2016 - 2017

— il KX
THAILAND VIETNAM ITALY SWITZERLAND HONG KONG
2017 2017 2017 2017 2017
8,576 4,100 4,129 2,444 2,199
10,457 5,443 5,412 3,568 2,948
2016 2016 2016 2016 2016

‘-1 89%p cHance '-25% CHANGE l-24% CHANGE '-32% CHANGE l—ZS% CHANGE
-1,881 -1,343 -1,283 -1,124 -749



Let’s look more closely at each
State’s performance...
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AUSTRALIA
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How did the different States perform in 20177

1 7 . Queensland
y-0-y % change ~ 45,825 students
+15% ~ 532,600 student weeks

(student numbers)
Avg length of stay 11.6 weeks

. New South Wales
! 68,993 students
922,920 student weeks
§ | Western Australia 2% | Auglength of stay 15.4 weeks
~ 12,669 students
-28% 169,197 student weeks
Avg length of stay 13.4 weeks
Victoria
~ South Australia PSS
! _ 5,044 students ' udent wee
139, _ 74,195 student weeks Avg length of stay 14.1 weeks
e Avg length of stay 14.7 weeks

Source English Australia, 2018 39



: : ENGLISH
NSW - How were the top ten source countries for AUSTRA@

different for the main provider types (weeks)? e

[ STAND-ALONE ] [ MULTISECTOR j [UNIVERSITY- BASED] [ VET-BASED ]

CHINA NEPAL INDIA MONGOLIA
MALAYSIA CHINA SAUDI ARABIA [TALY
TAIWAN THAILAND THAILAND SPAIN
CHILE MONGOLIA HONG KONG TAIWAN

SPAIN TURKEY TAIWAN CHINA



[ STAND-ALONE j [ MULTISECTOR ] [UNIVERSITY- BASED] [ VET-BASED ]
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[ STAND-ALONE j [ MULTISECTOR ]

)

UNIVERSITY- BASED ] [ VET-BASED ]
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[ STAND-ALONE j [ MULTISECTOR ] [UNIVERSITY- BASED] [ VET-BASED ]

@ L

H
o
G

oo
Hm
0|0

BRAZIL JAPAN SAUDI ARABIA JAPAN
TAIWAN VIETNAM THAILAND SOUTH KOREA

CHILE SOUTH KOREA TAIWAN TAIWAN

SPAIN SRI' LANKA COLOMBIA CHINA

[TALY BRAZIL MALAYSIA VIETNAM



STAND-ALONE j [ MULTISECTOR ] [UNIVERSITY- BASED] [ VET-BASED ]
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China — ELICOS Performance




Chinese ELICOS Students
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24,

Market share
in student numbers

24,

Market share
in student weeks
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Chinese ELICOS Students Aﬁs@
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Students by Visa Type
4 % Queensland
Wester_n . x o S
Australia + =1 N Student Visitor
: cw o
| South Wales l; —-—
South
Australia 7 5
2 Victoria Working Holiday Other
Students by Provider Type
12.5 5.9+ g 0.3« 5% E 68.3% 2 8.2%
College Multisector % Private Higher Ed School University VET

Source:English Australia, 2018
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China and English Learning




Student Weeks Spent ENGLISH
AUSTRALIA
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in Eight Major ELT Destinations

=O=WORLD TOTAL =O=CHINA
14,000,000
12,000,000 11,058,644
10,000,000
8,000,000
6,000,000
4,000,000
1,810,767
2,000,000 7 )
0
2011 2012 2013 2014 2015 2016 2017

Source:StudentMarketing, 2018 49



Student Weeks Produced by Chinese Students ~ AUSTRALIA
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=O=IN EIGHT MAIJOR ELT DESTINATIONS =O=IN AUSTRALIA

2,000,000

1,810,767
1,800,000

1,600,000
1,400,000
1,200,000
1,000,000

800,000
558,717

600,000 O
400,000
O

O O~
200,000
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Source:StudentMarketing, 2018 50



AUSTRALIA
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Student Weeks Produced by Chinese Students EN%

by Destination

800,000

700,000
600,000 —_—
500,000 W 2013
m 2014
400,000 m 2015
300,000 W 2016
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Source:StudentMarketing, 2018 51



ENGLISH
English Language Training in China AUS@
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ADepartment of Education and
Trainingflunded project under the
Enabling Growth and Innovation
Grants Program.

