
MEDIAPACK      The PIE provides media coverage, recruitment solutions and business consultancy 
exclusively for Professionals in International Education. Our mission is to make people’s working 
lives easier, by providing them with a resource that enables them to stay on top of what’s 
happening in all areas of the industry, all around the world. 350,000 

visitors since our launch  
in November 2011 

 28,000
unique visitors per month 

 
More than 215
countries reached so far 

1. UK
2. USA 
3. Australia
4. India
5. Canada

6. China
7. Malaysia
8. Ireland
9. Spain
10. Germany

Top countries for readership

 The PIE has been named by the  
 USA’s Institute of International 
Education (IIE) as a top Twitter source in 
international education for the past 2 years.

Broad, cross-sectoral reach; read by 
thought leaders and business  
influencers across private and public 
sector educators in HE, FE, language 
and international schools, education 
agencies, government bodies, and 
other service providers – all those who 
need to know what is happening in 
international education.

Facts

 “I think The PIE is amazing and that it is truly international. It has filled in a  
 specialised niche in the international education market beautifully.”  
 Janet Ilieva – Head of  HEFCE Observatory, HEFCE (UK)”

AdvertISe wIth the PIe And PUt yoUr brAnd In front of AGendA SetterS And deCISIon MAKerS In InternAtIonAl edUCAtIon



WHAT DOES THE PIE DO?

TALENT

WEEKLY

www.thepienews.com
A business news forum for  
all professionals working in  
international education containing daily 
news, features, interviews with key industry 
figures, a comprehensive events calendar 
and a photo gallery.

www.thepieplus.com
Business introductions for professionals in 
international education. If you are looking 
to sell a business, invest in the international 
education space, or expand your business 
into new areas or locations, we can make 
introductions and recommend experienced 
consultants who can help expedite your 
business ambitions. 

www.thepietalent.com
Our specialist recruitment  
service for the international  
education industry, where employers can  
outsource their talent requirements to us, 
and let us deliver a number of targeted,  
relevant candidates. Run by people who  
understand the industry from the inside. 

www.thepiereview.com
A stylish, printed  
magazine for all  
professionals working in  
international education.  
Produced twice a year, it is  
available by subscription, to view online, and 
is distributed at key industry events. Offering 
unique content, longer-view analysis and 
highlights from our weekly interviews. 

Our popular weekly  
e-newsletter, which  
contains the week’s  
top stories and latest  
jobs board postings.  
Sent to our growing list of subscribers,  
currently close to 8000.

“I’ve come to rely on The PIE for a fresh perspective on the business of   
global student mobility. Amy and her team consistently provide insightful 
content simply not found anywhere else.”  
Cheryl DarrupBoychuck – Head of  USjournal and FundsV (USA)”for the latest Google stats, contact 

Jane on jane@thepienews.com and 
she’ll be able to fill you in.

www.thepiejobs.com
A jobs forum where  
professionals in international  
education can discover new employment 
opportunities and employers can find the 
talent they need by using our cost-effective, 
pay-and-post jobs board.

PLUS



WHY ADVERTISE WITH THE PIE?

      Our readers are truly cross-sectoral. 
If you want your brand to be under the 
noses of an agenda-setting audience of 
professionals in international education 
around the world, then this is the place to 
be seen. We are a young, dynamic, forward-
thinking, fast-moving company and have 
made a very strong impact in the sector 
since we launched at the end of 2011.

Contact us
To advertise with The PIE, please contact 
Jane Gilham on jane@thepienews.com,  
+44 (0)20 8133 5178.
 

THE PIE NEWS:  
HOMEPAGE

EACH LIVE NEWS/ 
FEATURE PAGE

Right side advert 
300 x 250 px

1 month £600 
3 months £1710 
6 months £3240

Bottom left advert 
300 x 250 px

1 month £600 
3 months £1710 
6 months £3240

* Other advertising packages are also 
available e.g. 2 or 4 months. Please 
email jane@thepienews.com for a 
quote.

Please note:  
All advertising spots (excluding sponsorship of The PIE 
Weekly) may rotate depending on demand. All prices 
quoted are exclusive of VAT.
Figures correct as at date of publication - April 2014. 

