Ipsos Marketing

Improving Marketing Effectiveness by Better
Understanding Perceptions and Needs of Talwanese
Potential Students, Parents, and Education Agents
Results of Education Agents

Prepared for: Education New Zealand

Studyin ..

New Zealand

New Zealand is a great place to be a student - discover why '

Zzth June 2012 © 2012 Ipsos. All rights reserved. Contains Ipsos' Confidential and Proprietary information and
’ may not be disclosed or reproduced without the prior written consent of Ipsos.






Executive Summary

Ipsos Marketing



@ Executive Summary (1) — New Zealand as a Study Destination

= ENZ’s focus for action should be on growing consideration of NZ as a place of
study among potential students and parents. Although agents are supportive and
favorable of NZ, this favorable perception among agents did not translate into
good perceptions in students and parents’ minds. Therefore, targeting education
agents is not sufficient.

= Although agents claimed they would recommend NZ at least as much as other countries
(except for tertiary study), this did not influence students and parents generally, as
shown in their low consideration of NZ. This suggests that focusing on agents is not
sufficient to grow interest in studying in NZ among students and parents.

= Possibly due to their familiarity and experience, agents rated NZ and key
competing countries as performing similarly well, except for secondary schools,
where NZ was marginally better perceived. Nonetheless, NZ's favourable
perception among agents did not translate into good perceptions in students and
parents’ minds.

= In conclusion, increasing awareness of NZ as a place of study among Taiwanese
Is probably ENZ's first step to take, as the biggest issue faced is that students and
parents typically do not put NZ in their consideration set when choosing a country.
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@ Executive Summary (2) — Country Choice Drivers

= The most important driver of country recommendation for agents are the
reputation of education institutions and student’s safety.

= Among agents’ most important factors for country recommendation, NZ performed best
in being considered as a good place to raise children, lower costs, as well as being safe.

However, NZ education institutions were less well regarded compared with those of other
countries.

= In general, the key reasons for agents to recommend NZ were its safe/less crime
environment, and the lower costs of living/ study, which was consistent with students and
parents’ perceptions of NZ's strengths.

= In agents’ perception, NZ was seen most strongly as being friendly, safe, and
good for raising children, as well as lower cost, in line with the perceptions of
students and parents.

= More focus should also be placed on promoting NZ’s educational strength (e.g.,

qualification, reputation, and the best place of the study), which are key factors in
driving country choice.
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@ Executive Summary (3) — Marketing & Communication

» Half of agents rated NZ's marketing communication positively, but not as good as
Australia and UK. More media exposure may be required, especially given the lack
of familiarity of NZ as a study place among parents and students.

= Provide full lists of education institutions/ranking of education institution/specialty
of education institution is the key suggestions on how ENZ could improve
service/support to agents.

= Suggestions on how NZ education institution can improve promoting themselves
include:

= Provide full list of education institutions/ranking of education institution/specialty of
education institution.

= More flexibility for apply admissions/allow conditional admission
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@ Research Background and Objectives

» Research Background:

=

Education New Zealand wants to increase the share of New Zealand as an
education destination country among Taiwanese students. This research was
commissioned particularly to better understand perceptions of New Zealand
among Taiwanese consumers and their education needs.

» Research Objectives:

=
=

=

4 3

Identify current levels of consideration of New Zealand as a study destination.

Understand perceptions of New Zealand as a study destination, and New
Zealand’s “brand equity”.

Identify the perceived strengths and weaknesses of New Zealand relative to
other competing study destination countries.

Understand willingness to recommend New Zealand among education agents.

Understand which factors drive preference of destination country among
potential students, parents, and education agents.

Understand the usage and preference of information sources.

Ipsos Marketing



@ Research Design

» The research approach included the following elements:

= Potential students / Parents of potential students:

— 150 quantitative interviews with potential students to understand perceptions of destination
countries, drivers of choice, etc.

— 150 quantitative interviews with parents of potential students to understand perceptions of
destination countries, drivers of choice, etc.

= Education agents:
— Two qualitative in-depth interviews to inform the development of the quantitative questionnaire.

— 30 quantitative interviews to understand perceptions of destination countries, willingness to
promote New Zealand, etc.

= Methodology

= Potential students / Parents of potential students: Face-to-face interviewing, with
respondents sampled by referral.

= Education agents: Face-to-face interviewing, with eligible agent list provided by ENZ.

