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Executive Summary

JWT Education (JWT) has been commissioned by the Department of Foreign Affairs and International Trade Canada (DFAIT) to conduct market research among international students to gain an understanding of where Canada is positioned in the current market so that Canada can develop competitive recruitment strategies to attract foreign students.  Key objectives are:

· Examine prevailing attitudes, opinions and perceptions of Canada as a place for post-secondary study

· Identify and rank the key factors, which students use in the decision-making process to study abroad and determine how Canada is positioned against these factors

· Identify the key elements that make up the Canada Education Brand

· Identify where students receive their information (media, brochures, prospecti, etc) when making decisions to study abroad

Methodology

To meet these objectives JWT conducted an online survey among two groups of students undertaking study in Higher Education (HE); Vocational Education; or English or French as a second language (ESL/FSL) as defined below:

· Current students – comprised of international students who are currently undertaking study in Canada; and

· Prospects – comprised of international students undertaking study outside of Canada, mainly in the US, UK, Australia and France.   
Sample

A total of 561 international students participated in the survey; 371 were current students and 190 prospects.  Of the prospects, 44% were studying in Australia; 29% in France; 18% in the UK; 7.5 % in the US and the remaining 1.5% in other countries.  
Nearly 90% of the participating students were undertaking higher education at either the undergraduate (56%) or postgraduate level (34%).  Only a few students were undertaking technical or vocational education and even fewer undertaking language study.

The ratio of male to female participants was evenly split and the nationality split roughly representative of the total international student population with 28% of the sample Chinese.  A total of 85 nationalities participated in the research.

Decision Making Process

Consistent with findings from other research conducted by JWT, country remains the first choice in the decision making process for the majority of international students (60%).  This was followed by institution (21%) then city 15%.  The data provides further evidence of the need for Canada to continue to build a strong and distinctive education brand.   
Key factors influencing students’ choice of country were most importantly the quality of education; followed by internationally accepted degrees; and good living and studying environment in the country.  Students developed their perceptions of the quality of a country’s education mostly on recommendations from industry professionals; current students; industry rankings; and research profile. In terms of people who influenced a student’s decision the greatest source of influence was parents, although many students claimed to make the decision on their own.
Competitor Analysis

The research revealed that more than half of the students studying in Canada had considered the US as a study destination and a significant number had also considered Australia and the UK - no other destinations featured prominently.  A third of international students studying outside of Canada had considered Canada as a study destination.   When asked to rank the attractiveness of the major study destinations, in looking at the combined results (current students and prospects) – the US, Canada and the UK were seen to be most attractive destinations.  However, prospects ranked Canada as an equal third with Australia behind the UK and US.   In terms of quality, the most important consideration factor in a student’s choice of destination, the US and UK ranked highest – this is consistent with all other research JWT has conducted. Again, positively though Canada was ranked third by both current students and prospects.   
Information Sources

Key sources of information used by students in searching for information about their overseas study included:  university websites and prospecti – stated by 81% of the sample; followed by the internet; family and friends’ recommendations; and search engines.  Students also cited a range of other sources including agents and exhibitions.  It is interesting to note that there were some significant differences in the information sources used by students undertaking different levels of study – reinforcing the need to tailor marketing communications plans to the various target groups. 
Google was by far the most frequently used search engine with over 90% of students stating that they used it.   Interestingly, networking sites such as MySpace.com were not widely used by students as a source of information about overseas study.  Almost all the students searched for information in English on the web.
Brand Canada

In terms of top-of-mind perceptions of the Canadian education brand - encouragingly, eight of the top nine most common responses were positive attributes (the exception being cold weather, which some students may not have said in a negative manner).  The greatest percentage of students selected the following characteristics: diversity/multicultural (24%) – stated by a greater percentage of current students (30%) than prospects (12%); good education system (23%); attractive/beautiful environment (19%); cold weather (18%) – prospects (34%) were more likely to comment on Canada’s cold weather than were current students (10%); peaceful/safe (17%) – current students (22%) were more than twice as likely to comment on the safeness or peaceful nature of the country (7% of prospects);  excellence/high quality (16%); and welcoming/friendly people (16%).   This highlights some significant differences in the perceptions of Canada as a study destination among those currently studying there and those who might/might have studied there – highlighting the need to continue to promote a clearly defined and consistent brand message for Canada.
These positive attributes were reinforced when students were asked to nominate Canada’s strengths as a study destination with over 70% of students considering Canada to be a safe and friendly place to live and study.  Other strengths nominated by over 50% of the participants included:  Canada has a tolerant culture; is a good place to practice/learn English while studying; has a good reputation; and offers high quality, internationally recognized degrees. In terms of weaknesses, those receiving the highest responses were:  high tuition costs (55%); high cost of living; and bad weather – stated by 47% of the students.  Proximity to home country was also cited as a weakness by more than one in four students.
Introduction 

JWT Education has been commissioned by the Department of Foreign Affairs and International Trade (DFAIT) to conduct market research among international students to gain an understanding of where Canada is positioned in the current market so that Canada can develop competitive recruitment strategies to attract foreign students.  Key objectives are:

· Examine prevailing attitudes, opinions and perceptions of Canada as a place for post-secondary study

· Identify and rank the key factors, which students use in the decision-making process to study abroad and determine how Canada is positioned against these factors

· Identify the key elements that make up the Canada Brand

· Identify where students receive their information (media, brochures, prospecti, etc) when making decisions to study abroad

This information will be used to develop a strategy to increase Canada’s foreign student population, to increase the number of study permits issued, to share the information private sector and Canadian educational institutions pursuant to a plan to double the number of international students studying in Canada by 2015.

Approach

JWT Education conducted online quantitative research with two groups of students – international students who were currently undertaking study in Canada and international students studying outside of Canada.  International students in Canada are referred to as ‘current students’ throughout the report while students undertaking study outside of Canada are referred to as ‘prospects’.  
The international student sample, or prospects, was completed in Australia, France, the UK and the US with a total of 190 prospects completing the survey.  A breakdown of prospects by country of study is seen in Table i.  The greatest percentage of prospects were studying in Australia (44%) and France (29%) followed by the UK (18%) and only 7% were currently undertaking study in the US.  It is important to consider this break-down when analyzing results pertaining to countries considered for overseas study and perceptions of destination country.  

A total of 371 international students in Canada completed the survey. 

International students undertaking study in Higher Education, Vocational Education, English as Second Language (ESL) and French as a Second Language (FSL) were eligible to participate in the research.  To accommodate students in France and Canada, the survey was launched in English and French.
Table i Prospects’ country of study
[image: image2.wmf]%

Australia

44.2%

France

28.9%

UK

17.9%

US

7.4%

Other

1.6%

Sampe size

190


The findings from the research have been presented to allow for an analysis of all international students in addition to overall findings for current students and prospects.  The current student sample has been further broken-down to show results for undergraduates (UGs), postgraduates (PGs) and ESL students.  Findings for prospects have been presented to allow for a review of UGs and PGs.  Unfortunately there was not a high enough response from other audiences to report on them independently.   A review of the findings from the research follows. 
I.
Profile of Students
As stated in the introduction, the research was open to international students undertaking higher education (HE) - both undergraduates and postgraduates, ESL, FSL or technical or vocational education.  The majority of participants, 90%, were undertaking HE and therefore the overall findings will have a strong bias to reflect the views of international HE students.  
Six percent (6%) of the sample was studying ESL, while only a small percentage of respondents were currently enrolled in courses in Vocational or Technical education. ‘Other’ students refer to individuals who were undertaking diplomas at an unspecified level.  