Leader advert/ 
featured sponsor 
250 x 250 px

1 month £700 
3 months £1995* 
6 months £3780*

Top advert 
300 x 250 px

1 month £600 
3 months £1710 
6 months £3240

Bottom advert 
300 x 250 px

1 month £350 
3 months £1000 
6 months £1890



ADVERTISING OPTIONS

GALLERY OR EVENTS:  
HUB PAGE

HUB PAGE PACKAGE: Advert on NEWS, 
ANALYSIS & PIE CHAT HUB PAGES

Top advert 
300 x 250 px

1 month £600 
3 months £1710 
6 months £3240

Bottom Advert
300 x 250 px

1 month £200 
3 months £570 
6 months £1080

Bottom Advert
300 x 250 px

1 month £350 
3 months £1000 
6 months £1890

Top Advert
300 x 250 px

1 month £400 
3 months £1140 
6 months £2160



THE PIE WEEKLY
THE PIE REVIEW: HOMEPAGE

* Available on a 
non-consecutive basis. 

Header
468 x 60 px

1 week £800 
2 weeks* £1520

Bottom advert
468 x 60 px

1 week £150 
2 weeks* £285

ADVERTISING OPTIONS

THE PIE JOBS: HOMEPAGE

Right side advert 
300 x 250 px

1 month £600 
3 months £1710 
6 months £3240

Right side advert
300 x 250 px

1 month £350 
3 months £1000 
6 months £1890

Jobs Board 
www.thepiejobs.com 

Advertise your latest 
vacancy on our online 
Jobs Board and reach 
thousands of potential 
applicants. Many of 
our subscribers are 
keen to learn about 
opportunities in the 
sector!

1 job  £200/month Bottom left advert 
300 x 250 px

1 month £350 
3 months £1000 
6 months £1890

Leader advert/ 
featured sponsor
250 x 250 px

1 month £600 
3 months £1710 
6 months £3240

Middle advert
468 x 60 px

1 week £400 
2 weeks* £760



 I wanted to congratulate Amy Baker and The PIE News team for putting together a  
 great no. 3 issue of  The PIE Review. What makes it extremely valuable is the fact that the 
content embraces topics that link our day-to-day issues to factors that go beyond our own local 
reality. It explores global social, economic and business trends, contextualizing our industry in a 
broader arena. 

    Santuza Bicalho – Senior Vice President, Global Sales, Embassy English (Worldwide)
”

Why advertise?

•	 Cutting-edge analysis of trends and developments 
in international education 

•	 Loyal and growing readership among all 
Professionals in International Education 

•	 Luxury magazine-style format, well received by 
decision makers in the sector 

•	 The chance to be associated with an exciting new 
brand in the international education sector 

•	 Diverse distribution list covering several months 
and multiple events worldwide

Distribution

•	 Distribution free of charge at key industry events 
including Going Global, NAFSA, ICEF Berlin, ICEF 
Toronto, StudyWorld, ANZA Workshop, English 
UK Annual Conference, BOSSA Convention, 
The Student World, IALC Workshop, EAIE, ISIC 
Conference (varies for each edition). For the latest 
and complete distribution list for the next edition, 
please contact Jane on jane@thepienews.com 

•	 Digital page-turning version available on The PIE 
Review website www.thepiereview.com and sent 
to all PIE Weekly subscribers 

•	 Mail subscription: additional facility for our readers 
to receive The PIE Review on their doorstop 

•	 Print run averages 5000 copies

      The PIE Review is a fresh, stylish, printed 
magazine for all professionals working 
in international education. Currently we 
produce two editions per year and distribute 
the magazine at key industry events around 
the world in the spring and autumn. The 
PIE Review is also available to view online at 
www.thepiereview.com, and by subscription. 

The PIE Review provides a look at hot topics 
and talking points that have occurred in the 
international education industry over the 
past six months. Offering unique content 
and in-depth analysis, The PIE Review has 
been very well received by the international 
education community, both for its content 
and design. 
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What happened
where? 

CANADA 
The Canadian government commits C$65 million 
over two years for overseas marketing, research 
opportunities to attract foreign students, and 
to improving the notoriously slow visa process 
which has been additionally backlogged over 
the summer due to a Canadian foreign service 
workers strike. Meanwhile, more private language 
schools across the country are to benefit from 
access to a national marketing brand.

USA 
The push continues to attract students in key science, technology, engineering 
and mathematics (STEM) fields. Immigration reform awaits a vote in the House of 
Representatives that could expand permanent residency and post-study work opp-
ortunities for foreign STEM graduates. NAFSA’s annual economic report shows that 
international student spending supported 300,000 jobs across the country in 2012. 
NACAC gives members cautious go ahead to use commission-based education 
agents, which will open up another recruitment avenue for some. 