= Sample size:

= 150 potential students: 50% potential university/tertiary students and 50% language
school / vocational training students

= 150 parents of potential students: 50% parents of potential secondary school
students and 50% parents of tertiary/ language school/vocational training students

= Education agents: 30 interviews (including Specialist and non-Specialist agents)

= Geographic coverage: Taipei City, New Taipei City, Taichung City and
Kaohsiung City.
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Key Findings
- Importance of Factors

In Country
Recommendation

Education Agents
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Similar with students and parents, reputation was the most important driver of

country recommendation among agents, followed closely by students’ safety.

Top 5 Important Factors When recommending A Country to Study In

More

. Reputation of education institutions/ranking
important

of the education institutions

Safety of the country for children/young adults

B
Cost of education - 6.03

B

- 4.29

ase of being accepted into education institution

Lesg é Cost of living ]
important

Among 16 factors, respondents selected 10 important ones and ranked them from 1 to 10 in order of
importance. In calculating importance, we assign 10 points if the factor was ranked 1%t, 9 points if
ranked 2", etc. For the factors that had not been chosen as top 10, we assigned 0 point to them.

Base: All Respondents, n=31 lpSOS Marketing

Q22b: Please select 10 items that you consider most important to you when recommending a country to study in




Although agents did not consider country awareness an important factor (ranked 9 out of 16), the
lack of familiarity was NZ's key disadvantage among students and parents, leading to a low level
of consideration of NZ. Increasing awareness and familiarity of NZ is thus still important.

Less Important Factors When Recommending a Country to Study in

i'\rﬂncl)orgrtant [ i [ 7. Ease of getting a visa 8. Ease of completing
6. Reputation of teachers/ : g g (3.65) courses/ qualifications
! researchers (3.97) i : ! (3.35)
(9. How well known the ( r11. Similafity of the
country generally is 10. Convenience of living education system to
among Taiwanese there (2.45) other Western countries
(_ people 3.32) J . (2.29)
("12. Similarity of the ) ( 13. How interesting/ lively (14. Whether many
education system to the country is to live in Taiwanese people have
L Taiwan’s (1.81) " (1.74) \____sStudied there (1.52)
Least [15' legr\;elegfugg?orzlssmn ] [16. Ease of getting a ]
important i
P institutions (1.13) SCHOIIEINS (o

Among 16 factors, respondents selected 10 important ones and ranked them from 1 to 10 in order of
importance. In calculating importance, we assigned 10 points if the factor was ranked 1%, 9 points if
ranked 2", etc. For factors that were not chosen in the top 10, we assigned 0 point.

Base: All Respondents, n=31 lpSOS Marketing

Q22b: Please select 10 items that you consider most important to you when recommending a country to study in
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- Country Preference,

Evaluation, and
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Key Findings

- Country Preference

Education Agents
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@ Apart from tertiary study, agents were very positive in their willingness to recommend NZ as a place to

study. However, this strong support has not translated into high levels of consideration of NZ among
students and parents, as shown in roughly 40% of students and parents being unlikely to consider
studying in NZ.

Likelihood of Recommending NZ

T2B% of Specialist m Very likely ® Somewhat likely May or may not

Agents vs. Non o ™ Somewhat unlikely = Very unlikely
Specialist Agents:

92% vs. 68%

Overall 48

Secondary

26 77%
school

University 29 66%

English
Language 30 93%
Course
Base: All Respondents, n=31
Q10: Overall how likely would you be to recommend New Zealand?
Base: Those whose customers study for secondary school, n=26
Q11: For secondary school, how likely would you be to recommend New Zealand?
Base: Those whose customers study for university school, n=29
Q12: For university, how likely would you be to recommend New Zealand? .
Base: Those whose customers study for English language school, n=30 Ipsos Market"]g 16

Q13: For English language school, how likely would you be to recommend New Zealand?




Overall (n=2)

Education Agents

Overall, very few agents claimed they would not recommend NZ, apart from
tertiary study. Barriers contributing to low willingness to recommend NZ were

typically related to a lack of familiarity.
Reasons for Not Recommending NZ

Secondary school(n=4)
* Fewer schools to choose from/fewer top schools

* Very few education institutions come to promote

Fewer schools to choose from/fewer top schools

themselves

Not easy to apply the admission nor easy to graduat e « Not familiar with the schools/environment/education

system in New Zealand

e Qur company focus on recommending to other
countries

Not familiar with the schools/environment/education
system in New Zealand

* Not convenient to live

University (n=6)

Not familiar with the schools/environment/education Language course (n—l)

system in New Zealand

Fewer schools to choose from/fewer top schools

* Doesn't like the accentin New Zealand

Not good at technology/art/commercial related subje cts

The students are less willing to study in the count ry

* There are not enough attractive tourism attractions

that have no friends/relatives live there

Base: Those who not recommend NZ as a place to study- overall, n=2

Q18: For what reasons would you not likely to recommend New Zealand as a place to study overall?