The majority of international students undertaking study in Canada (for simplicity these students are often referred to as current students throughout the report) that are represented in the research were undergraduates (62%).   About a quarter of this sample, 26%, consisted of students undertaking a postgraduate degree and 8% were enrolled in an ESL program. 
Table 1 Level/type of study
[image: image3.wmf]Undergraduate

56.3%

61.7%

45.8%

Graduate

33.9%

25.6%

50.0%

ESL (English as Second Language)

6.4%

8.1%

3.2%

FSL (French as Second Language)

0.0%

0.0%

0.0%

Technical or Vocational

0.9%

0.8%

1.1%

Other, please specify

2.5%

3.8%

0.0%

Sample size

561

371

190

All Int. 

Students

Students 

in Canada

Prospects


An even greater percentage of the international students studying outside of Canada (referred to as ‘prospects’ throughout the report) were undertaking HE with about an even split of postgraduates (50%) and undergraduates (46%).  Only a few prospects were studying ESL or technical or vocational education. 
Overall, just over a quarter of the respondents (26%) where between 16 and 21 years of age; about half (47%) were 22 to 25, and 18% were 26 to 29.  Very few participants (1%) were over the age of 40, although 8% were aged 30-40.
Not surprisingly, undergraduates, both current students and prospects, tended to be younger than postgraduates.  Eighty-seven percent of UG current students and 95% of UG prospects were between 16 and 25 compared to 51% and 40%, respectively, of postgraduates (see Table 2).  
The majority of Canadian ESL students (53%) were between 16 and 21 although a significant percentage were 22 to 25 (50%) or 26 to 29 (17%).  

Table 2 Age of participants
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Under 16

0.0%

0.0%

0.0%

0.0%

0.0%

0.0%

0.0%

0.0%

16-21

25.8%

27.3%

32.9%

6.3%

53.3%

22.8%

40.2%

5.3%

22-25

47.2%

49.2%

53.9%

44.2%

20.0%

43.4%

55.2%

35.1%

26-29

18.1%

15.9%

9.6%

32.6%

16.7%

22.2%

4.6%

37.2%

30-35

6.8%

5.9%

3.1%

12.6%

6.7%

8.5%

0.0%

16.0%

36-40

1.4%

1.1%

0.4%

3.2%

0.0%

2.1%

0.0%

4.3%

Over 40

0.7%

0.5%

0.0%

1.1%

3.3%

1.1%

0.0%

2.1%

Sample size

559

370

228

95

30

189

87

94

All Int. 

Students


The ratio of male to female participants was evenly split with 52% of the overall sample comprising of females (see Table 3).  A similar percentage of international students in Canada were female – 53%.  The majority of UG current students and ESL current students were female (57% and 53%, respectively) while most PG current students (55%) were male.  This was in contrast to the prospect sample where the majority of UGs were male (55%) and most PGs were female (53%). 
Table 3 Gender of participants
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Female

52.3%

53.3%

57.0%

44.7%

53.3%

50.5%

45.3%

53.2%

Male

47.7%

46.7%

43.0%

55.3%

46.7%

49.5%

54.7%

46.8%

Sample size

556

368

228

94

30

188

86

95

All Int. 

Students


The nationality of respondents is outlined in Table 4.  Overall more than a quarter (28%) of the international students who took part in the research were Chinese with a greater percentage of current students (33%) being of this nationality than prospects (18%).  A total of 85 nationalities are represented in the research findings. 
Table 4 Nationality of participants
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Students in Canada

Prospects

Students

Overall

UG

PG

ESL

Overall

UG 

PG

Chinese 

28.0%

33.2%

42.5%

20.0%

13.3%

17.9%

20.7%

15.8%

Indian 

9.1%

10.2%

3.5%

25.3%

0.0%

6.8%

6.9%

7.4%

South Korean

7.3%

10.0%

11.0%

3.2%

23.3%

2.1%

3.4%

0.0%

Malaysian 

3.0%

0.3%

0.4%

0.0%

0.0%

8.4%

14.9%

3.2%

Indonesian 

2.9%

2.4%

3.9%

0.0%

0.0%

3.7%

8.0%

0.0%

German 

2.7%

2.4%

1.8%

5.3%

0.0%

3.2%

0.0%

6.3%

Japanese 

2.3%

2.7%

2.2%

1.1%

13.3%

1.6%

1.1%

2.1%

Taiwanese 

2.3%

3.5%

4.8%

0.0%

6.7%

0.0%

0.0%

0.0%

Turk 

2.3%

3.0%

1.3%

8.4%

0.0%

1.1%

1.1%

1.1%

American 

2.1%

2.7%

3.1%

3.2%

0.0%

1.1%

0.0%

2.1%

Singaporean 

2.0%

1.1%

1.8%

0.0%

0.0%

3.7%

6.9%

1.1%

Iranian 

1.8%

2.4%

1.8%

5.3%

0.0%

0.5%

0.0%

1.1%

Vietnamese 

1.6%

2.4%

3.1%

2.1%

0.0%

0.0%

0.0%

0.0%

Bangladeshi 

1.2%

1.1%

0.4%

3.2%

0.0%

1.6%

2.3%

1.1%

Brazilian 

1.2%

0.8%

0.4%

0.0%

6.7%

2.1%

0.0%

4.2%

Italian 

1.2%

0.3%

0.0%

1.1%

0.0%

3.2%

0.0%

5.3%

Lebanese 

1.2%

0.0%

0.0%

0.0%

0.0%

3.7%

0.0%

7.4%

Mexican 

1.2%

1.6%

0.9%

2.1%

6.7%

0.5%

0.0%

1.1%

British 

1.1%

0.5%

0.0%

1.1%

0.0%

2.1%

4.6%

0.0%

Canadian 

1.1%

0.0%

0.0%

0.0%

0.0%

3.2%

3.4%

3.2%

French 

1.1%

1.1%

0.9%

1.1%

3.3%

1.1%

1.1%

1.1%

Russian 

1.1%

1.6%

0.9%

3.2%

0.0%

0.0%

0.0%

0.0%

Tunisian 

1.1%

0.0%

0.0%

0.0%

0.0%

3.2%

0.0%

6.3%

Colombian 

0.9%

0.5%

0.0%

1.1%

3.3%

1.6%

1.1%

2.1%

Pole 

0.9%

0.0%

0.0%

0.0%

0.0%

2.6%

2.3%

2.1%

Thai 

0.9%

0.5%

0.9%

0.0%

0.0%

1.6%

1.1%

2.1%

Norwegian 

0.7%

0.5%

0.9%

0.0%

0.0%

1.1%

1.1%

1.1%

Pakistani 

0.7%

0.8%

1.3%

0.0%

0.0%

0.5%

1.1%

0.0%

Philipino 

0.7%

0.8%

0.9%

1.1%

0.0%

0.5%

1.1%

0.0%

Sweden 

0.7%

0.3%

0.0%

1.1%

0.0%

1.6%

3.4%

0.0%

Argentine 

0.5%

0.3%

0.0%

1.1%

0.0%

1.1%

0.0%

1.1%

Spaniard 

0.5%

0.0%

0.0%

0.0%

0.0%

1.6%

0.0%

3.2%

Swiss 

0.5%

0.3%

0.4%

0.0%

0.0%

1.1%

0.0%

0.0%

Venezuelan 

0.5%

0.8%

0.0%

1.1%

6.7%

0.0%

0.0%

0.0%

Other

13.4%

11.9%

11.4%

9.5%

16.7%

16.3%

13.8%

18.9%

Sample size

561

371

228

95

30

190

87

95


II.
The Decision-Making Process

The following section examines the factors that play an important role in students’ decisions of where to undertake overseas study and what they first decide about when choosing a destination.  By gaining insight into what decisions are made first, education marketers can determine which aspects are of primary importance and come to understand how the initial decision can impact other study related decisions encountered by international students.  
As seen in Table 5, students are most likely to first choose a country in which to study, before choosing an institution or city.  More than half of the students (60%) first decided about their destination country before the other options – about three times more than the percentage of students who indicated they chose an institution before the other factors (21%).  
Only 15% of students initially chose the city in which they would study – though this proportion was relatively higher for ESL current students (24%).  This is likely explained, at least partially, by the fact that many language students are undertaking study while travelling and that the city played a big part in why they travelled to a particular destination.  
A greater percentage of UGs (67% of current students and 64% of prospects), than PGs (54% and 44%, respectively) first chose country of study, although this was the most popular response for both PGs and UGs.  PGs were much more likely than UGs to make their initial decision based on institution rather than the country or city of study. 
Table 5 Factor chosen first when deciding to study overseas
[image: image7.wmf]Students in Canada

Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Country of study

60.3%

63.3%

67.4%

53.8%

63.3%

54.5%

64.4%

43.6%

Institution

20.8%

17.1%

13.7%

28.0%

6.7%

28.0%

19.5%

37.2%

City of study

14.7%

15.5%

14.5%

15.1%

23.3%

13.2%

9.2%

17.0%

Don't know/can't remember

4.1%

4.1%

4.4%

3.2%

6.7%

4.2%

6.9%

2.1%

Sample size

557

368

229

93

30

189

87

94

All Int. 

Students


Since country of study is of primary importance to such a large percentage of students when choosing to study overseas,  it is critical to understand what factors are important to students when selecting a country for overseas study and how students’ perceptions of study destinations are formed. 
Students were asked about factors that they consider important when selecting an overseas study destination.  They were asked to rate each factor on a scale of 1 to 5 where 1 meant the factor was ‘not at all important’ and 5 signalled it was ‘very important’.  The mean rating for each of these factors was then calculated and is presented in Table 6.  

Table 6 How important particular factors were to students when selecting a country for overseas study (mean ratings: 1 equaled not at all important and 5 was very important)
[image: image8.wmf]Students in Canada

Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Quality of education

4.7

4.7

4.7

4.7

4.7

4.6

4.8

4.4

Highly valued, internationally accepted degrees

4.4

4.4

4.5

4.5

3.9

4.4

4.6

4.2

Good living and studying environment in the country

4.4

4.4

4.4

4.4

4.3

4.3

4.4

4.2

Strong reputation of education providers in the country

4.3

4.3

4.3

4.5

3.9

4.3

4.5

4.2

Country reputation as being a desirable place to live

4.3

4.4

4.4

4.5

4.1

4.2

4.3

4.1

Safe country

4.3

4.4

4.4

4.4

4.4

4.0

4.2

3.8

Expertise in particular fields

4.1

4.1

4.0

4.4

3.5

4.1

4.1

4.2

Multicultural, tolerant, welcoming society

4.1

4.2

4.2

4.2

3.8

3.9

4.3

3.6

Qualification recognized in my home country

4.1

4.1

4.2

4.1

3.7

4.0

4.2

3.8

Good career prospects in home country after graduation

4.1

4.1

4.2

4.1

4.1

3.9

4.1

3.8

Wide variety of programs and courses

3.9

4.0

4.0

3.8

4.1

3.8

3.8

3.7

Opportunity to learn/improve English

3.9

4.0

4.1

3.7

4.6

3.6

3.7

3.4

Value for money

3.9

3.9

3.9

3.9

3.9

3.8

4.2

3.5

Possibility to obtain work permit to stay and work in country 

after graduation

3.8

4.0

4.1

4.1

3.6

3.4

3.8

3.0

Low tuition fees

3.8

3.8

3.9

3.8

3.7

3.7

3.8

3.6

Accommodations are affordable/easy to find

3.7

3.9

3.9

3.8

3.8

3.5

3.9

3.1

Can work while studying

3.7

3.8

3.8

4.0

3.4

3.5

3.7

3.3

Low cost of living

3.6

3.7

3.7

3.6

3.9

3.5

3.8

3.2

Course flexibility/ability to tailor to meet needs

3.6

3.8

3.8

3.8

4.0

3.3

3.6

3.0

Offers various lifestyles/adventures

3.6

3.6

3.7

3.4

3.6

3.6

3.7

3.5

Possibility of immigrating after graduation

3.5

3.7

3.8

3.6

3.5

3.2

3.5

2.9

Easy to get a study visa

3.5

3.7

3.6

3.8

3.9

3.2

3.3

3.0

Desirable weather

3.3

3.4

3.4

3.3

3.3

3.1

3.3

2.8

Expectations of parents and/or parents' desires

3.2

3.3

3.4

3.1

3.4

2.9

3.2

2.7

High entry requirements

3.1

3.1

3.1

3.0

3.3

3.0

3.2

2.9

Having friends/relatives in the country

2.9

3.0

3.1

2.5

3.4

2.7

3.1

2.4

Low entry requirements

2.8

2.9

2.9

2.7

3.4

2.6

2.7

2.5

Short course duration

2.7

2.8

2.7

2.9

3.0

2.5

2.8

2.3

Desirable distance from my home country (e.g. close, far)

2.4

2.3

2.4

2.0

2.5

2.6

2.7

2.6

Opportunity to learn/improve French

2.3

2.2

2.3

2.0

2.7

2.5

2.0

3.0

All Int. 

Students


The factors given the highest ratings and hence deemed most important when selecting a country for overseas study were quality of education (4.7), highly valued, internationally accepted degrees (4.4) and good living and studying environment in the country (4.4).  Other factors that received relatively high scores, in excess of 4, included:

· strong reputation of education providers in the country (4.3)

· country reputation as being a desirable place to live (4.3)

· safe country (4.3)

· expertise in particular fields of education (4.1)

· multicultural, tolerant, welcoming society (4.1)

· qualification recognised in home country (4.1)

· good career prospects in home country after graduation (4.1)

It should be noted that a range of other factors also scored a rating in excess of 3.5 indicating that these were still significantly important to international students when choosing a study destination and that these variables should not be overlooked when marketing education destinations or opportunities to international students.  
· Wide variety of programs and courses (3.9)
· Opportunity to learn/improve English (3.9)
· Value for money (3.9)
· Possibility to obtain work permit to stay and work in country after graduation (3.8)
· Low tuition fees (3.8)
· Accommodations are affordable/easy to find (3.7)
· Can work while studying (3.7)
· Low cost of living (3.6)
· Course flexibility/ability to tailor to meet needs (3.6)
· Offers various lifestyles/adventures (3.6)
· Possibility of immigrating after graduation (3.5)
· Easy to get a study visa (3.5)
It is also important to consider how students’ perceptions about a country’s quality of education are formed.  Similar to above, students were asked to rate various factors based on how influential they were to their perceptions about a country’s quality of education (a rating of one meant the factor was ‘not influential at all’ and 5 meant that it was ‘very influential’).
Overall it appears that recommendations from industry professionals (3.9) and from friends currently studying overseas (3.6) as well as industry rankings (3.6), research profiles and university collateral/websites (3.6) have the greatest influence on students’ perceptions about a country’s quality of education.  

Not surprisingly, research profiles had a greater impact on PGs’ perceptions than UGs. 
Table 7 Factors that are influential to how students’ form their perceptions about a country’s quality of education by most influential factors (mean rating: 1 equals not at all influential and 5 was very influential) 
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Students were also asked who influenced their considerations for overseas study.  Respondents indicated the extent to which key influencers impacted their study decisions by giving a rating of 1 to 5 where 1 meant ‘not at all influential and 5 was ‘very influential’.  Mean ratings are presented below in Table 8. 

