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Successful international recruitment for FE

e |nternational student markets

have grown exponentially since e
the mid 70's; e

 FE can leverage changes in

UK HE legislation to position for  marketing and Size and
international success; [ e e
Markets Markets

e Investment in marketing and
International infrastructure iIs
essential;



Market Size and Potential
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Global trends in student mobility: Rising global
demand

Growth in internationalisation of education (1975-2008)

1980 1985 2000
0.8 M 0.9 M 19M

2008
3.3M

.- 3.3 million students are studying abroad — 57% increase since 2000

- 8 million projected by 2025

Source: OECD, Education at a Glance 2010



A
hobsons. *

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn

e

Key Markets* :

Oceania

Latin America " * Asia the key driver of
growth

3%

e More than 50% of
Asian growth will come
from China and India

« Asia should be the core
priority when allocating
marketing spend

*UNESCO 2009
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Demographic 2011 - China \
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China’'s FE and HE can’t cope with deman

Public School
63174
82.5%

Private School

Public Schools

Private Schools

3.9%

31.38%
Vocational Vocational
Se::._cmdar;..r Secondary

78.1% JEI_ér::.Igr:dary Junior
= Senior 42.45%  _ cooondan
Secondary Secondary
/2008 Total High School \
enrolments:
Breakdown e China: 85 million Breakdown

e USA: 49.3 million
e UK: 10.3 million
QAUS: 4.5 million /
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Growing number of middle class consumers
driving student recruitment opportunities

; China already has a | ber of wealth i i
e Growing numbers of it oo e Aoy L N

Number of households earnings more than RMB 250K

households in China e o

Eqi I i come in h CAGR
coi

5.0 Japan

w0

0000000

factored by
53 Japan :| 5.
Japan 68
India 67
an 4.2

and India who can Cee i [e e [ [ @
afford an overseas 5 e i
education; = A e
' :| :|3.9 ‘China .4.4
| omen |

« Domestic capacity o e o e %

.| . ,t -_t China  [1.0 o ] 5 Italy 16
buildir 1J Can't cope wi h ... ...
** PPP is not as relevant in the luxury goods sector; still it is the best way to compare the wealth lew
. Note: All forecasts except for China are based on August 2008 estimates, prior to the start of giobal
e m a n Source: McKinsey Global Institute; ISI; Global Insight; IMF; team analysis
]

e Competitive pricing
attractive
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Population Demographic 2011 - MalaysN
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Malaysia provides a significant opportunity
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Number of Domestic Students (Current & Projected) in IHLS — MY, SG & HK
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~5.5%
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Malaysia — not just about direct recruitment

« 80% of the workforce only has school-
level qualifications;

* 4% of Malaysia’s GNI is generated by
Malaysia’s private universities and
colleges;

« Government wants the private sector to
establish a further 74,000 private school
places in the Kuala Lumpur area alone
by 2020;

 Significant opportunity for government-
funded capacity-building/ consultancy In
vocational-related area,

p, &
hobson'é ~ "
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1 TRANSFORMATION
- PROGRAMME

r VMIALAYSIA

ISKANDAR

MALAYSIA



Positioning
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Competition is creating a market shift

e Education institutions now have @@® BRITISH FEE’H'

to “compete” for the best ®® COUNCIL ——

students;

STUDY
. . . IN DENMARK

e Switch from “supply” to

“customer” Orientation; DAAD gz::facnhl:c‘:i:‘ﬁ??f::;ngisé?:?chemenﬂ
Zp-StudyCroup

« Marketing & recruitment

Increasingly important;

« FE positioning for international

LIMKOKWING
success? UNIVERSITY

OF CREATTVE TECHNOLOGY
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Hobsons Analaysis: [

40%
—f S K =Canada

I

+29%

30%

20%

+19%

10%

0% -

=10%

-18%

=20%

=30%




A
hobson'éK . b

empowering edu

I

UK university funding et M
changes S,

Andamark 1rus ]
HOME | CONTACT | COMMENT | CAREER | NEWS | CULTURE | RANKINGS |

ADVERT[SE

In terms of positioning, FE can
compete internationally on price fFoEr f:s":f’;:nptlg’;(t° offer degrees

B Like £ £]+ R

28 April 2011
By John Morgan

« Average domestic UG fee: Dt st it e s 50 v

2012-13, while from the following year private providers may be able to charge £0,000
backed by state funding, it has emerged.

v 11/12 = 3,375
v 12/13 = 8,700

° Ave rage international UG fee: WE | CONTACY | COMMENT | CARFER | WEWS | COLTURE | RAWKMNGE | ADNERTISE

0= w0 ¢

Hy Jofaih L i

Fiirther smidence has smerped of divisions between universities and thels further
educatian tollsgs partheri, with allegations of anli-somgetitive behaviswr aves
LELETY



Marketing and Communications
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Enrolment Management Services

e UK
e 1,960,000 million individual

enquiries

SRS, - -
e ;%g University of Salford
“4;1 ‘}c’ A Greater Manchester University
23

Coventry % "

« 9,850,000 individual i
communications S

v = Anglia Ruskin

- glia F
STAFFORDSHIRE Hﬂ University
UNIVERSITY mm

o 37 university partners
worldwide

THE UNIVERSITY
OF QUEENSLAND

AAAAAAA

)

MACQUARIE L 7 SeARCH
e Unparalleled access to WP navitas =
student decision-making Lo BUNSW e iy e
Insight ® RMIT

UNIVERSITY

o=
4
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Students are in the driving seat, you need to
work hard to recruit them...

e Consider 2.7 countries as a study destination
* Lodge 4.6 applications
* Receive 3.4 Offers

» Accept the first offer they receive only in 27 % of cases

/4% of all offers issued are rejected
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International Office Benchmarking Research —
Alan Olsen & Hobsons 2006/7

« Commissioned to better |
understand best practice in running - lr \V//"
international operations; l“‘(

.
e Aims to analyse and benchmark NW\JV

participants’ spend on marketing and ;& o o e o w e -

Proportion of Staff Devolved

recruitment for international student

recruitment; /This graph shows that A
devolved international
« Devolution and (in)efficiency — operations result in
Importance of well-resourced netficiencies, anc a
P ’ higher cost of acquisition

central, International Office \_per student J




e Recent agent survey suggests
significant potential for FE

e Agent role in referral significant,
especially in China and India

e Should be part of the
International strategy

e Requires International Office
resource (account management,
overseas Visits etc)

Expected placements by type of study

(<
I-graduate




Key International Office Success Factors

v The international
recruitment operation needs
to be underpinned by sound
processes:

» Data collection

» Management information
» CRM and marketing
campaigns

» Agent management

» Enquiry and admissions
management

Ay
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International

Office
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In Summary

e Asia will continue to dominate as the key provider of
students for the UK

v’ Malaysia/lndia
v China

v Japan/Korea

International students are price sensitive which provides a
significant opportunity for FE

*But investment is required