Base: Those who not recommend NZ as a place to study- Secondary school, n=4

Q19: For what reasons would you not likely to recommend New Zealand as a place to go to secondary school in?

Base: Those who not recommend NZ as a place to study- University, n=6

Q20: For what reasons would you not likely to recommend New Zealand as a place to study to go to university in? .
Base: Those who not recommend NZ as a place to study- English language school, n=1 lpsos Market"]g

Q21: For what reasons would you not likely to recommend New Zealand as a place to study English in?



Q Although agents claimed they would recommend NZ at least as much as other countries (except for

tertiary study), this did not influence students and parents generally, as shown in their low consideration
of NZ. This suggests that focusing on agents is not sufficient to grow interest in studying in NZ among
students and parents.

Countries Would Recommend
m USA = UK Canada m Australia = New Zealand

Base .
NZ: Specialist Agents

vs. Non accredited
agents: 50% vs. 16%

Overall 31
NZ” Specialist Agents
vs. Non accredited
Secondary 26 agents: 82% vs. 47%
school

NZ: Specialist Agents
vs. Non accredited
agents: 25% vs. 0%

University 29

NZ: Specialist Agents

] vs. Non accredited
English agents: 58% vs. 28%
Language 30

Course

All respondents, n=31

Which country would you overall be most likely to recommend as a place to study?

Those whose customers study for secondary school, n=26

Which country would you be most likely to recommend as a place to study in the secondary school?
Those whose customers study for university, n=29

Which country would you be most likely to recommend as a place to study in the university?

Those whose customers study for English language school , n=30 Ipsos Marketing 18

Q4: Which country would you be most likely to recommend as a place to study in the English language school?




Key Findings

- Country Evaluation

Education Agents
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@ Possibly due to their familiarity and experience, agents rated NZ and key competing countries as

performing similarly well, except for secondary schools, where NZ was marginally better
perceived. Nonetheless, NZ's favourable perception among agents did not translate into good

perceptions in students and parents’ minds. I
Performance as a Place to Study | Importance as a
% rating the country 7~10 points based on 10-point scale. | Place tO Stu dy
Overall Secondary University Language '
Base=31 school e Base=29 COUrSEyoog0 | Base=31

New Zealand

81

81

UK 74 73 76 80
Australia 71 o4 83 77
USA 71 38 83 73

Canada 65 62 86 80 71

Base: All Respondents, n=31

Q5: How would you rate each of the following countries in terms of your overall opinion of it as a place to study? % rating the country 5~7

Base: Those whose customers study for secondary school, n=26 points based on 7-point

Q6: How would you rate each country as a place to go to secondary school in ? scale

Base: Those whose customers study for university school, n=29 '

Q7: How would you rate each country as a place to go to university in?

Base: Those whose customers study for English language school, n=30

Q8: How would you rate each country as a place to study English in, that is, go to an English language school?

Base: All Respondents, n=31 .

Q9: How important is your connection or relationship with each of these countries to you in terms of being Ipsos Market"]g 20

a place to study?



Key Findings

- Country Perceptions

Education Agents
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Country Perceptions and Performance
The following slide use a “biplot” to show country performance on attributes, as
well as correlation between attributes. This example shows how to interpret the

chaurt. Australia
|

/ Point of
! projection for
Canada.

[ |
Canada

The angle between the vectors represents
their correlation (relationship) with each other.
The greater the angle, the less correlated to
each other.

The longer the line the more discriminating
that attribute is across the countries.
Countries close to each other are perceived
similar.

A country’s position/ performance on an
attribute is obtained by “projection”. The
closer the country is to the upper end of the
vector, the more strongly it was rated on that
attribute (not the distance between the country
and the attribute).

g,%?

e.g. the cg,rre/l'étion of '

#24 vs. #25 is greater / @_
)

than#24 vs. #32. /
-

F

|

Point of projection

for UK.