Overall, the ratings suggest that most students make their own decisions to study overseas.  
Nonetheless, reference groups, particularly parents (3.6) and friends/classmates (3.1) have some influence on students’ considerations for overseas study. Students seem more likely to be influenced by parents and friends than by the media, advisors or counsellors.  
Perhaps a reflection of their age and their independence from their parents, PGs are less influenced by their parents than UGs, as interestingly are ESL students. 
Table 8 The level of influence key influencers had on students’ considerations for overseas study (mean ratings: 1 equaled not at all influential and 5 was very influential). 
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III.
Competitor Analysis

Countries Students are Most Likely to Consider
The following table examines students’ awareness of the choice options available to them when choosing a country for their overseas study experience.  This helps to provide relevant insights into the present positioning of Canada’s profile as an education destination.

More than half of the international students in Canada (53%) had considered studying in the US (although fewer ESL students considered the US – 43%).  The UK and Australia were also considered by a significant percentage of current students, about a third of the current students had thought about studying in these locations (33% and 31%, respectively).   No other destinations were considered by a large percentage of current students. ESL current students were less likely than HE students to have considered the US, the UK or Australia.
Table 9 Countries considered for overseas study 
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When analyzing the destinations considered by prospects it is important to note the portion of students who were studying in each country (44% in Australia, 29% in France, 18% in the UK and 7% in the US).  Keeping this in mind, the destinations considered by the greatest percentage of prospects were the UK (53%), the US (51%) and Australia (49%) followed by Canada (34%), France (22%) and Germany (14%).  
Perhaps of greatest significance, is the fact that a third of the international students undertaking study outside of Canada (33%) had actually considered Canada as a study destination.  To put this in perspective, this was about equal to the percentage of international HE students in Canada that had considered the UK (34%) and Australia (32%).  It is encouraging that Canada is already on many prospects’ choice sets. 
Students’ Perceptions of Study Destinations
Students were asked a series of questions designed to determine their perceptions of various study destinations.  Students were first asked to rate the overall attractiveness of Canada and many of its key competitors – the US, the UK, Australia, France, Germany and New Zealand.  Students gave a rating of 1 to 5, where one meant ‘not at all attractive’ and 5 was ‘very attractive’, to each country evaluated. The mean ratings are presented in Table 10.
Overall, the US (4.2), Canada (4.2) and the UK (4.1) were seen to be the most attractive study destinations.  However, Canada’s performance is a bit deceiving as it was rated as the most attractive destination by current students (4.3) but prospects only rated Canada third, equal with Australia (3.8), behind the US and UK (both achieved a mean rating of 4.3).

A positive indicator, UG, PG and ESL current students, all rated Canada as the most attractive study destination.  The US (4.2) and the UK (4) also received high ratings from current students.  After these three countries the ratings dipped with Australia (3.5), France (3.2), Germany (3.1) and New Zealand (3) seen to be somewhat less attractive as a study destination.  

Table 10 Rating the overall attractiveness of study destinations (mean ratings – 1 equals not at all attractive and 5 is very attractive)
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As mentioned above, the US and the UK were the most attractive study destinations for prospects.  Canada and Australia were equal third with UGs giving Australia a higher rating (4.1 compared to 3.9) while Canada was seen to be more attractive by PGs (3.7 compared to 3.4). 
Students were also asked to rate the quality of education for the sector in which they were currently studying, available in the same destination countries outlined above. Once again students provided a rating between 1 and 5 where 1 meant the standard of education was ‘not good at all’ and 5 meant is was ‘very good’. 
Overall, the findings were similar to the ratings given for the general attractiveness of overseas destinations with the US (4.4), the UK (4.3) and Canada (4.2) receiving the highest ratings and Canada receiving higher ratings from current students (4.3) than from prospects (4.0). 

With the exception of ESL students, the US received the highest ratings for all levels of education from both current students and prospects.  The US was seen to offer exceptionally high standards of education from prospects (4.6) and from PG current students (4.7).  Prospects also thought the UK delivered programs of outstanding quality (4.6).  
Prospects rated the standard of education available in Canada behind that of the US and UK but quite high (4) and slightly above that of Australia (3.8), France (3.8) and Germany (3.7).  New Zealand sat well below the other countries achieving a mean rating of only 3.2.

Table 11 Rating the quality of education available in destination countries – students were asked to rate the sector for which they were currently studying (mean ratings -  1 equals not good at all and 5 is very good)
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These findings are further reinforced by the data outlined in Table 12, which analyzes students’ perceptions of how attractive their career opportunities would be after obtaining a qualification from a particular country (students provided a rating from 1 to 5 where 1 meant ‘not at all attractive’ and 5 was ‘very attractive’).  
Table 12 How attractive students believe their career opportunities would be after obtaining a qualification from particular countries (mean ratings – 1 equals not at all attractive and 5 is very attractive) 
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Once again, the US and UK received the highest ratings with current students also giving high ratings to Canada.  

Current students thought their career opportunities would be the best if they obtained a degree from the US (4.3) or Canada (4.3) followed by the UK (3.9).  Australia (3.3), France (3.1), Germany (3.1) and New Zealand (2.9) all received significantly lower ratings in this regard. 

Prospects generally thought that their career opportunities would be maximized if they obtained a qualification from the US (4.5) or the UK (4.3) with Canada a distant third (3.8) but still above Australia (3.5) and other destinations.   
Visa Concerns
Earlier it was seen that the ease of obtaining a visa was somewhat important to students when selecting a country for overseas study (achieving a mean importance rating of 3.5 on a scale of 1 to 5 – see Table 6) but was not a primary factor given twenty other factors recorded a higher rating. 

When asked specifically if the difficulty in obtaining an overseas visa influenced their decision of which countries to consider for overseas study nearly half of the students indicated that this was indeed a factor.  Interestingly, this varied significantly for current students and prospects.  More than half of the current students (57% of HE students and as many as 77% of ESL students) indicated that the difficulty in obtaining a visa influenced which countries they considered for overseas study.  The majority of prospects, more than two-thirds (72%), indicated that this factor did not influence their considerations of overseas destinations. 
Table 13 Did the difficulty in obtaining an overseas visa influence students’ decisions of what countries they considered for overseas study?
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Students’ perceptions about how hard it is to obtain a visa for particular countries are outlined in Table 14.  Interestingly, those countries that were most considered and seen to offer the highest quality of education – the US and the UK – were viewed as the destinations that proved with the most difficulty in securing a visa.  

Getting a visa for the US was seen to be the most challenging as indicated by a mean rating of 2.4, which suggest a moderate level of difficulty.  All other countries received a rating above three but below four which suggests it is reasonably easy to acquire a visa for these countries.  New Zealand (3.8), Australia (3.7), France (3.5), Canada (3.5), Germany (3.5) and the UK (3.4) all received overall mean ratings between 3.4 and 3.8. 
Table 14 How easy students perceive it is to obtain an overseas visa for the following countries (mean rating – 1 equals very difficult and 5 is very easy)
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IV.
Sources of Information

The following table examines the sources utilized by students when searching for information about overseas study.  This provides relevant information about the most powerful influences on students’ pre-purchase decisions and the effectiveness of various forms of media and promotional material.