MEXICO 
Mexico’s position as a key emerging player in 
international education has been further solidi-
fied through initiatives to increase both in and 
outbound mobility.  The Organisation of American 
Studies backed 600 scholarships for students in 
the Americas to study at Mexican institutions and 
Presidents Obama and Peña Nieto announced a 
Bilateral Forum on Higher Education, Innovation, 
and Research through the 100,000 Strong in the 
Americas programme.

COLOMBIA 
Top destinations are increasingly looking to Colombia as a 
source market. New Zealand signed a MoU with the Colom-
bian government after promising growth in student numbers 
and two UK ministers visited the country along with Brazil and 
Mexico in a mission to boost academic collaborations with 
Latin America. 

BRAZIL 
Brazil maintains its dominance in the region attracting 
scholarships from the Netherlands and continuing to see big 
numbers in the Science Without Borders programme. Top-
ping the QS Rankings for the third year in a row, its ranking 
reflects investment in the country’s HE sector placing it well 
above rivals in Latin America. 

UK 
International education exports are on the radar: The UK 
government’s industrial strategy wants to see 15-20% growth 
in numbers by 2018. The Extended Student Visitor Visa used 
by English language students studying for up to 11 months 
was declared a success and proving a route around Tier 4 
barriers. Leaked memo from PM reveals competitiveness in 
the sector is a concern.

FRANCE 
Visa restrictions lightened and 
post-study work extended for non-
EU students. HE minister said the 
country’s status as an English medium 
destination was “fragile” as the natio-
nal assembly debates relaxing laws 
requiring courses to be taught only in 
French. 

SPAIN 
Spain-based Spanish language teaching 
group Ideal Education Group further ce-
ments its status as sector frontrunner by an-
nouncing its acquisition of South American 
operator Academia Columbus, which has 
schools in Ecuador, Mexico and Costa Rica. 
The news coincides with new centres ope-
ning in Colombia, which will operate under 
the same Columbus brand. 

TURKEY 
Protests rock Istanbul but industry leaders are 
bullish that events will boost outbound and in-
bound movement. Government calls on agencies 
to unite under one industry organsiation to act as 
advisory panel for slated regulatory measures. 

SWITZERLAND 
Study travel agencies report English 
language courses continue to do-
minate but are losing ground to the 
French market. In higher education, 
calls are mounting for higher fees for 
foreign university students, to cope 
with an influx of enrolments.

LIBYA 
Industry experts say VET, Eng-
lish language and HE providers 
have a “golden opportunity” to 
recruit in Libya as it rebuilds 
after civil war, backed up by 
government funding allocated 
to send 40,000 students and 
scholars abroad. 

AFRICA 
A group of industry experts and 
stakeholders have agreed to esta-
blish the African Quality Assurance 
and Accreditation Council for 
Higher Education (AQAACHE) and 
mobile technologies are tagged as 
a “change driver” by HE stakehol-
ders in the continent. 

SOUTH AFRICA 
EduSA represents 20 English language 
schools now and is actively trying to 
engage with government to ensure study 
permit processing problems don’t deter 
growth in the sector, which is buoyant. 
New markets in sub-Saharan Africa also 
show promise. 

KUWAIT 
Kuwait’s ministry of higher 
education is to give 4,500 
Kuwaiti students scholarships 
to study at top universities in 
13 countries in 2013-14. Phy-
sics, chemistry and maths are 
among majors already flagged 
for backing. 

MENA REGION 
The first ever search portal for 
universities launches in the Middle 
East and North Africa offering a 
searchable list of regional universi-
ties along with key information on 
fees, facilities, scholarships, loans 
and registration procedures.

SRI LANKA 
The Higher Education Ministry 
says it wants to attract more 
foreign branch campuses and 
convert local universities into 
world class institutions in order 
to become an international 
education hub by 2020.

MALAYSIA 
Education Malaysia Global Services, a new company backed 
by the Malaysian government, sets up to act as a “gateway 
to studying in Malaysia” by processing all student visa 
applications, ensuring insurance coverage is purchased and 
providing information on government approved courses.

INDONESIA 
A new consortium of 12 US and Indonesian universities 
launches to promote educational exchange amidst dwindling 
student numbers in US institutions. Demand for overseas edu-
cation follows economic and population growth, with domestic 
institutions unlikely to be able to cater to numbers leading to 
boom in outbound students. Australia is considered to be most 
popular option.