1 O 2
5

/1 e.g. Aus performed the best on

/| #29, followed by NZ and
7 Canada. USA and UK performed
AN \the worst on #29.

[N
~

i ~

] S
i SN
/ S

/ *In the following slide; because there are

too many attributes (35 in-tatal) in one

chart, only the NZ related attributes are
listed on the same slide. Please refer.to
the next slide for the detailed attributes.
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@ In agents’ perception, NZ was seen most strongly as being friendly, safe, and

good for raising children, as well as lower cost, in line with the perceptions of
students and parents.
Country Perceptions

34 USA \
. \

Australia

NZ core value = personal)
/_/2 Cost of education is not expensive
/ 13 Cost of living is not expensive
14 Easy to get a visa
/ 18 ‘Allowed to work part-time while studying
/ 19 Easy to be allowed to stay in the country after studying
21 Is safe / has little crime
22 |Is a good place to raise children/ Children will not learn bad behaviour or bad hobbies.
23 Has a good climate / weather
o5 Has strong standards for the care and protection of international students
(NZ core value = personal)
26 Very accepting of people from other countries (NZ core value = welcoming)
10 27 Has friendly homestay families

29 5o Hasa wide range of outdgor/adventure activities lpSOS Marketin g 23
available (NZ'core value = adventurous)

NO



@ Detailed attributes of country perceptions

1

2

10
11
12
13
14
15
16
17
18

Education institutions are highly regarded
internationally

Education institutions have a long history

Has teachers / researchers who are highly regarded
internationally

Qualifications are highly regarded internationally
Famous/highly regarded people have studied here
Education system encourages independent thinking

Allows students the flexibility to choose the types of
courses/subjects they want to study

Has relatively small class sizes

Number of tests required for each course is
relatively few

Takes less time to complete the desired qualification
Easy to get a scholarship

Cost of education is not expensive

Cost of living is not expensive

Easy to get a visa

Academic requirements are not too strict

Easy to be accepted in educational institutions
Easy to travel to/from Taiwan

Allowed to work part-time while studying

19

20
21
22

23
24
25

26
27

28

29
30
31

32

33
34
35

Easy to be allowed to stay in the country after
studying

Has a formal alumni network that allows students to
easily maintain contact with fellow students

Is safe / has little crime

Is a good place to raise children/ Children will not
learn bad behaviour or bad hobbies.

Has a good climate / weather

Many Taiwanese people live or study here

Has strong standards for the care and protection of
international students

Very accepting of people from other countries

Has friendly homestay families

Has a wide range/diversity of people and cultures

Has a long history / culture
Has a lively, interesting lifestyle
Is a very convenient place to live

Has a wide range of outdoor/adventure activities
available

The country is internationally recognised as being
innovative

Is a technologically advanced country

Education institutions pay a higher level of
commission

Ipsos Marketing
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Education Agents

Among agents’ most important factors for country recommendation, NZ performed best in being
considered as a good place to raise children, lower costs, as well as being safe. However, NZ
education institutions were less well regarded compared with those of other countries.

Country Perceptions on Most Important Factors

—e— New Zealand UK A Canada & USA @ Australia

Reputation/ ranking L
of education Education institutions 19 A 35 87094~

institutions are highly regarded

Is a good place to raise
children/ will not learn| ®©

Safety for bad behaviour
children/young
adults . )
Is safe/has little crime®-3 16
rC t of educai Cost of education is not"3 164 ©23
ost of education expensive

r - .
ii‘ss ct’;g?r']rt‘g Easy to be accepted in
SPIECINTO ¥ o qucational institutions 26 A
r - .
| Cost of living is not
Cost of living exp?ensive _ﬁ_%g.w

Base: All respondents, n=31 lpSOS Marketing

Q23: What countries can apply to the statement?

*Sort by factor importance



NZ’'s “simple” environment and affordable costs were the main reasons

for agents to recommend it overall as a place of study.