As seen in Table 15, students use various sources to help them decide which overseas university to select for their studies.  The source used by the greatest percentage of students for collecting information on overseas study was university websites/prospecti.  Overall, 81% of all international students indicated they sourced information from university websites or prospecti including 89% of PGs and 81% of UGs. 
Table 15 Sources used by students to obtain information about overseas study 
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Other leading sources consulted by international students included the Internet (59%), recommendations of family or friends (47%) and search engines (45%); all used by nearly half of all international students.  Although ESL students were just as likely as students in HE to source information from the Internet (60% compared to 58%, respectively) a much smaller percentage of ESL students (30%), than HE students (48% of current students and 38% of prospects), said they used search engines to source information about overseas study.   
A significant percentage of students also used the following sources to collect information about overseas study:

· Education exhibitions (28%) – a greater percentage of UG prospects (44%), than other international students, attended education exhibitions
· Agents/agencies (27%) – ESL students (40%) were more likely than HE students (28% of current students and 23% of prospects) to source information from agents/agencies
· Presentations by institutions (26%) – utilized more by UGs (28% of current students and 39% of prospects) than by PGs or ESL students
· Magazines (20%)

· Lecturers/professors (19%) – a greater percentage of PGs (27% of current students and 42% of prospects) sourced information from lecturers/professors

· University career centers (16%) – HE current students were much more likely to consult university career centers (17% of UGs and 27% of PGs) than their overseas counterparts (3% and 2%, respectively)

It should also be noted that a significant percentage of current students, especially HE students (17% of UGs and 27% of PGs), sourced information about overseas study from the Canadian Education Centre (CEC).  

As mentioned above, many students source information about overseas study from the Internet, either from universities’ websites, search engines or other Internet sites.  The following table outlines the search engines and networking sites that students regularly used to search for information on overseas universities/institutions/programs.  

Google was, by far, the search engine used by the greatest percentage of international students – 93% of all students and by at least 87% of each student audience.  A significant percentage of students also said they used Yahoo (39%) regularly and to a less extent MSN (17%).  However both of these sites trailed Google by some distance.  

Apparently few students turn to networking sites to find information or recommendations on overseas study.  Youtube (4%), Facebook (4%) and Myspace (3%) were the most popular sites but only a very small percentage of students sourced information from these sites.  

ESL students may be utilizing networking sites more than other students with as many as 10% indicating that they regularly sourced information about overseas study from Youtube. 

Table 16 Search engines and networking sites that students used regularly to search for information about overseas universities/institutions/programs 
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0.9%

1.1%

0.9%

1.1%

0.0%

0.5%

1.1%

0.0%

Other, please specify

3.9%

4.0%

2.2%

3.2%

16.7%

3.7%

5.7%

2.1%

Sample size

561

371

229

94

30

190

87

95

All Int. 

Students


The vast majority of students (93%) searched for information about overseas study on the Internet or search engines using English (see Table 17).  PG prospects were the least likely to ‘surf’ or ‘search’ the Internet using English but even 81% of this group searched for information using English.  It should be noted that 90% of the students were undertaking study in an English speaking destination. 
The next most popular languages used for searching for information about overseas study on the Internet was Mandarin (used by 20% of all students) and French (12%).  This is a likely a reflection that 28% of the total sample was comprised of Chinese students and that 10% were studying in France (and approximately two-thirds were undertaking study in Canada).  
Table 17 Languages used when using the Internet/search engines to look for information about overseas study
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

English

93.4%

95.9%

95.6%

97.9%

90.0%

88.4%

95.4%

81.1%

Mandarin

20.4%

25.1%

32.3%

13.8%

13.3%

11.1%

11.5%

11.6%

French

11.8%

2.4%

1.3%

3.2%

6.7%

30.0%

8.0%

50.5%

Cantonese

6.1%

7.6%

11.4%

2.1%

0.0%

3.2%

6.9%

0.0%

German

3.6%

2.2%

1.7%

4.3%

0.0%

6.3%

1.1%

10.5%

Other, please specify

13.2%

14.1%

9.7%

11.7%

56.7%

11.6%

9.2%

10.5%

Sample size

560

370

229

94

30

190

87

95

All Int. 

Students


Just under half of the students (45%) reported contacting an agent (see Table 18).  Agent contact was far more widespread for ESL students (70% of ESL current students) than HE students.  A greater percentage of UGs (45% of current students and 52% of Prospects) than PGs (40% and 34% respectively) had contacted agents. 
Table 18 Contact with an education agent 
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Yes

44.7%

45.9%

45.4%

40.4%

70.0%

42.3%

51.7%

34.0%

No

55.3%

54.1%

54.6%

59.6%

30.0%

57.7%

48.3%

66.0%

Sample size

558

369

229

94

30

189

87

94

All Int. 

Students


V.
Brand Canada

To determine top of mind perceptions about Canadian Education, students were asked to list the first three words or phrases that came to mind that they felt best describes Canada as an education destination.  This was an open response question and students could enter any words they felt suitable.  Their responses were coded and the findings are presented in Table 19.  Encouragingly, eight of the top nine most common responses were positive attributes (the exception being cold weather, which some students may not have said in a negative manner).  
The greatest percentage of students alluded to the following characteristics:

· Diversity/multicultural (24%) – was stated by a greater percentage of current students, 30%, than prospects, 12%
· Good education system (23%)
· Attractive/beautiful environment (19%) – interestingly prospects were just as likely as current students to give such descriptions  

· Cold weather (18%) – prospects (34%) were more likely to comment on Canada’s cold weather than were current students (10%)

· Peaceful/safe (17%) – current students (22%) were more than twice as likely to comment on the safety or peaceful nature of the country (7% of prospects)

· Excellence/high quality (16%) – perhaps because they were more familiar with the standard of education available in Canada, a greater percentage of current students (18%), than prospects (12%), alluded to high quality or excellence

· Welcoming/friendly people (16%)

Other responses that were not as widespread but still mentioned by a considerable percentage of students include reputable/internationally recognized (9%), career opportunities/prospects (9%), English speaking country (9%), expensive tuition fees (7%), affordable tuition fees (6%) and active/fun/lifestyle (6%).  

A total of 8.8% of all students indicated they didn’t know or had no comment.  It is interesting to note that 20.7% of ESL current students selected no comment/don’t know, and 12.1% of all prospects with 10.5% of UG prospects and 13.5 of PG prospects.
Table 19 Top three words to describe Canada as an education destination 
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Diversity/multicultural