English Australia

Raising the profile in China
of Australia’s excellence in the A . . ]
delivery of English language training Timeline:

June 2018 AConceptualisation of project (2016)
ALaunch (2017)

AProject set up (Q1 2018)

AData collection (QQ2 2018)

AData analysis and interpretation (Q2
2018)

ENGLISH
AUSTRALIA

QUALITY | SUPPORT | ASSURANCE
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Methodology AUSTRATIA
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200

180 Chinese education agents

Secondary sources

2,746
Prospective
customers

In-depth .
qualitative N
interviews  f7 ~ \
36
a7 623 Australian
Local language schools Parents colleges

Source:English Australia, 2018
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Status Quo ALIJESNI'%
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wOmeChina  emCse\World
58
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52
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48
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4l

18-20 21-25 26-30 31-40 41+

Source:EF EPI, 2017 54



Status Quo
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Average Gross Income (USD, 2016 exchange rate)

50,000

45,000

40,000 7
35,000

30,000 —
25,000

20,000 e

15,000 e

10.000 v
5,000 -

q // R=0 .62
35 Al 45 50 55 &0 &5 70 75
China EF EPI Score

SourceEF EPI, 2017; Euromonitor International, 2016
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Status Quo AUSTRATIA
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PROFICIENCY BANDS ® Very High @ High # Moderate Low @ Verylow
Shanghai 56.76 Jiangxi
Hong Kong 55.81 Sichuzn
Beijing 53.83 Anhui
Tianjin 53.37 Henan
Fujian 52.74 Qinghai
Taiwan Chongging
Zhejiang Guanggxi
Macau Shanxi
Jiangsu Gansu 48.40
Heilengjiang Hunan 48.13
Shandong Inner Mongolia 4£7.72 e—
Guangdong m 47 .41
Hainan Xizang 47.35
Shaanxi Ningxia 47.12
Hebei Guizhou 4£6.73
Hubei Yunnan 46.27
Jilin
Liao@

Source:EF EPI, 2017 56



Status Quo AUSTRATIA
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82 RMB/IESSOH —
Vancouver

91 RMB/'ESSO" —
Melbourne

95 RMB/lesson m—— 126 RMB/lesson me——

Sydney China (with a Chinese teacher)
135 RMB/IESSOI’I e —— 161 RMB/[ESSOH
London China (with a native English teacher)

Source:StudentMarketing, 2018

Note: The price comparison has intentionally been established on a like for like basis (lesson price to lesson price), witbutheaoi@at that
learning English in a native environment involves additional expenses (travel, accommodation, etc.), while simultaneadisly pigher value
(immersion and quicker pace of learning, for instance).

Taking into consideration the estimated package price ofaedk General course in Australia (20 lessons, accommodation, rifightticket and
living expenses) at AU$4,612, a student would receive 80 English language lessons. When comparing this package priasoroéstinanarket, a
student would be able to afford approximately 139 English lessons with a native English speaker for the same price. 57



Status Quo AUSTRATIA
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SourceiResearch Consultancy, 2015



Status Quo AUSTRATIA
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24% 16%_ _ 10%
Job requirement Certificate Watching movies/TV series
4%
Immigration
22% 15% 9%
Personal interest Exam preparation Study abroad

SourceiResearch Consultancy, 2015 59



Status Quo AUSTRATIA
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Do you think English is going
to help you in your career

development? Motivation to learnEnglish
@ ‘ 80% | want a new/better job in China 22%
Yes I need English for my current job 18%
| want a promotion/higher salary in the company | work in China L — |7 %
I want to learn English for personal reasons I |5%
I want to become a more independent traveller Ce— 0%
7% | want to study at a university abroad o—— 5%
No | want to apply for a job/intemship abroad s 4%
I am not interested inimprovingmy English o 3%
I want to immigrate to an English speaking country mmmm 3%
13% I want to improve my working holiday experience overseas = 2%
No idea I don't need to improve my English, | already speak Englishwell = 1%
n=1,475 n=1,271

Source:StudentMarketing, 2018 60



Key Findings Aﬁé\’r%
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a MARKET SIZE
z A Relatively low demand level
A Unlikely to start promoting standalone ELICO®

‘ l CUSTOMERS
x A Young professionals (285 (70%)), stable job

A Young people travelling during the Chinese Spring Festival
A College and university students travelling during the summer/winter

vacation
@ DESTINATION PREFERENCES

A USA and the UK
A Australia— not the first choice

PROGRAM PREFERENCES
» A English with cultural and travel experiences

Source:StudentMarketing, 2018 61



Key Findings Al%‘lr%
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z A Niche Market

A Difficult to justify the investment

A Australia perceived as a safe destination with attractive locations, not
perceived as a quality study destination