Reason for Recommending a Country — Overall

Total New UK USA/ Canada  Australia
Zealand — America
Base 31 9 9 7 4 2
% % % % % %
Environments 77 89 78 71 75 50
S . .
Slmplelgafe environment/less crimes and 32 56 22 ) 75 )
temptations
v i 'pure’
Is a.good place for learning the language/'pure 13 1 33 ) ) )
English
v Can travel to other countries at the same time
R 10 - 33 - - -
when studying in this country
v Tai i . . .
Taiwan students are familiar with this country/its 10 i i 29 i 50
culture
v Has much information (to consult) 10 11 - 29 - -
v Easy to get visal/visa-waiver for 6 months 10 22 11 - - -
Education institutions/Qualifications 55 22 78 71 50 50
v Has many schools to choose from 19 - 22 43 25 -
v' Takes less time to complete the qualification 10 - 33 - - -
Others 42 33 22 57 50 100
v (Agent) has personal experience in this
country/had lived or studied in this country 16 22 22 ) 25 )
v' Many Taiwan student study in this country 13 - - 43 - 50
v' Has signed contracts with the schools/has good
relationship with the schools/our company focuses 10 - - 14 - 100
on sending students to this country
Cost 26 67 11 - 25 -
v' Cost of living/study is affordable/not expensive 26 67 11 - 25 -
Onlytotal>10% are shown
Base: All respondents, n=31 .
Q14: What are the main reasons that you would be most likely to recommend [Q1 answer] lpsos Market"]g 26

overall as place to study in?



The perceived simple environment of NZ was the main driver for agents

to recommend it as a place for secondary schooling.

Reason for Recommending a Country — Secondary School

Total New USN Canada Australia
Zealand America
Base 26 16 5 3 2
% % % % %
Environments 73 88 60 67 -
v' Simple/safe environment/less crimes and temptations 50 69 - 67 -
v Is a good place for learning the language/'pure’ English 12 12 20 - -
Education institutions/Qualifications 73 75 80 67 50
v’ Has good quality of course 23 31 - 33 -
v .
EFjgcatlon institutions ta}<e good care of students/are 15 12 20 33 )
willing to solve students’ problems
v’ Teaching style is more flexible/has more diversity 12 19 - - -
Cost 27 44 - - -
v' Cost of living/study is affordable/not expensive 27 44 - - -
Only total >10% are shown
Base: Those whose customers study for secondary school, n=26 .
Q15: What are the main reasons that you would be most likely to recommend [Q2 answer] lpsos Market"]g 27

to go to secondary school in??



Fewer agents recommended NZ as a place for tertiary study. USA was more

commonly recommended, due to having more schools to choose from.

Reason for Recommending a Country — University

Total USA/ UK Australia New
America — ————  Zealand
Base 29 17 5 4 3
% % % % %
Education institutions/Qualifications 90 88 100 75 100
v Has many schools to choose from 52 59 40 50 33
Education |nst|tut|ons_ have high reputation/are well 24 18 20 50 33
known/have top ranking
v Has many subjects/courses to choose from 14 24 - - -
v Is less struck for applying admissions 14 18 - 25 -
Others 17 24 - 25 -
v" Many Taiwan student study in this country 14 24 - - -
o Only total >14% are shown
Base: Those whose customers study for university, n=29 .
Q1e6: What are the main reasons that you would be most likely to recommend [Q3 answer] lpsos Market"]g 28

to go to university in??



For language courses, cost becomes a more relevant factor for agents

when recommending.

Reason for Recommending a Country — Language Course

Total New UK USN Australia.  Canada
Zealand — America
Base 30 12 6 5 4 3
% % % % % %
Environments 73 67 100 80 50 67
v oo . .
Slmplelgafe environment/less crimes and 20 42 ) ) ) 33
temptations
% . .
Can travel tp ot'her gountrles at the same time 17 3 50 20 ) )
when studying in this country
v Is a good place for learning the language/'pure’
: 17 8 67 - - -
English
v Tai - . . .
Taiwan students are familiar with this country/its 10 i i 40 o5 i
culture
v’ Easy to get visa/visa-waiver for 6 months 10 8 33 - - -
Cost 33 58 17 - 50 -
v' Cost of living/study is affordable/not expensive 27 58 - - 25 -
Education institutions/Qualifications 23 25 33 20 - 33
v Has good quality of course 10 8 33 - - -
) Only total >10% are shown
Base: Those whose customers study for English language school , n=30 .
Q17: What are the main reasons that you would be most likely to recommend [Q3 answer] lpsos Market"]g 29

to go to English language school in??




@ In general, the key reasons for agents to recommend NZ were its safe/ less

crime environment, and the lower costs of living/ study, which was consistent
with students and parents’ perceptions of NZ's strengths.