23.6%

29.5%

29.1%

29.3%

27.6%

12.1%

9.3%

13.5%

Good education system

22.5%

24.9%

23.0%

26.3%

27.6%

17.9%

12.8%

22.9%

Attractive/beautiful environment

18.8%

19.0%

19.6%

18.2%

20.7%

18.4%

18.6%

16.7%

Cold weather

17.9%

9.8%

9.6%

9.1%

10.3%

33.7%

36.0%

33.3%

Peaceful/safe

16.8%

21.7%

23.9%

15.2%

27.6%

7.4%

10.5%

3.1%

Excellence/high quality

15.9%

17.9%

17.4%

22.2%

6.9%

12.1%

17.4%

7.3%

Welcoming/friendly people

15.6%

18.7%

20.9%

13.1%

20.7%

9.5%

12.8%

7.3%

Reputable/Internationally recognised

8.9%

10.3%

10.4%

12.1%

6.9%

6.3%

8.1%

5.2%

Career opportunities/prospects

8.8%

10.3%

7.4%

17.2%

6.9%

5.8%

3.5%

5.2%

English speaking country

8.6%

8.4%

10.0%

4.0%

10.3%

8.9%

7.0%

8.3%

Expensive tuition fees

7.3%

8.7%

10.4%

6.1%

3.4%

4.7%

7.0%

3.1%

Affordable tuition fees

5.9%

7.3%

6.5%

8.1%

10.3%

3.2%

4.7%

2.1%

Active/fun/lifestyle

5.9%

6.0%

7.4%

2.0%

6.9%

5.8%

5.8%

6.3%

Location: far from home country

3.8%

0.8%

0.9%

1.0%

0.0%

9.5%

8.1%

11.5%

Ease of getting visa/immigration

3.4%

3.5%

3.9%

3.0%

3.4%

3.2%

1.2%

5.2%

Tolerant/Liberal country

3.4%

4.1%

4.8%

3.0%

3.4%

2.1%

3.5%

1.0%

Competitive

3.2%

3.8%

3.5%

6.1%

0.0%

2.1%

0.0%

3.1%

Specific city in Canada named

3.0%

1.1%

1.3%

1.0%

0.0%

6.8%

4.7%

8.3%

Challenging/difficult

2.9%

3.5%

3.9%

3.0%

3.4%

1.6%

3.5%

0.0%

Good quality of life

2.9%

2.2%

2.2%

3.0%

0.0%

4.2%

3.5%

5.2%

Structured/developed

2.9%

3.3%

3.0%

4.0%

3.4%

2.1%

1.2%

3.1%

Variety of courses

2.7%

3.0%

3.0%

4.0%

0.0%

2.1%

1.2%

3.1%

Location: close to the US

2.5%

2.2%

2.6%

2.0%

0.0%

3.2%

0.0%

4.2%

Specific university in Canada named

2.3%

1.9%

3.0%

0.0%

0.0%

3.2%

3.5%

3.1%

French speaking

2.1%

0.0%

0.0%

0.0%

0.0%

6.3%

9.3%

4.2%

Large country

2.1%

1.4%

2.2%

0.0%

0.0%

3.7%

2.3%

5.2%

Practical

1.8%

2.4%

2.2%

2.0%

3.4%

0.5%

0.0%

1.0%

Research capabilities

1.8%

0.8%

0.0%

3.0%

0.0%

3.7%

0.0%

7.3%

Unpopular/unknown institutions

1.8%

0.5%

0.9%

0.0%

0.0%

4.2%

3.5%

5.2%

Modern/new

1.4%

1.4%

1.3%

1.0%

3.4%

1.6%

1.2%

2.1%

French and English speaking

1.4%

0.5%

0.4%

0.0%

3.4%

3.2%

1.2%

5.2%

Flexibility of study

1.4%

2.2%

2.6%

2.0%

0.0%

0.0%

0.0%

0.0%

Close to family/friends

1.4%

1.1%

1.7%

0.0%

0.0%

2.1%

2.3%

2.1%

Poor education system

1.1%

0.8%

1.3%

0.0%

0.0%

1.6%

3.5%

0.0%

Convenient location

1.1%

1.6%

1.7%

1.0%

3.4%

0.0%

0.0%

0.0%

Easy to obtain a degree

0.9%

0.5%

0.4%

0.0%

3.4%

1.6%

1.2%

2.1%

Difficult to get visa

0.9%

0.8%

0.9%

1.0%

0.0%

1.1%

0.0%

2.1%

Technologically advanced

0.9%

1.1%

1.3%

1.0%

0.0%

0.5%

0.0%

1.0%

High living costs

0.9%

1.1%

0.9%

2.0%

0.0%

0.5%

1.2%

0.0%

Prefer Canada over other countries

0.7%

0.8%

0.0%

2.0%

3.4%

0.5%

1.2%

0.0%

Professional

0.7%

0.3%

0.4%

0.0%

0.0%

1.6%

2.3%

1.0%

Racial discrimination

0.5%

0.3%

0.0%

0.0%

0.0%

1.1%

2.3%

0.0%

No racial discrimination

0.5%

0.8%

0.4%

2.0%

0.0%

0.0%

0.0%

0.0%

Prefer other countries over Canada

0.5%

0.0%

0.0%

0.0%

0.0%

1.6%

1.2%

2.1%

Other positive words

4.2%

4.1%

5.2%

3.0%

0.0%

4.8%

4.7%

5.2%

Other negative words

2.6%

3.0%

3.9%

1.0%

0.0%

2.1%

3.5%

1.0%

Other neutral words

2.1%

1.6%

1.7%

1.0%

0.0%

3.2%

4.7%

2.1%

No comment/Don't know

8.8%

7.0%

3.5%

11.1%

20.7%

12.1%

10.5%

13.5%

Sample size

559

369

230

99

29

190

86

96

All Int. 

Students


To further identify perceptions of Canada as a study destination, students were asked to indicate what they believed to be the strengths and weaknesses of the Country as a place to study.  These findings are outlined in the following tables with strengths listed in Table 20 and weaknesses in Table 21. As a whole, students identified more strengths than weaknesses and current students listed more strengths and weaknesses than prospects – perhaps a result of being more familiar with Canada combined with the fact that they had chosen the destination in the first place.   Encouragingly, as many as 18 attributes were recognized as strengths by at least 25% of all students – compared to four attributes that were seen as weaknesses by as many respondents.  The strengths identified by the greatest percentage of students, both current students and prospects, included that it is a safe country to live/study in, is a friendly place to live/study in, has a tolerant culture and it is a good place to practice/learn English while studying. 
Table 20 Perceived strengths of Canada as an education destination 
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Is a safe place to live/study