CHINA 
Outbound students get younger as China leads the growing 
global demand for international schools. Inbound increasingly 
becoming a trend, driven by affordable fees, international 
branch campuses and foreign initiatives to encourage students 
to study at Chinese institutions including a US$300 million 
scholarship scheme from the US private sector.

AUSTRALIA 
International educators wel-
come a sharp fall in the value of 
the Australian dollar as govern-
ment plans to increase the cost 
of student visas. Industry calls 
for looser HE regulations and 
peak bodies release a statement 
urging for greater government 
support, with private sector 
keen to see parity in terms of 
streamlined visa processing. 
Asian language learning in 
schools gets AUS$15.2 million 
in support over the next decade 
to build strong relations with 
Asia. 

NEW ZEALAND 
Education New Zealand pilots its first e-learning 
training programme for education agents. 
Government launches NZ$40 million dollar 
campaign focusing on intensifying international 
recruitment, scholarships to foreign students 
and supporting the country’s education provi-
ders in emerging markets. 

JAPAN 
Government’s Abeducation gives funding for inbound and 
outbound mobility, increasing HE internationalisation and 
improving universities’ spot on global rankings. 

MALTA 
Feltom revealed that ELT contri-
buted more than €135 million to 
the Maltese economy in 2012. The 
industry reiterated its commitment 
to safeguarding students as national 
press revealed foreign tourists, 
including students, had been injured 
rock-jumping. 

WHAT HAPPENED WHERE?
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Spain 3%

Colombia 5%

Saudi Arabia 2%

Students on agents

What is your country of residence?

Australia 2%

Brazil 12%

Other 29%

Malaysia 2%

Taiwan 2%

Thailand 5%

Turkey 2%
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  STUDENTS ON AGENTS

Canada 2%

Chile 1%

China 9%

Italy 4%

South Korea 9%

Japan 11%

 SURVEYING 568 INTERNATIONAL  
 students from 66 countries, studying at a huge  
 range of  institutions and on varying course ty-
pes, it is clear that education agencies remain highly relevant 
to the recruitment process within international education, 
according to our global survey. 

Of  the international students that we surveyed, 50 per 
cent indicated that they would definitely use their agency 
again, while a further 35 per cent said they might.  

“I don’t think I would have made it on my own. They made 
it all so much easier!,” said a Norwegian respondent. 

Discussing the counselling service that they received, 
68 per cent of  students said everything about their study 
abroad experience was as they had been counselled. Con-
sidering their general satisfaction, 44 per cent of  respon-

The PIE polled international students about using an education agency and 
discovered they remain integral, according to many:  “I wanted to avoid any 

hassles – we are investing a lot,” said a student from Mauritius.

dents indicated the service received from their agency was 
very good and another third of  all respondents deemed the 
service quite good. 

Summing up one of  the many reasons given for choosing 
an education agency, a Bulgarian student studying an under-
graduate degree in the UK explained, “It provided valuable 
advice about different courses and university opportunities, 
helped with the application process and made it less time-
consuming and stressful for me and my family.”

And from a Chinese English language student in Canada: 
“The agency has lots of  resources and successful experience 
to help students.”

About the respondents
A huge range of  students took part in our survey, which was  

    distributed by institutions and industry associations 
around the world. Students polled represented 66 countries; 
the largest student majorities were Brazil (12 per cent), 
Japan (11 per cent) and China (9 per cent). 

In terms of  types of  courses that our respondents were 
enrolled on, 34 per cent were on language courses of  16 
weeks and longer, while 21 per cent were studying a langu-
age course of  between 8-16 weeks and 15 per cent were 
enrolled on an undergraduate degree programme. Other 
categories of  study included shorter-term language courses, 
pathway programmes, postgraduate study and high school.

Thirty per cent of  our cohort were aged between 19 and 
22; 22 per cent were aged 23-25 and 21 per cent were 26-30. 

Regarding the countries that they were studying in, we 
had a fantastic response from students in Australia: 41 per 
cent of  all respondents were studying there. Canada was the 
second best represented in our survey with 20 per cent of  

the cohort in the competitive North American country and 
14 per cent of  respondents were in the UK. But our survey 
was far-flung. In total, 35 different study destinations were 
represented, including Malaysia, France, Germany and Turkey.

And some of  the students included appeared to already 
be in Australia but had used an education agency to book a 
new course of  study nevertheless.   

About the agency that they used
Recommendation by a friend is the clear breakaway influen-
cer on international students wondering about how to plan 
their education overseas. Close to 48 per cent of  those pol-
led said that they chose the agency because it was recom-
mended to them by a friend.