Summary of NZ — Reasons for Recommending New Zealand  to Study In

Overall Secondary University Language Overall Secondary University Language
school school school school

Base 9 16 3 12 Base 9 16 3 12

Environments 89%  88% 67% 67% Others 33% 6% - 8%
: : The students have

flmpli/r?rifsse;lr\]/g ?grr:sgt/ilgiz S56%  69% - 42% ] friends/relatives in this country 22% 6% ) 8%
- : : (Agent) has personal

Easy to get visa/visa-waiver ., _ _ 8% experience in this country/had 22% - - 8%
for 6 months lived or studied in this country
Homestay families are Education

institutions/Qualifications

Has less race
discrimination/is friendly to 11% 12% - 8%
international students

Has many good teachers 11% 6% - -
Has better education system 11% 6% - -

Education institutions take good

friendly 2270 2% - - Educallon. o500 7500 100%  25%
Has much information (to

consult) 1% i i 8% care of students/are willingto 11%  12% 33% 17%
' solve students problems
Ishalgood pla(/:Ie for'IeEarrll!nﬁ 11%  12% i 8% P
the agguagef_pt:jrg ; ngfls Has good quality of course - 31% - 8%
asy to find jobs after : :
completing qualification _ 33% ) feaching siyle 1s move 19% 33% -
- . flexible/has more diversity
Has more competitiveness - - 33% 'Education institutions have high
Cost 67%  44% 33%  58% reputation/are well-known/have - - 33% -
— , ' top ranking
Cost of living/study is ., 0 0 0
[ affordable/not expensive 67%  44% 33% o8% Has many schools to Ch?%srﬁ - - 33% -
Less stress - - 33% -
Only >10% shown
Base: Those who recommending NZ as a place to study lpSOS Marketing 30

Q14-Q17: What are the main reasons that you would be most likely to recommend NZ as place to study in?



Key Findings
- Marketing

Communications and
Support to Agents

Education Agents
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Half of agents rated NZ’'s marketing communication positively, but not as good

as Australia and UK. More media exposure may be required, especially given
the lack of familiarity of NZ as a study place among parents and students.

Marketing and Communication Performance
m Perfect m 9 8 m7 m6 m5 m4 m3 w2 mReallybad

T4B % Base=31
o I+ S En
ven zeans <o (N5 [ S I
23 e 13 [IECENIE < <[S
carcon =[5 10 [N I <
/' Reasons for giving poor rating for NZ - marketing/co mmunication (n=3) )
* Fewer education institutions come to the educationa | expo
» There is no official organisation to promote studyi ng in New Zealand in Taiwan
N » Has less advertising, e.q. little media exposure an _ d few bus/MRT ads y
Base: All Respondents, n=31 .
Q24: How would you rate each of the following countries in terms of their marketing and communications, Ipsos Market"]g 32

in terms of encouraging people to want to study there??



Among the 5 countries, ENZ performed on par with Australia and better than

other countries’ organisations in the support provided.

Performance of Support Provided by Official Country Organisations
®m Perfect m 9 8 m7 m6 m5 m4 m3 w2 mRealybad

T4B % Base=30

conca 20| 15 S IO s 5
o -+ 1 o I 1+

/' Reasons for giving poor rating for NZ - support from official organisations (n=1) )

» Does not provide training or free trips to New Zeal and for visiting education institutions

U J
Base: All Respondents, n=31 .
Q26: How would you rate each of the official organisations responsible for promoting study in each of lpSOS Marketlng 33

the following countries in terms of their support provided to you?



Education Agents

@ Interest in participating in ENZ-organised activities was very high.

Possibility to Participate the Activities Hold by E

Training to renew
Specialist Agent
accreditation

Training to be
accredited as a
Specialist Agent

New Zealand
education expo

Trip to NZ for
familiarisation with
education institutions

Reasons for not wanting to participate in Specialis

e | am so familiar with New Zealand that | don't need

NZ

® Somewhat likely
Very unlikely

m Very likely
® Somewhat unlikely

May or may not
Base T2B %

12

- I ¢
31 94% - 6
31 94%

-

t Agent training (n=1)

such training

Base:
Q28:

Special Agent: n=12; Non Special Agent, n=19, All Respondents, n=31
How likely would you be to participate the following activities that o organised by Education New Zealand?