74.3%

82.4%

82.1%

87.2%

73.3%

58.4%

52.9%

64.2%

Is a friendly place to live/study

73.9%

83.8%

85.2%

83.0%

80.0%

54.7%

60.9%

50.5%

Is a tolerant culture

63.8%

68.1%

68.1%

73.4%

56.7%

55.3%

50.6%

60.0%

Is a good place to practice/learn English while 

studying

62.0%

68.1%

72.1%

62.8%

70.0%

50.0%

48.3%

49.5%

Good reputation

55.9%

62.7%

59.4%

73.4%

53.3%

42.6%

40.2%

44.2%

Offers high quality, internationally recognized 

degrees

50.2%

58.1%

59.4%

63.8%

26.7%

34.7%

33.3%

35.8%

Possibility of immigrating after graduation

47.1%

54.3%

55.9%

60.6%

40.0%

33.2%

29.9%

36.8%

Is a fun place to study

44.1%

45.4%

43.2%

51.1%

50.0%

41.6%

39.1%

43.2%

High standard of educational institutions

43.9%

53.5%

52.8%

61.7%

36.7%

25.3%

32.2%

18.9%

Good career prospects in home countries after 

graduation

37.3%

42.7%

39.7%

52.1%

40.0%

26.8%

24.1%

28.4%

Offers a wide range of courses

37.3%

45.7%

48.5%

41.5%

33.3%

21.1%

24.1%

17.9%

Students can work while studying

36.1%

40.8%

41.0%

45.7%

23.3%

26.8%

28.7%

25.3%

Is easy to get a study visa

35.4%

42.7%

39.7%

47.9%

46.7%

21.1%

23.0%

20.0%

Can obtain work permit to work in Canada for up to 

two years after graduation

34.1%

43.8%

43.2%

51.1%

26.7%

15.3%

12.6%

17.9%

Is a bilingual country

33.9%

30.3%

32.8%

22.3%

40.0%

41.1%

28.7%

51.6%

Location North America

33.6%

40.8%

43.7%

39.4%

40.0%

19.5%

17.2%

20.0%

Offers a wide range of lifestyles/adventures

30.5%

34.3%

35.4%

36.2%

26.7%

23.2%

24.1%

21.1%

Offers expertise in a particular fields

26.8%

30.8%

31.9%

37.2%

6.7%

18.9%

17.2%

20.0%

Good weather

23.6%

29.7%

35.4%

19.1%

30.0%

11.6%

12.6%

10.5%

Accommodations are easy to find

23.2%

29.5%

28.4%

30.9%

33.3%

11.1%

8.0%

13.7%

Is a good place to practice/learn French while 

studying

18.8%

13.5%

14.8%

8.5%

20.0%

28.9%

21.8%

34.7%

Low cost of living

13.4%

10.8%

8.7%

12.8%

20.0%

18.4%

23.0%

13.7%

Low tuition costs

12.1%

11.9%

9.6%

18.1%

10.0%

12.6%

17.2%

7.4%

Low entry requirements

10.7%

10.5%

7.9%

13.8%

23.3%

11.1%

12.6%

9.5%

High entry requirements

7.9%

8.9%

10.0%

7.4%

6.7%

5.8%

8.0%

4.2%

Location/proximity to home country

4.8%

5.7%

5.7%

3.2%

16.7%

3.2%

5.7%

1.1%

Don't know

5.2%

0.8%

0.9%

1.1%

0.0%

13.7%

18.4%

7.4%

Other, please specify

0.9%

1.1%

0.4%

3.2%

0.0%

0.5%

0.0%

1.1%

Sample size

560

370

229

94

30

190

87

95

All Int. 

Students


The vast majority of current students felt that Canada was a friendly (84%) and safe (82%) place to live and study in and believed that these attributes were strengths of Canada as an education destination.  Other strengths noted by a significant majority of current students included Canada having a tolerant culture (68%), being a good place to practice/learn English while studying and possessing a good reputation (62%).  The majority of prospects also felt each of these attributes were strengths of Canada as a destination for overseas study with the exception of a good reputation which was only recognized as a strength by 43% of prospects.  
Other strengths identified by a significant percentage of students included:

· Offers high quality, internationally recognized degrees (58% of current students and 35% of prospects)

· Possibility of immigrating after graduation (54% and 33%, respectively)

· Is a fun place to study (45%, 41%)

· High standard of educational institutions (54%, 25%)

· Good career prospects in home countries after graduation (43%, 27%)

· Offers a wide range of courses (46%, 21%)

· Students can work while studying (41%, 27%)

· Is easy to get a study visa (43%, 21%)

· Can obtain work permit to work in Canada for up to two years after graduation (44%, 15%)

· Is a bilingual country (30%, 41%)

· North American location (41%, 20%)

· Offers a wide range of lifestyles/adventures (34%, 23%)

· Offers expertise in particular fields (31%, 19%)

· Good weather (30%, 12%)

· Accommodation is easy to find (30%, 11%)

Although it is reasonable that students in Canada were more likely to identify attributes as being strengths given their greater familiarity with Canada as a study destination and it could be a sign that current students are happy with their decision to study in Canada, some discrepancies between current students and prospects should be noted. 

Prospects were significantly less likely than current students to identify many factors relating to quality of education or standard of education as strengths of Canada. These included good reputation (43% of prospects compared to 63% of students in Canada), offers high quality, internationally recognized degrees (35% and 58%, respectively), high standard of educational institutions (25%, 54%), and good career prospects in home countries after graduation (27%, 43%). 
It is possible that prospects are less informed about opportunities available to international students as they were significantly less likely to recognize the following as strengths:

· Possibility of immigrating after graduation (33% of prospects compared to 54% of current students)

· Offers a wide range of courses (21% and 46%, respectively)

· Students can work while studying (27%, 41%)

· Is easy to get a study visa (21%, 43%)

· Can obtain work permit to work in Canada for up to two years after graduation (15%, 44%)

· Offers expertise in particular fields (19%, 31%)

Students were also asked to indicate the weaknesses of Canada as a study destination.  These results are presented in Table 21.  The four factors identified by the greatest percentage of students were high costs (tuition fees and cost of living), bad weather and Canada’s location/proximity compared to their home country.  These were the most commonly perceived weaknesses for both current students and prospects, however a much greater percentage of current students believed weaknesses included high tuition costs (70% of current students compared to 28% of prospects) and high cost of living (61% and 23%, respectively).  The discrepancy between current students and prospects relating to costs might be a result of current students believing the costs they experience are too high, while Prospects are more likely to view costs associated with studying in Canada against other study destinations. 
A similar percentage of current students and prospects believed bad weather (47% and 49%, respectively) and Canada’s location/proximity to their home country (30%, 25%) were weaknesses of Canada as a study destination.  

Of some concern is that nearly a third of the prospects (31%) did not feel that they knew enough about Canada as a destination for overseas study to comment on weaknesses.  To some extent this may be a positive sign in that these students did not identify specific weaknesses, however, it also a likely reflection that many students have a very limited knowledge of the educational opportunities available in Canada or a least a strong perception of what it is like to study in Canada. 

Table 21 Perceived weaknesses of Canada as a study destination 
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Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

High tuition costs

55.7%

69.7%

78.6%

59.6%

43.3%

28.4%

24.1%

33.7%

High cost of living

47.9%

60.5%

64.2%

58.5%

43.3%

23.2%

24.1%

23.2%

Bad weather

47.5%

46.8%

43.7%

56.4%

36.7%

48.9%

46.0%

53.7%

Location - proximity to home country (e.g. too close, too far)

28.0%

29.7%

31.9%

24.5%

30.0%

24.7%

27.6%

22.1%

Is difficult to get a study visa

15.9%

17.8%

18.8%

20.2%

6.7%

12.1%

9.2%

14.7%

Students cannot work while studying

13.4%

18.6%

17.5%

17.0%

30.0%

3.2%

1.1%

5.3%

Limited migration opportunities after graduation

13.2%

16.8%

21.0%

10.6%

13.3%

6.3%

5.7%

7.4%

Is not a fun place to study

12.7%

15.7%

17.5%

13.8%

10.0%

6.8%

5.7%

8.4%

High entry requirements

10.7%

11.9%

13.1%

8.5%

16.7%

8.4%

8.0%

7.4%

Accommodations are difficult to find

8.6%

8.9%

9.6%

7.4%

10.0%

7.9%

6.9%

9.5%

Cannot obtain work permit to work in Canada for up to two 

years after graduation

7.7%

9.2%

10.5%

5.3%

16.7%

4.7%

2.3%

7.4%

Offers a limited range of lifestyles/adventures

6.3%

8.4%

10.0%

6.4%

3.3%

2.1%

4.6%

0.0%

Poor career prospects in home countries after graduation

5.7%

5.7%

6.1%

4.3%

6.7%

5.8%

5.7%

6.3%

Does not have any known significant expertise in any 

particular fields

5.4%

6.2%

5.7%

8.5%

6.7%

3.7%

2.3%

5.3%

Does not offer high quality, internationally recognized degrees

4.6%

4.9%

6.1%

3.2%

3.3%

4.2%

4.6%

4.2%

Location - North America

4.1%

2.7%

2.6%

3.2%

3.3%

6.8%

9.2%

4.2%

Is not a good place to practice/learn English while studying

3.9%

5.1%

5.7%

4.3%

6.7%

1.6%

3.4%

0.0%

Low entry requirements

3.8%

4.6%

5.7%

2.1%

6.7%

2.1%

2.3%

2.1%

Low standard of educational institutions

3.4%

4.9%

5.7%

4.3%

3.3%

0.5%

1.1%

0.0%

Poor reputation

3.2%

3.2%

3.1%

3.2%

3.3%

3.2%

4.6%

2.1%

Offers a limited range of courses

3.0%

3.5%

3.5%

4.3%

3.3%

2.1%

1.1%

3.2%

Is not a friendly place to live/study

2.9%

3.2%

3.1%

4.3%

3.3%

2.1%

2.3%

2.1%

Is not a good place to practice/learn French while studying

2.9%

3.2%

2.6%

3.2%

6.7%

2.1%

2.3%

2.1%

Is not a tolerant culture

2.5%

3.2%

3.5%

1.1%

6.7%

1.1%

2.3%

0.0%

Is not a safe place to live/study

2.3%

2.4%

2.6%

2.1%

3.3%

2.1%

2.3%

2.1%

Don't know

12.7%

3.5%

1.7%

5.3%

10.0%

30.5%

34.5%

25.3%

Other, please specify

2.7%

3.8%

4.4%

4.3%

0.0%

0.5%

1.1%

0.0%

Sample size

560

370

229

94

30

190

87

95

All Int. 