PROGRAM PREFERENCES
g A 1-4 weeks English + fun/lifestyle/relax
A 2-3 weeks for employeesEnglish + wine tasting/coffee tasting/some
skills (around Chinese Spring Festival)
A Programs featuring cultural exchange with the local community
A Specialist courses that end with a certificate;

A Examrelated studies
A Teacher programs

@ DESTINATION PREFERENCES

Source:StudentMarketing, 2018 62



AT ENGLISH
Key Findings AUSTRALIA
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Motivation for parents to send
their child to learn English abroad

| want them to be able to apply for their future/dreamjob L — . 2%/,

| want them to earn a higher salary /get a better position in a Chinese

: I
company than people who don'tspeak English 12%

| want them to apply for a job/internship abroad I 7Y
| want them to experience another culture while living abroad oeeeee—— 1%
I want them to talk freely when travelling the world I 6%
| want them to have higher education abroad S ) O %

| want them to immigrate to an English speaking country mmssmm— 7%

| want them to be able to understand movies, make and communicate with

. . . eeee——— 99
international friends, etc. 9%

They don't need to improve their English, they already speak English well mssm 3%

I am not interested in sending my child abroad to study English s 6%
n=623; percentages do not add up to 100% due to rounding

Source:StudentMarketing, 2018 63
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Preferred methods of learning English

STUDENTS PARENTS

Learning English
with a Chinese teacher in China

2505 Learning English
with a native English-speaking teacher in China

M Learning English
via a company-organised program

M Learning English online

27% M Learning English abroad

40%

H Other
n=1,196 n=623

Source:StudentMarketing, 2018 64
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Percentage of students preferring
a particular destination by selected factors

Accent type N 33% T > —

Better future career opportunities 8120% L 1% T 12% E e 349 L

China-friendly e 277 e I 287 L 118% Bl 6%

Cost of studying and living in the country 299 SRLE A o LT — 17% Sl 10% ]
Culture and image of the country 18% Ll 17% L B 14% BEA YT e—

Distance i_ -— — o Y7 —

Easy access to visa e 21% I 21% [ R 15% B 16% L]

Existing Chinese community in the country (22% L 24% B 13% | - o b1 e—

| e — g 15% ] & a1 32% L I10% =81 8% [_|

Quality of the environment

Quality of education 14% 1 10% [ 4— e Y U7 e—

Immigration opportunities e 24% E i 17% o I 14% B 16% |

Safety B20% [T 23% (] 20% =l 8%
Travel opportunities/experiences 114% TR 24% L I 16% B 14% L

a— N 14% — o KTV e—

Work opportunities while studying English

n=1,271; percentages do not add up to 100% due to rounding
Source:StudentMarketing, 2018 65
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Preferred course components

STUDENTS PARENTS

Students

5

s
N)
R

m]

3)

55%
Cultural activities with locals

ultural activities with locals

5

5
N)
R

m
=

)

50%
Extra afternoon activities (e.g. shopping, sightseeing, museum visits)

tra afternoon activities (e.g. shopping. sightseeing, museum visits)

2%
Extra weekend activities (e.g. excursions, tours) Interactive workshops (e.g. public speaking, communication)

)

)
)

7% 37%
Cultural activities with other international students Immersion into living in Australia (e.g. get to know Australias legal system)

30% 35%

Immersion into living in Australia (e.g. get to know Australia’s legal system) Extra weekend activities (e.g. excursions, tours)

)
%)

3)

28%
Elective classes with locals (e.g. knowledge exchange with Australian businesses)

w n w [
:é) ':.') ‘%) So) ‘2) $)
3 = 2 3 = E)

S
.:.)
2

[
c

tural activities with other international students

26%
Interactive workshops (e.g. public speaking, communication)

N
~
X
@
o~

Working opportunities (e.g. internships)

137 e—

Working opportunities (e.g. internships)

~

2%
Elective classes with locals (e.g. knowledge exchange with Australian businesses)

n=1,271; multiple options were possible n=623; multiple options were possible

Source:StudentMarketing, 2018 66
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Amount of money prospective students were
willing to pay for the language course in Australia

More than 40,000 RMB
35,001- 40,000 RMB
30,001 - 35,000 RMB

25,001 - 30,000 RMB
20,000 - 25,000 RMB
Less than 20,000 RMB

n=1,271

Source:StudentMarketing, 2018 67
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Harbin
25 v

Shenyang

EDUCATION AGENCIES DISTRIBUTION MAP

* Selected Cities Only
* Numbers Show HQs of Active Agencies

\ 4
Xi'an
A 4 22 v
Chengdu y Wuhan Hangzhou
Chongqing
21
Guangzhou

\

L0
' Number of agencies Shenzhe

¥ Tier 1 cities

Ter 2 cities

—— et e it gy — ——
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A Policies at national, sectoral and individual levels