Ipsos Marketing 34



Key Findings
- Suggestions to ENZ and

Education Institutions In
NZ

Education Agents
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Education Agents

Suggestions for How ENZ Could Improve Service/ Supp  ort to Agents

Interaction with agent 45%
Arrange gducgtion institutiops to' visit a}gents by ENZ and avoid visiting individually at 16%
different time/increase meeting time with agents
Hold agent seminar to introduce New Zealand education institutions/education system 10%
Improve the interaction with agents/visit agents more frequently 10%
Promotion/Marketing 42%
Apart from the natural scenes, introduce more New Zealand culture/schools/advantages 16%
Increase more ads/posters/promotion DVD 13%
Hold regular activities 10%
Information 35%
Providg fuI.I Iis.ts qf education institutions/ranking of education institution/specialty of 26%
education institution
Provide more information and comparison with Taiwan about living/economy situation, etc 13%
Introduction of the education system in New Zealand 10%
Visa related 16%
Others 16%
Only >10% shown
(%%%e:: glcl) ryeci?(k)mg(\jlzn;f\’yns:u%lgestions regarding how Education New Zealand could improve lpsos Marketing 36

how it promotes New Zealand, or its services and support to you?



Education Agents

Suggestions for How NZ Education Institutions Could Improve
Promoting Themselves

Applying education institution 32%
More flexibility for apply admissions/allow conditional admission 19%
Has one single window to deal with applications 6%
Promotion/Marketing 29%
Producg instruction DVD/DVD which introduces school life in New Zealand by students 13%
from Taiwan

Ask support from education institution to promote/participate education expo 6%
Increase the exposure of New Zealand education institution 6%
Others 26%
Provide 24hr customer service/reply agents' questions prompted 10%
Lower cost/allow working part-time 6%
Information 23%

Provide full list of education institutions/ranking of education institution/specialty of

education institution 19%
Proyidg information regarding the proportion of international students in the education 6%
institution
Interaction with agent 10%
Arrange more education institution to visit the agents/increase more meeting time with 10%
agents
None 13%
Only >6% shown
Base: All respondents, n=31 .
Q31: Do you have any suggestions regarding how individual education institutions in New Zealand lpsos Market"]g 37

could improve how they promote themselves to agents, parents, or students??
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Education Agents

Detailed Results of Performance as a Place to Study  — Overall
m Perfect m 9 8 m7 m6 m5 m4 m3 W2 MReallybad

Mean - Base=31

H- o [ ] . §
“ E - N
Australia 7.03

Canada 6.9

New Zealand 7.61

USA/America 6.81

Base: All Respondents, n=31 IpSOS Marketing 40

Q5: How would you rate each of the following countries in terms of your overall opinion of it as a place to study?




Education Agents

Detailed Results of Performance as a Place to Study  — Secondary School
m Perfect m 9 8 m7 m6 m5 m4 m3 W2 MReallybad

Mean _

Base=26
o oon [
Base: Those whose customers study for secondary school, n=26 Ipsos Marketing 41
Q6: How would you rate each country as a place to go to secondary school in ?



Education Agents

Detailed Results of Performance as a Place to Study  — University
m Perfect m 9 8 m7 m6 m5 m4 m3 w2 HRealybad

Mean Base=29

s
DT
T
+ R

UK 7.66

New Zealand 7.55

Australia 7.38

Canada 7.34

Base: Those whose customers study for university school, n=29 Ipsos Marketing 42

Q7: How would you rate each country as a place to go to university in?



Education Agents

Detailed Results of Performance as a Place to Study  — Language Course
m Perfect m 9 8 m7 m6 m5 m4 m3 W2 MReallybad

Mean _ Base=30
- [
Base: Those whose customers study for English language school, n=30 Ipsos Marketing 43
Q8: How would you rate each country as a place to study English in, that is, go to an English language school?



Education Agents

Detailed Results of Importance as a Place to Study

m Very important = 6 5 m4 m3 m2 mNotatallimportant

USA/America 5.61

New Zealand 5.55

UK 5.52

Australia 5.35

4.94

All Respondents, n=31 .
How important is your connection or relationship with each of these countries to you in terms of being IpSOS Marketlng 44
a place to study?
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Education Agents

Perceptions of Specific Destination Countries (attr ibutes 1-10)