Students


Students were also asked to select statements about Canada that reflected their intentions or interests in migrating to Canada or pursuing further study options in Canada as well as their propensity to have initially considered Canada as a study destination. 
The results from this question are presented in Table 22. 

Observations about Current International Students in Canada:

· Almost half of HE current students (43% of UGs and 55% of PGs) are interested in migrating to Canada – although ESL students were less likely to have such intentions (27%) as one might anticipate
· A significant percentage of students said that they would consider undertaking future study in Canada (27% of UGs, 35% of PGs and 23% of ESL students)

· The vast majority of students, 84%, had not previously visited Canada prior to undertaking their current studies

· Just over a third of the students (35%) indicated that Canada was their first choice study destination – although half of the ESL audience said Canada was their first preference 
· Almost forty one percent (40.8%) of current students said they were interested in Canada and found the right university/program that met their needs while almost 31% said they were accepted at the university of their choice 

· About one in five students (21%) said that they were able to find sufficient information about the country or Canadian universities/programs to decide to apply (and did)
· A greater percentage of UGs (48%), than PGs (31%) or ESL students (27%), received recommendations to study in Canada by parents, family members or friends that had previously visited the country 

· A significantly lower number of UGs (10%) than PGs (21%) or ESL students (23%) received scholarship/discount offers to study in Canada. 

Table 22 Statement that reflects students’ positions regarding Canada as an education destination 
[image: image24.wmf]Students in Canada

Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Canada is a country that I'm interested in migrating to

44.3%

42.8%

55.3%

26.7%

My parents, other family members or close friends had visited Canada 

and recommended I consider it as a study destination

41.4%

48.0%

30.9%

26.7%

I was interested in Canada and found the right university/program for my 

needs

40.8%

38.9%

51.1%

30.0%

Canada was my first choice study destination

35.4%

36.2%

28.7%

50.0%

I was interested, applied and was accepted by the university of my 

choice

30.8%

29.7%

37.2%

16.7%

I will consider Canada for further education

28.6%

26.6%

35.1%

23.3%

I was able to find sufficient information about Canada and/or Canadian 

universities/programs when searching, therefore I applied

20.8%

21.4%

18.1%

13.3%

I will consider Canada for vacation

20.3%

23.1%

19.1%

10.0%

I had already visited Canada when I was younger

15.9%

18.3%

10.6%

13.3%

I always knew I wanted to study in Canada

13.2%

15.3%

8.5%

20.0%

I was interested, applied and was offered scholarships/discounts

13.2%

9.6%

21.3%

23.3%

I received an offer from another school in another country but accepted 

a better offer (scholarship/discount etc.) from a university in Canada

7.3%

7.0%

9.6%

3.3%

I never considered studying in Canada

37.9%

42.5%

32.6%

I will consider Canada for vacation

34.2%

37.9%

29.5%

Canada was one of the countries that I considered but not my first 

choice

25.3%

18.4%

30.5%

I will consider Canada for further education

22.6%

17.2%

27.4%

I was interested but didn't find the right university/program for my needs

17.4%

23.0%

13.7%

Canada is a country that I'm interested in migrating to

16.3%

10.3%

23.2%

Couldn't find sufficient information about Canada and/or Canadian 

institutions

11.1%

10.3%

11.6%

I was interested, applied but wasn't offered any scholarships/discounts

10.5%

6.9%

14.7%

Received an offer from a Canadian university but accepted a better offer 

(scholarship/discount etc.) from another school in another country

2.1%

1.1%

3.2%

I was interested, applied but wasn't accepted by the university of my 

choice

1.6%

2.3%

1.1%

Sample size

370

229

94

30

190

87

95


Observations about Prospects:

· A relatively significant percentage of prospects, especially PGs, would consider Canada for further education (23% overall and 27% of PGs) or are interested in migrating to Canada (16% and 23%, respectively)

· About a third of the prospects (34%) said they would consider visiting Canada in the future

· Of concern is more than a third of the prospects (43% of UGs and 33% of PGs) said they never considered studying in Canada while adversely 18% of UGs and 31% of PGs said that they had considered Canada but the country was not their first preference

· Another area for consideration is 17% of prospects said they were interested in studying in Canada but didn’t find the right university or program to meet their needs and 11% indicated that they couldn’t find sufficient information about Canada or Canadian institutions

Students were asked to give their recommendations on how Canada can be better promoted as an education destination with the aim of attracting more international students.  
About two-thirds of the international students (67%), with about equal percentage of current students and prospects, indicated that Canada should offer competitive scholarships/discounts.  This was the most common suggestion given by all student audiences (see Table 23).  

Table 23 What Canada can do better to attract more international students and promote itself as an education destination
[image: image25.wmf]Students in Canada

Prospects

Overall

UG

PG

ESL

Overall

UG 

PG

Offer competitive scholarship/discounts (by 

university/institution/program)

66.8%

66.2%

66.4%

72.3%

36.7%

67.9%

65.5%

73.7%

Make it easier to obtain work on graduation

46.6%

56.2%

56.8%

59.6%

46.7%

27.9%

21.8%

35.8%

Make it viable to migrate on graduation

44.6%

52.4%

55.5%

56.4%

23.3%

29.5%

20.7%

38.9%

Make it easier to work while studying

44.1%

54.3%

56.8%

52.1%

40.0%

24.2%

20.7%

26.3%

Have and promote more overseas partnerships

38.8%

37.0%

37.6%

34.0%

36.7%

42.1%

36.8%

47.4%

Provide more relevant information to career 

advisors at schools

33.9%

35.4%

40.2%

26.6%

30.0%

31.1%

35.6%

26.3%

Make it easier to obtain an overseas visa

33.9%

35.7%

36.2%

38.3%

23.3%

30.5%

27.6%

34.7%

Have greater presence at exhibitions

29.5%

29.5%

31.4%

28.7%

16.7%

29.5%

34.5%

26.3%

Provide more relevant information to agents

20.4%

21.4%

21.4%

20.2%

26.7%

18.4%

21.8%

16.8%

Other, please specify

6.3%

6.8%

7.9%

4.3%

6.7%

5.3%

4.6%

6.3%

Sample size

560

370

229

94

30

190

87

95

All Int. 

Students


The majority of current students said Canada should make it easier to obtain work after graduating, make it viable to migrate upon graduation and to make it easier to work while studying.  Interestingly none of the first four suggestions that were the most widespread among current students had anything to do with the actual study environment or quality of education.  

A smaller, but still significant, percentage of prospects also thought Canada would become a more attractive destination for overseas students if these factors were addressed, however an even greater percentage of prospects thought Canada should have and promote more overseas partnerships (as suggested by 42% of prospects), provide more relevant information to career advisors at schools (31%), make it easer to obtain an overseas visa (31%), and have a greater presence at exhibitions.  

Overall, other than offering scholarships/discounts, no recommendations stood out above all others. 
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