A Visa policy is not particularly standalone ELI@®Gsed

A Opening seven new visa application centres in China

A Joint marketing and branding

A Mobile app in the Chinese language to further promote Canadian programs

UK

A Targets China on all three levels

A Investing in marketing

A English UK regularly holds fairs in China

A The British Council operates in China as the cultural and education section of the
British Embassy and consulates

A“English is GREAT’ campai gn, promot.i
China

Source:StudentMarketing, 2018 69
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USA _

A Preference is actually for higher education and high school programs
A Does not have a dedicated natiovide English language training strategy

NEW ZEALAND
A English New Zealand is currently not targeting China for any of its joint marketing

events

AUSTRALIA

A Marketing activities

A Catered by Austrade, or alternatively by individual Australian colleges
A Limited activity orientediround standalone ELICOS courses

Source:StudentMarketing, 2018 70
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Australian government; visa regulation
Australian collegeg product adjustments
Agents
A marketing reach
A training & support
A proper market introductions
Statistics
A for more awareness about benefits
A demystification
Alumni ¢ testimonials and community
Marketing collateral in Mandarin
Digital hub in China
Influencersg Hosted program
Media ¢ Press tour & partnerships
Awareness events
Political endorsement

Source:StudentMarketing, 2018
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Which of the following would be most effective for
developing growth in standalone ELICOS from China?

% VERY + IMPORTANT 1 NOT VERY 1 NOTATALL 11 DON'T
IMPORTANT IMPORTANT IMPORTANT KNOW
English Australia promotional
. I E——
carpaign o Y27 — —150% = 123%[_10[0%|
Government relations efforts s FT7] ee—— 136% [ 15% 0[0%|
Govermment funded v 7] me— —155%| IZEEA
- [
advertising - . . -
Creation of a pilot program "
. o [ — 9 %R 9%| 09
with selected agents - '
Agent familiarisation tours o ) e— 4% 18% LB 9% [ 0%
Scholarship programs 1B — e 5% B 118% 0%
Agreements with Chinese s 717 — 1 36% =123% | H5%[] 5%
I ——
employers - . - "
Student marketing campaigns o P e—— e W 127% 5% 0%|

n=36 English Australia members; percentages do not add up to 100% due to rounding

SourceEnglish Australia, 2018 72
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Main barriers to increasing the number of standalone
ELICOS students from China

1 VERY % IMPORTANT 1 NOT VERY 1 NOTATALL 21 DON'T

IMPORTANT IMPORTANT IMPORTANT KNOW
R Al o 520 1700 B oo | I 13%
Agents Qgrgggggg stand __ -_
Chinese students don't value sl 7% 13999 [ 4%
Visaaretosct::\j;itt)r Chinese -_ 1300 [T - -_ .-

Australia is too expensive 132% A% 123% 0%

Cgﬁ:ﬂ:f’:f;gﬁ“ 7% T30 W 00, [ 39, [ 4%)|
Canpetitioréil:‘ic:‘r;n colleges in -_ _ -— 4% I-

n=36 English Australia members; percentages do not add up to 100% due to rounding
Source:English Australia, 2018 73
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® il

Public Low
opinion & demand
habits levels .ﬂ._
= Visa

Misinterpretations

Job
market @
& Product

Agents

Source:StudentMarketing, 2018
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E

Standalone ELICOS

ﬁ
Teacher Training Transnational

Education (TNE)
()

Onlinelearning

Source:StudentMarketing, 2018
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Effective ways of establishing delivery of English language courses in China
according taenglish Australimember colleges

We would set up operations by ourselves 9%

We would set up operationsin a collaborative partnership with other Australian institutions . 17%

We would set up in partnership with an institution in China . 4%
We would set up via Chinese government programs T 35%
We would set up via Australian govemment programs I 39%

Mot relevant - my institution has no interest in establishing delivery in China — — 22%

n=36 English Australia members; percentages do not add up to 100% due to rounding

Source:English Australia, 2018 76
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Effort to stimulate the demand _

Strategy plan or blueprint

Partnerships

Agents as an integral part of demand stimulation

Product specific to the needs and preferences of Chinese customers
Teacher training and online learning

English teaching provision to the Chinese market

In-country highstreet English teaching

© ©® N o a0 k~ W N PRE

Marketing techniques in China
10. Awareness campaign about the benefits of ELICOS

11. Market influencers, opinion makers, and journalists

Source:StudentMarketing, 2018
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