A company’s reputation was the second-most important 
factor (26 per cent) and of  course tightly entwined with 
likelihood for recommendation (in fact, active strategies to 
generate recommendations and referrals should be high on 
any good agency’s marketing agenda). 

Third most likely route to an agency was by finding it online 
(20 per cent). In our survey students could indicate more than 
one reason: others that did not feature as commonly but were 
influential factors included “I liked the website” (10 per cent) 
and an agency presenting at their school (9 per cent).

We asked our participants to go further and single out the 
single most influential factor that enticed them to use a 

Why? “I wanted to work in 
a global company.”  
Japanese undergraduate 
student  in Canada

Why? “Lack of good educa-
tion in my country and to 
experience a new life”
Saudi university student in 
the UK
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consensus on permanent residence rights for international 
science graduates—more of  whom are needed to propel the 
economy. If  a National Association for College Admission 
Counselling enquiry agrees later this year that member 
schools can continue using recruitment agents (NACAC 
previously proposed a ban and much of  the educational 
establishment remains sceptical), the US-at-large will have 
yet another tool at its disposal in the student market. 

For the UK, the world’s number-two destination, things are 
going the other way. Thanks to the removal of  its post-study 
work visa and other curbs to Tier 4 visas, private language 
schools and FE colleges have seen enrolments slide 
(although language schools have had some reprieve through 
increased use of  the student visitor visa). Universities have 
been cosseted somewhat but they are concerned, and 
last year growth in enrolments slowed, with applications 
from India falling by 23.5%. Critics warn that new border 
interviews for students, to roll out in 2013, could spur a 
continued downturn in growth. 

Europe: English medium vs. international fees 
European countries have a secret weapon in the 
student market – the growing availability of  English-
medium education, which is preferred by the majority of  
international students. According to the IIE, there were 
4,664 programmes taught entirely or partly in English in 
Europe in 2012, up from 1,500 in 2007 and just 560 in 2002. 
The Netherlands offered most programmes, followed by 
Germany and Sweden. 

This trend will continue, and could offer an important 
edge against leading Anglophone study destinations. That 
said, more European countries are introducing fees for 
those from abroad as they struggle to fund their higher 
education systems – something known to harm international 
enrolments. The latest to go could be Finland, which has 

    and Russia (to name a few) all laid out plans to 
boost internationalisation last year – many introducing 
immigration reforms to boot. 

Notable efforts have come from Australia, the world’s 
number-three study destination. In an effort to buck its overseas 
enrolment downturn, it has introduced a raft of  reforms 
following the Knight Review, including giving Bachelors and 
Masters students two and three years respectively to work 
in Australia after graduation. A rebound for English schools 
– seen as a bellwether for the industry at large – suggests 
a turnaround may be on the way, although head of  English 
Australia, Sue Blundell, adds caution to the optimism.

“The signs are there that we are going to experience a 
recovery in 2013,” she says. “However despite a strong 
halo effect across the industry, some of  the key Knight 
reforms only favour certain types of  providers, for example 
universities, so this recovery may be experienced to a 
greater or lesser degree by different providers.”

Canada, the world’s sixth most popular study destination, 
has also set out its stable – and may pose serious 
competition to other countries. It will release its first, pan-
sector national strategy on international education this year, 
which may try to double international numbers to 500,000 
by 2020. It is easing the route to work and permanent 
residency for foreign students and scored highly in a poll 
of  agency perceptions on various study destinations in 
November 2012. 

The US and UK – up or down? 
The US, which despite being the number-one study 
destination by a stretch, has taken on far fewer international 
students than it could. However, there are hints it wants 
to change – which could end up being a game changer. 
It launched its first national strategy in 2013 (although it 
was conspicuously short on detail) and is slowly reaching 

class in Asia and the cash-generative nature of  schools 
meant that private equity was keen on the sector.  Businesses 
with a longer-term customer – who may buy a product that 
is delivered over months or years – are higher up the list. 
One of  the highest profile deals of  the last few months was 
the 25 per cent stake of  INTO University Partnerships taken 
by US firm Leeds Equity Partners for UK£66 million.  

consortium CCIEM and ICEF.
BOSSA, China’s largest regional agent association, has 

made the first steps toward creating a national association 
(which should also help represent the interests of  small 
players who can be overshadowed by the big fish). Agency 
super brands are also becoming more common, with the 
likes of  UKEAS in Taiwan/China and The Chopras in India 
better known in their home countries than the institutions 
they represent, according to some observers. Student fair 
operators – who provide a trusted marketplace for agents 
and foreign schools – are also entering new territories, 
boosting choice for potential students. 