20 0 Y 2

Is a good place to raise children/Children will not learn

bad behaviour or bad hobbies 100 2N
Cost of education is not expensive 97 - 16 v 3V 23 Vv
Cost of living is not expensive 97 - 13 Vv 6V 10 v
Is safe/has little crime 97 16 v 39v 3V 39 v
Has a wide range of outdoor/adventure activities
available 97 260V 48 v 45v 8l v
Has friendly homestay families 90 29v 42 ¢ 16y 35wy
Education system encourages independent thinking 87 84 74 90 77
Allowed to work part-time while studying 87 61V 52 ¥ 45V 74
Allows studgnts the flexibility to choose the types of 84 71 61 v 81 68
courses/subjects they want to study
Has relatively small class sizes 84 5V 48 V¥ 52V 58 V¥
Base: All respondents, n=31 .
823: What countries can apply to the statement? _ o lpsos Market"]g

A Compared with NZ, the perception of the country is better A\ or worseW at 95% significance level



Education Agents

Perceptions of Specific Destination Countries (attr ibutes 11-22)

e —————— el L

Easy to get a visa 35v 52V 32V

Has a good climate/weather 77 - 23V 16v 74
Very accepting of people from other countries 71 29V 48 52 48
Easy to travel to/from Taiwan 65 42 42 58 874
il;l]?:rrs]gggr?af'ﬁzgzmz for the care and protection of 65 35V 26V 26V 50
Has a wide range/diversity of people and cultures 58 52 52 84 A 55
Quialifications are highly regarded internationally 52 8l1aA 55 84 A 55
Number of tests required for each course is relatively few 45 35 29 26 35
Easy to be accepted in educational institutions 45 42 26 39 744
Easy to be allowed to stay in the country after studying 45 13V 58 19V 42
Has a lively, interesting lifestyle 45 45 45 8la 55
Is a very convenient place to live 45 61 42 52 58
(ngze A\/l\llrrlgfggﬂﬂter?éz'cna:n3ipply to the statement? Ipsos Marketing

VA Compared with NZ, the perception of the country is better M or worseWf at 95% significance level



Education Agents

Perceptions of Specific Destination Countries (attr ibutes 23-35)

T — i L

Many Taiwanese people live or study here (I 74 A
Education institutions pay a higher level of commission 32 35 32 32 52
!—Ias tea_chers/researchers who are highly regarded 29 71 A 35 90 A 39
internationally

Famous/highly regarded people have studied here 29 77 A 29 97 A 29
Academic requirements are not too strict 29 16 10 23 52
Takes less time to complete the desired qualification 26 87 A 13 19 29
Hag aformal .alumnl neMork that allows students to 26 50 A 32 71 A 39
easily maintain contact with fellow students

The cogntry Is internationally recognised as being 26 26 19 63 A 42
innovative

Education institutions are highly regarded internationally 19 87 A 35 94 A 19
Education institutions have a long history 19 94 A 26 68 A 23
Easy to get a scholarship 16 23 3 48 A 26
Is a technologically advanced country 16 32 26 100 & 23
Has a long history/culture 6 94 A 10 26 A 10
Base: All respondents, n=31 .

Q23: What countries can apply to the statement? lpSOS Market"]g

VA Compared with NZ, the perception of the country is better A or worseWf at 95% significance level
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Education Agents

Countries That Customer Studied In

e zeaana [

Australia 90

UK 84

USA/America 81

Canada
European countries 23

Japan 13

Singapore 10

Ipsos Marketing 50

Base: All respondent, n=31
S2: In the past 3 years, which countries have your customers chosen to study in?



Education Agents

Countries Customer Studied In — Share of Each Countr vy

New
USA UK Canada Australia Zealand
n=25 n=26 n=25 n=28 n=30
0~10% 32 35 44 39 57

11~20% 12 23 32 39 23

21~30% Q4 19 16 7 3

31~40% 24 12 8 0 3

>41% 28 12 0 14 !13
Base: Those whose customers study in the country IpSOS Marketing 51

S3: What was the share of each country over the past 3 years?



Type of Study Done by Customers — Share of Each Type

Education Agents

| English
Primary Secondary University/ Vocational language
school “school tertiary _ training school
11~20% |0 10 26 6 10
21~30% |3 19 10 ? 20
31~40% |° ° ° ° 0
41~50% | ? ° ° w
>51% |0 3 19 ? 20

Base:

All respondents, n=31
What was the share between these different types of study?

Ipsos Marketing 52
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@ Questionnaires

Questionnaire:
Potential Students

Microsoft Office
Word od¥é

Questionnaire:
Parents of Potential
Students

Microsoft Office
Word od¥é

Questionnaire:
Education Agents

Microsoft Office
Word od¥é

Ipsos Marketing
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Thank you!
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