Meanwhile, Hotcourses Abroad, a dominant internet 
listings site, unveiled its move into offering agency 
services, enabling students to apply directly to some 
institutions online, supported by their Indian office checking 
applications – although it stops short of  providing visa 
services. And in India, a swathe of  new businesses offering 
to run in-country recruitment offices/staff  for universities 
highlights another new business angle. 

Governments get involved 
Governments worldwide are showing more interest in 
international education as they realise the significant 
economic benefit of  education exports. Australia, Canada, 
Ireland, New Zealand, Germany, the Netherlands  

TALKING POINTSTALKING POINTS

The agent industry continues to evolve 
The education agency industry – still predominantly made 
up of  smaller operators with little in the way of  a unified 
voice – is inevitably professionalising. Canada the latest 
country to get involved: unveiling a professional agency 
training course backed by Canada’s Department for Foreign 
Affairs and International Trade, as well as national industry 

 Canada will release  
its first pan-sector national 
strategy on international 
education this year, which 
may try to double numbers to 
500,000 by 2020 

”

Students in Canada (as pictured at 
CCEL, right) are expected to grow 
in number given work-friendly visa 
policy; TVET UK members at the 
Chamber of Commerce in Oran, 
Algeria, a typical offshore initiative 
(centre); junior programmes are tip-
ped by many as a booming sector in 
a difficult visa climate (left). 

PHOTO: CCEL
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PETER HOLDEN, Director of International  
Engagement, TAFE Directors Australia

       
   When our minister for tertiary education goes 

 overseas with a delegation of  vice-chancellors 
and talks to the people in China or Indonesia 
or Singapore all they want to talk about is skills, 
not higher education. Their universities are well 
established, they’ve got partnerships around the world, 
they’ve got their alliances, they’ve got teacher and 
student exchanges. The one area that they are really 
missing on is highly developed vocational skills that 
will help people support their emerging markets. We 
found the same thing in Africa. 

GILJUN YANG, Organiser of K Conference, Korea
        

          In Europe you have this excellent system,  
 Erasmus, and many Asian governments are 
seeking a similar system which benchmarks them 
against each other.  Korea, China and Japan for ex-
ample have already agreed to set something up called 
Campus Asia which will boost exchange programmes. 
They plan to extend this to the rest of  Asia in time, 
and then try and link it with Erasmus in Europe.

”

”
      They plan to  

extend this to the  
rest of  Asia in time”

 All  
they want 
to talk 
about is 
skills, not 
higher 
education

”
Who said what?

Each week on The PIE News we publish a ”PIE Chat”  
with someone interesting from the international education  

sector. Here, we bring you a selection of  highlights  
from some of  the best of  the last six months.

WHO SAID WHAT?

GUDRUN PAULSDOTTIR, outgoing EAIE President

    In the Netherlands they go for talent and they  
 do that very decisively. You have other 
countries that say “as long as they have the basic 
requirements we’re happy”.  But that puts huge strain 
on teaching staff. So I’m sure that in the future you 
will see more fine tuned recruitment and marketing 
activities coming from most European countries. The 
main problem in Europe is that we are all looking 
for students in science, technology, engineering and 
maths and naively many still think they can get them 
from within Europe. That’s not true, they have to go 
outside Europe to get students in those areas. And 
that means that you have to define your recruitment 
strategies very, very precisely.

”

CAMERON HARVEY, Blyth Education, Canada

    We’re seeing parents that are saying “well, I want more of  a foundation type  
 of  experience for my kids”, and so high school is sort of  the natural answer 
for that. The younger you get students in a programme, the more bi-cultural they’ll 
be, the better English they are obviously going to have, and also the more choices 
they will have for college or university.
”

WHO SAID WHAT?

LAKSHMI IYER,  
Sannam S4, India

  Institutions may want to engage more with the  
 agency network or directly support students. 
We offer them solutions, go out and recruit an indi-
vidual and bring them on board on our payroll and 
educate them fully on the institution. They then drive 
the various recruitment objectives being set on a day-
to-day basis, marketing the institution by liaising with 
agency network representation at student fairs.  Gone 
are the days when there was just one British Council 
event –  there are a lot of  people running fairs. It does 
not become financially viable for institutions to attend 
(from overseas) and we have at least 8-10 countries 
very aggressively trying to recruit students now.

”
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